THE BIG AD FOR THE BIG M—Only slightly shorter than 
the car itself is this six-page gatefold ad introducing 
the 1956 Mercury in the Oct. 8 Saturday Evening 
Post. First page of the vivid red ad shouts “The Big 


M Is Here” in giant silver letters, 


gatefold describes the facts and features of the new 
model. Then the ad unfurls into a 40” full-color pic- 


, 


while the facing 


Meatelsrs,. 


RRO AS NE OTR AARC ANA 
eal > 


ture of a red and white Mercury. Cost of the six- 
page ad is an estimated $170,000. The Post itself will 
call attention to the ad in its full-page newspaper 
ads appearing Oct. 4 in the New York Times, New 
York Herald Tribune, Chicago Tribune, Detroit Free 
Press, and national edition of the Wall Street Jour- 
nal. Kenyon & Eckhardt, New York, is the agency. 
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THE NATIONAL NEWSPAPER OF MARKETING 


INS Polls Marketers on Value of 
Motivation Study; Verdict: “Maybe 


'\‘No Huckster Riot 
© \Is British Reaction 


to Commercial TV 


cae Lonpon, Sept. 23—The perni- 
")|cious American practice of broad- 
Ss icast advertising made a widely 
heralded entrance into British life 
last night with the launching of 
commercial television in these 
isles. 

The tradition-breaking vehicle 


Gibbs toothpaste, placed by the 
London office of Young & Rubicam. 
Time charges on this first British 
commercial were $2,000. 


FCC's R. E. Lee 
Advocates VHF 
‘Drop-in’ Plan 


Cuicaco, Sept. 21—The “drop- 
in” or “squeeze” solution to the 
problem of failing u.h.f. televi- 
sion stations gained an important 
advocate last evening when a 
member of the Federal Communi- 
cations Commission came out in 
favor of it. 

Commissioner Robert E. Lee an- 
nounced his support for the notion 
of moving u.h.f. stations into the 
present commercial v.h.f. band as 
“local” limited-power _ stations. 
This operation, which would be 
accomplished by narrowing the 
present separation between v.h.f. 
channels, has been propounded re- 
cently by various tv technicians, 
but Mr. Lee is the first FCC,mem- 
ber to espouse it. 

Three weeks ago, Commissioner 
Rosel Hyde attacked the idea (AA, 
Sept. 5) and urged instead the al- 
ternate plan of “de-inter-mixing” 
channels so that each market wilil 
have either all-v.h.f. or all-u.h.f. 
stations. 


@ Mr. Lee made his endorsement 
of the “drop-in” plan at a region- 
(Continued on Page 97) 


New York, Sept. 23—The Na- 
tional Industrial Advertisers Assn. 
has notified three leading business 
publishing houses, donors of an- 
‘nual awards sponsored by NIAA, 
that henceforth all contests will be 
sponsored solely by the association. 

In effect, this means that insofar 
as NIAA is concerned, awards to 
be made at the association’s annual 
conference next May will be limit- 
ed to the Toppers Contest and an 
annual prize for greatest chapter 
membership growth. 

In identical letters, signed joint- 
ly by David F. Beard, chairman of 
the board, and John C. Freeman, 
president, NIAA told McGraw- 
Hill Publishing Co., New York, 
Putman Publishing Co., Chicago, 
and Technical Publishing Co., Chi- 
cago, that at last week’s meeting of 
the association’s board of directors, 
“further steps were taken toward 
self-sufficiency of the organiza- 
tion.”” Appreciation was expressed 
for the cooperation that these pub- 
lisher donors had advanced in past 
years. 


® Respectively, the three donors 
had presented awards for (1) out- 
standing chapter achievement, (2) 
for demonstrating that “industrial 
advertising is an integral and in- 


dispensable part of effective selling 
to industry” and (3) for the best 


Use Ads to Sell Surplus Government 
Property, GSA Urges Regional Chiefs 


WASHINGTON, Sept. 21—General 
Services Administration, which 
does the government’s buying and 
manages its real estate, is urging 
its 10 regional directors to get pro- 
fessional promotion assistance in 
order to assure the government a 
better return on the millions of 
dollars’ worth of property which 
has been declared surplus and ripe 
for disposal. 

Because regional directors have 
substantial autonomy in handling 
their responsibilities, GSA has 


|installations which have _ been 
turned over to GSA for disposition. 

However, GSA chief Edmund F. 
|Mansure is known to be dissatis- 
‘fied with the results of some re- 
cent offerings. He has let the word 
get around that he expects the re- 
gional directors to proceed in a 
more businesslike manner in the 
future. 


® With his blessing, a memo went 
out a few days ago from Commis- 
sioner of Public Buildings Peter A. 


NIAA Dissociates Itself from Putman, 
McGraw-Hill, Technical Publishing Awards ™°*t »y the subdued character 


were varied. Today’s London 
newspapers seemed to be struck 


of the commercials. 
‘publication A critic in the News Chronicle 
chapter. detected “American influence” in 
| Cash awards totaling some $7,- the “little jingles and songs about 
|250, donated by the three publish- | various products,” but he said the 
‘ers, accompanied the awards. commercials were so quiet that no 
The Putman Awards have con-| American sponsor would give 
|Sisted of one of $2,500, one of $1,500 screen time to them. In fact, he 
|and one of $1,000. McGraw-Hill said, they were so subdued that 
annually gave two awards, one for people were calling up to complain 
$1,000 and one for $500. The Tech-|that something was wrong with 
nical Publishing Co. awards were their sets. 


(Continuéd on Page 8) (Continued on Page 101) 


Newspapers, TV Nets Carry 66 2/3% 
of Auto Advertising, Anderson Says 


Spot Radio Will Get 
Less Than 3% of ‘55 
Budgets, Survey Shows 


issued by an NIAA 


by all other media. 

So says Robert E. Anderson, v.p. 
in charge of the Detroit office of 
Batten, Barton, Durstine & Osborn, 
who has just conducted his own 


Cuicaco, Sept. 21—About two- desk-side telephone poll of 1955 


was a 45-second commercial for | : “ 
‘of motivation research. 


thirds of an estimated $254,000,000 
in factory-controlled advertising 
expenditures on new passenger 


cars this year will go into just two | 


auto industry advertising spending, 
past and projected. 

Mr. Anderson presented his fig- 
ures, broken down by media (see 


gone no further than to suggest) Strobel to all 10 regional directors, 
that advertising agencies and oth- warning that Mr. Mansure is not in 
er promotional experts can be used the least impressed with reports 
profitably to stir up interest in in-| that have come in about “saving” 
dustrial plants, airfields and other (Continued on Page 100) 


media—newspapers and network 00%), at a regional meeting of the 
television. Newspapers will get National Assn. of Radio & Televi- 
about 39% of the total and net tv sion Broadcasters Monday, He ob- 


(Continued on Page 100) 


27%, leaving 34% to be sliced up| 
Last Minute News Flashes 
Hazel Bishop, Piqued at NBC, Goes to Newspapers 


New York, Sept. 23—Miffed at National Broadcasting Co., Hazel 
Bishop Inc. is shifting into newspapers using minimum 52-page sched- 
ules in the first 20 markets. The total budget will approximate $2,000,- 
000. Raymond Spector, chairman of Hazel Bishop and head of its 
agency, said the cosmetics house is just completing the biggest month 
and biggest quarter in its history. He expressed discontent with NBC 
for having granted the 10:30-11 Sunday night spot for the “Arthur 
Murray Show,” starting Oct. 2, and then “reneging” and giving the 
time to American Tobacco Co. 


Kratt Takes First Color Ad in ‘Miami News’ 


MiAMI, Sept. 23—Following an announcement by the Miami Daily 
News that it will accept four-color advertising in the daily b&w 
comic pages (AA, Sept. 5), Kraft Foods Co. becomes the first adver- 
tiser to take advantage of this innovation. The initial color ad, for 
Parkay margarine, will run Thursday, Nov. 17. Needham, Louis & 
Brorby is the agency. 


Breyer Ice Cream to Lewis & Gilman 

PHILADELPHIA, Sept. 23—Breyer Ice Cream Co. will switch its account 
to Lewis & Gilman at the end of the year when McKee & Albright, its 
present agency, dissolves (AA, Aug. 15). The account reportedly bills 
between $700,000 and $1,000,000 a year. 


(Additional News Flashes on Page 101) 
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Reactions to the new monster | 
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Executives’ Tally: 
Yes, 2; Maybe, 1; Yes 
& No, 4; Don’t Know, 2 


New York, Sept. 22—Interna- 
tional News Service this week 
polled nine marketing executives 
to get their reactions to the Politz- 
Dichter controversy on motiva- 
tion research reported in last 
week’s ADVERTISING AGE. 

The answers seem to indicate, 
more than anything else, the need 
for a generally accepted definition 


Ted Koslow, INS business editor, 
sent the nine executives the fol- 
lowing telegram: “Front page 
story in today’s ADVERTISING AGE 
reports sharply divergent views on 
motivation research by Alfred 
Politz and Dr. Ernest Dichter. Can 
you give us your opinion of the 
value of motivation research gen- 
erally? Does it contribute to bet- 
ter understanding of advertising 
problems? Is it of value in media 
evaluation?” 

The replies: 


™® Clarence E. Eldridge, v.p. and 
marketing director of Campbell 
Soup Co., said: “Am not sufficient- 
ly informed to have intelligent 
views of Politz and Dichter. How- 
ever, I too am inclined to think 
issue is being clouded by seman- 
tics. That we need to know more 
about consumers, their thinking, 
their attitudes, their prejudices 
and motivations is probably pret- 
ty obvious. 

“We need to know why they do 
or do not buy particular products, 
particular brands, and to have 
greater understanding of the stim- 
uli they respond to. Therefore the 
only question as I see it is how to 
get the desired information. This, 
it seems to me, calls for some kind 
of motivation research—call it 

(Continued on Page 4) 


Mead Accuses 
FTC of Shirking 
Responsibility 


WASHINGTON, Sept. 23—As he 
prepared to step down from his 
place on the Federal Trade Com- 
mission, former chairman James 
M. Mead today issued a statement 
charging that the commissioners 
are leaving too much of their re- 
sponsibility of selecting cases to 
the staff, and increasingly taking 
on the composure of an appellate 
court. 

The statement declared that 
Congress intended the commission- 
ers to act as sheriff, grand jurors 
and ultimate fact finders in fight- 
ing unfair and monopolistic trade 
practices. 

“If the Congress 


intended to 


create a court, the Congress would 
have draped the judicial robes 
around an administrative court 
and would have lodged the in- 
vestigating and prosecuting pow- 


(Continued on Page 97) 
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Dr. Dichter Says, ‘Change America’s View 
of the Boston Tea Party and Sell More Tea’ 


Wuite SuLPHUR SPRINGS, W. VA., 
Sept. 20—Dr. Ernest Dichter, 
president of the Institute for Mo- 
tivational Research, said today it 
might be possible to develop a 
“tea culture” in the U.S. 

Speaking here before the an- 
nual convention of the Tea Assn., 
Dr. Dichter reassured his listeners 
that this was possible, provided 
they went about it in the right 
way. 

Take history, for example. 
“From his earliest years,” Dr. 
Dichter pointed out, “the Ameri- 
can youth is imbued with what 


Words Have Bizarre 
Meanings for Some 
People, Vicary Finds 


New York, Sept. 20—“Diction- 
aries may mislead business men 
in naming new products or serv- 
ices.” 

So says the James M. Vicary Co. 
this week in a report on some of 
the studies it has conducted for 
clients. 

Vicary, a leading practitioner of 
motivation research, reports that 
its consumer studies have uncov- 
ered such confusions as these: 

1. The term, “nationwide,” pro- 
posed for a new national service, 
was dropped when Vicary found 
that it meant “international” to a 
sizable group of customers. 

2. “Lagered,” a term proposed 
for a beer, produced reactions of 
“slow” and “tired” to many peo- 
ple—so the manufacturer chose an- 
other name. 


a 3. To reduce the length of a 
corporate name, a company doing 
business on an international scale 
tested several versions by juggling 
the syllables in its traditional 
name, Survey results showed that 
one of the versions under serious 
consideration had “Russian” and 
“Soviet” connotations for Ameri- 
can consumers. 

4. A widely distributed publica- 
tion found that “standardization” 
in its name produced unfavorable 
associations of ‘“regimentation.” 
The symbol, “standard,” had more 
favorable connotations and the 
name of the magazine was subse- 
quently changed. 

5. A community center narrowly 
missed calling itself a center of 
“human relations” after it was 
discovered that one ethnic group 
using the center interpreted the 
title in terms of “sexual relations.” 

Vicary says that to avoid such 
pitfalls, companies would be well 
advised to use a series of name 
testing methods, including word 
association, sentence completion, 
consumer jury and recall tests. 


may be called an ‘anti-tea’ atti- 
tude. When the dramatic story of 
the Boston Tea Party is told to 
him, he pictures Sam Adams in 
Indian costume, along with his 
disguised Bostonian friends, toss- 
ing tea into the harbor from the 
deck of a British ship. 


= “Somehow this creates a nega- 
tive attitude toward the tea itself, 
when, if a real understanding of 
the significance of this particular 
event were developed, the stu- 
dent, as well as the teacher, would 
understand that the opposition 
was not to the tea, but rather a 
dramatic expression of the impor- 
tance of tea in the life of the 
American revolutionary times.” 

As a followup to the historical 
approach, Dr. Dichter urged the 
tea industry to take advantage of 
the “increasing tendency for the 
American consumer to be willing 
to try new and exciting beverage 
and food experiences.” He told the 
group of tea processors and dis- 
tributors to “create a new look for 
tea, an exciting picture of a vital 
tingling beverage.” 


® Also, he cited the “increasing 
sophistication of the American 
palate” as a golden opportunity 
for tea producers. “Tea is a lusty, 
yet sophisticated drink for the 
discriminating,” he pvinted out. 

“Tea is flexible, it can be used 
in many ways, Induce experimen- 
tation with tea. Get the American 
consumer to use his proverbial in- 
genuity. Tea must not only be a 
beverage, it must be an enjoyable, 
anticipated experience.” 

Dr. Dichter’s remarks on tea 
were an extension of what he has 
said previously on this subject. 
His institute has conducted moti- 
vational studies for the Tea Coun- 
cil, and Dr. Dichter says it was 
this research which led to the 
adoption of the “Take Tea and 
See” campaign approach. 


Duncan Hines to Introduce 
New Orleans Style Soups 

Duncan Hines New Orleans style 
canned soups will go on the mar- 
ket about Oct. 1. The three initial 
products to be introduced are Dun- 
can Hines crayfish bisque, sea food 
gumbo and genuine turtle soup. 
Packed by New Orleans Cuisine 
Inc., New Orleans, under license 
by Hines-Park Food Inc., the three 
soups, which have been distributed 
regionally by New Orleans Cuisine 
for some time, will gradually begin 
national distribution under the 
Duncan Hines label. 

Subsequent marketing under the 
Duncan Hines brand will follow 
for oyster soup, shrimp creole soup, 


/crab bisque and shrimp bisque. Re- 
tail price is expected to be set at 
|}about 38¢ a can for the soup. 


Caldwell 


Salisbury 


Mackinnon 


EDITORIAL GuEesT—Harrison Salisbury, foreign correspondent and writ- 

er on Russian affairs for The New York Times, chats with Will F. 

Caldwell, Kline’s Inc., and A. P. Mackinnon, western advertising 

manager of The Times, before his “An American in Russia” speech 

before the first meeting of the 1955-56 season of the Advertiser’s 
Club of Cincinnati, 
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DON'T 
B.3 STIR 
| WITHOUT 


NOILLY PRAT 


Whether you mix your Martinis 
two-to-one or six-to-one, the finesse 

of the one is what mokes it o Martini 
Insist on Noilly Prot French Dry Vermouth. 


SEOWNE VINTNERS CO., INC., N.Y. C., SOLE U.S. DISTRIBUTORS 


DON'T 


EE] _sSTIR 
== WITHOUT 
NOILLY PRAT 


in @ world where cheapness is often 

confused with value, be firm, 

stand fast, insist upon the original — 

Noilly Prat French Dry Vermouth. 
BROWNE 


VINTNERS CO... INC nN ¥.¢ SOLE U.S. DISTRIBUTORS 


FREE HAND—When Saul Steinberg was handed this assignment, the 
agency told him only two things: The ad size and the client’s slo- 
gan, “Don’t stir without Noilly Prat.” That was all, Not even one 
suggestion from a v.p. The happy results were seven different pen 
and ink “stirrings” which will run from now until January in Cue, 
Esquire, Gourmet, Holiday, The New Yorker, the New York Times 
magazine section, Social Spectator and Time. Lawrence C. Gumbin- 
ner Advertising, New York, is the agency. 


Neither Fakery nor Miracles... 


Weir Hits Copy Research as Meeting 
of AMA Resounds with Motive Debate 


New York, Sept. 21—Copywriter 
Walter Weir rubbed salt into old 
wounds today by depicting copy 
research as “this pseudo-science” 
which has only succeeded in mak- 
ing advertising “even more banal 
than it was.” 

Mr. Weir, v.p. of Donahue & Coe, 
told the New York chapter of the 


‘Chicago Tribune’ 
Rises to Defense 
of Motivation Studies 


Cuicaco, Sept. 22—Pierre Mar- 
tineau, Chicago Tribune director of 
research, today criticized Alfred 
Politz for condemning all motiva- 
tion research, and said Politz does 
advertising a serious disservice in 
trying to “restrict the study of hu- 
man behavior and communication 
to his flat one-dimensional tech- 
niques.” 


® Mr. Martineau said, in part: 

“Politz makes a broadside con- 
demnation of all motivation re- 
search, which is as ridiculous as a 
broadside condemnation of market 
research would be, because along 
with some fine work, there is also 


a great deal of sloppily-conceived | 


and sloppily-executed market re- 
search. 

“We agree with him completely 
that any research has to be more 
than a mish-mash of pyschoana- 
lytical jargon and shrewd hunches 
arrived at with no regard for any 
sampling. This is not research at 
all. 

“But it is inconceivable that a 


sophisticated person would accept! 


this narrow definition and ignore 
the contributions of all the behav- 
ioral sciences, not only in the 
creation of hypotheses, but in the 
rigorous use of mathematics to 
test these hypotheses wherever 
possible. 

“It seems to me he indicates an 

(Continued on Page 61) 


| 


American Marketing Assn. that 
researchers have done little to 
help creative men write more per- 
suasive or more credible copy. 

It was the second week in a 
row that some segment of adver- 
tising research has been called a 
“pseudo-science.” Researcher Al- 
fred Politz leveled the same epithet 
at the motivation research field 
last week and drew an immediate 
counter-blast from Dr. Ernest 
Dichter’s Institute for Motivational 
Research (AA, Sept. 19). 

The Politz-Dichter feud figured 
in today’s luncheon. Mr. Weir took 
joyous note of the intramural 
squabble, pointing out that copy- 
writers were not alone in attacking 
research, and Dr. Wallace Wulfeck, 
v.p. of William Esty Co., came to 
the defense of motivation research, 
although he refused to take sides 
in the Politz-Dichter controversy. 


@ Waving aloft the front page of 
the Sept. 19 AA, where the contro- 
versy was reported, Dr. Wulfeck 
said: “All that I can say is that 
those who attack motivational re- 
(Continued on Page 64) 


ARTHUR H. BAUM has been named ad- 
vertising director of Formfit Co., 
Chicago. For the past seven years 
he has been advertising manager 


Researchers Work, Fuss and Feud on Variety of Fronts 


Tatham-Laird 
Splits Research 
in Two Sections 


Cuicaco, Sept. 21—Effective 


Oct. 17, Tatham-Laird will have 


two research departments. One 
will specialize in market and prod- 
uct research; the other in copy or 
creative research. 

The new market research de- 


partment will be headed by Dan 


Carmichael, formerly in charge of 
research for Meredith Publishing 
Co., Des Moines. 

The creative research depart- 
ment will be managed by Don 
Kanter, formerly v.p. of Gould, 
Gleiss & Benn, Chicago research 
company. 


= The market research depart- 
ment will cooperate with the agen- 
cy’s merchandising depariment. 

The creative research depart- 
ment will spend all its time work- 
ing with the creative heads, “ex- 
ploring sales appeals and consum- 
er buying motivations and measur- 
ing the effectiveness of various 
means of presenting the advertis- 
er’s messages to the public.” 

The agency says that it believes 
‘hat the specialization made pos- 
sible by this new setup will re- 
ult in better research and more 
effective and understanding use of 
research by other departments 
within the agency. 


Despite Criticism 
Politz Is Motive 


Researcher Himself 


New York, Sept. 22—Alfred Po- 
litz may not like motivation re- 
search, but his company evidently 
does. 

In fact, unless Alfred Politz Re- 
search Inc. has drastically changed 
its ways in the last year, most of 
its work is motivation research. 

This is revealed in Advertising 
Research Foundation’s “Directory 
of Organizations which Conduct 
Motivation Research,” published 
thirteen months ago (AA, Aug. 23, 
54). In the ARF compendium, Po- 
litz is said to “engage in various 
‘ypes of marketing and advertis- 
ing research, with about 85% of 
activity devoted to motivation re- 
search.” 


® It has been conducting motiva- 
‘ion research for 10 years, the 
directory says. In three pages of 
Politz information, and apparently 
in the research outfit’s words, it 
also tells how the company does its 
motivation work: 

“Have adapted a wide variety of 
so-called projective techniques in 
order to get at the state of respond- 
ent attitude prior to the sometimes 
extraneous stimuli of directive 
question techniques,” it reads, and 
adds: 

“Specialized approach to motiva- 
tional research is to apply psycho- 
logical methods which are essenti- 
ally clinical... to scientific quan- 
titative methods applicable to the 
clients’ problems.” 


Y&R Appoints Four 

Young & Rubicam, New York, 
has added four people to its con- 
tact department. They are S. Brady 
Brown, transferred from the traf- 
fic department; John Casey, for- 
merly in charge of sales planning 
with Vick International; Joseph 
Elliff, formerly assistant brand 
advertising manager for Toni Co., 
and John Hatheway, transferred 
from the Y&R research depart- 


of Forest City Mfg. Co., St. Louis. ment. 
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Advertising Age, September 26, 1955 


Buick Schedules 
$28,000,000 Ad 
Splurge for ‘56 


Fint, Micu., Sept. 21—Buick 
Motor Division of General Motors 
Corp. will spend $28,000,000 in ad- 
vertising its 1956 line of passenger 
cars, Ivan L. Wiles, v.p. of GM 
and general manager of Buick, 
announced today. 

Mr. Wiles disclosed the record 
advertising plans at the national 
press preview of the 1956 Buicks 
here, 

He said the Jackie Gleason tele- 
vision show (CBS) represents a 
large percentage of the huge bud- 
get, but that the use of newspapers 
magazines, radio, direct mail and 
outdoor will be stepped up to help 
Buick hold third place in the auto- 
mobile sales picture. 

Mr. Wiles said that Buick’s third 
position is secure for 1955 since 
the company has “successfully met 
the challenge of a newly designed 
Plymouth.” 


® He said his company will build 
approximately 800,000 cars in 1955, 
or about 250,000 more than in 
the peak year of 1950. 
“Our percentage of total indus- 
try sales is the highest in history 
(Continued on Page 103) 


Glogg Glamor Gag: 
Swedes Try Ads as 


Temperance Device 


STOCKHOLM, Sept. 21—All ad- 
vertising of alcoholic drinks in 
Sweden has been banned for six 
months. 

Newspapers and magazines will 
carry no liquor advertising. Neon 
signs advertising liquor are dark 
at night and covered by day. Out- 
door liquor posters have been re- 
placed with ads for soft drinks and 
other products. 

On Oct. 1, Sweden will end liq- 
uor rationing, which has been in 
effect for 40 years. It is felt to 
have outlived its usefulness and to 
have tended to encourage bootleg- 
ging and smuggling. 

The government has introduced 
the advertising ban to help make 
Swedes less “alcohol-minded.” 

Leading conservative politicians 
assail the “censorship of advertis- 
ing.” But the Socialist government 
has passed no law to enforce the 
ban. However, economic sanctions, 
in the form of special taxes, will 
be applied against those who seek 
to break it. 


Moe 


barf 


FRESH CRANBERRIES 


NOW IS THE TIME—The National Cranberry Assn. will use outdoor 

posters like this one to bestir an early fall appetite for fresh cran- 

berries. The promotion will be carried through the holiday selling 

periods with four-color insertions in Good Housekeeping, Successful 

Farming, and Woman’s Home Companion. Batten, Barton, Durstine 
& Osborn, New York, is the agency. 


‘FTC Adopts ‘Guides’ for Its Staff 


to Use in Examining Cigaret Ads 


WASHINGTON, Sept. 22—The Fed- 
eral Trade Commission today noti- 
fied cigaret producers that it has 
adopted a set of guides which its 
staff will use in examining tobacco 
advertising. 

The guides represent a modified 
version of the proposed standards 
of advertising which FTC distrib- 
uted to the industry a year ago 
(AA, Sept. 20, ’54). 

Among the chief provisions: 

1. No representation may be 
made as to either the presence or 
absence of any physical effect from 
cigaret smoking. 

2. No reference may be made to 
the effect of smoking on the nose, 
throat or other parts of the body. 

3. Claims of differences in nico- 
tine content must be proved to ex- 
ist and the differences must be sig- 
nificant. 

4. No representation may be 
made of medical approval of smok- 
ing in general or of a particular 
brand. 

5. Testimonials must be genuine 
and must not say anything the 
manufacturer himself cannot say. 


line in general with the standards 
that have been adopted. The com- 
mission expressed its thanks to the 
industry and expressed a hope that 
the present level of compliance 
will continue, 


w Charles Grandey, chief of the 
bureau of consultation, told ApveR- 
TISING AGE he feels the conferences 
with the industry during the past 
(Continued on Page 60) 


What's Your Ad 
Slogan I.Q.? Here's 
How AFA Made Out 


NEw York, Sept. 21—Can you, 
as an advertising man, pass the 
advertising slogan test? 

Unlike the fingernail test, the 
taste test or the blindfold test, it 
doesn’t require gouging your scalp, 
punishing your palate or crush- 
ing an eyelash. All it requires is 
years of listening to or reading ad- 
vertisements and a fairly reten- 
tive memory. 

Actually, there is no advertis- 
w When the proposed advertising| ing slogan test, as such. But the 
standard was distributed last Sep-| board of directors of the Adver- 
tember, FTC was hopeful that the | _tising Federation of America had 
industry would enter into a formal | four minutes of fun at a luncheon. 
advertising code, under the super- | They gave eight of their members 
vision of the commission’s newly|a four-minute quiz, and the di- 
organized bureau of consultation. | rectors came up with 41 slogans in 

After several conferences with) the alloted time. 
industry members the commission; Only seven slogans received 
apparently abandoned hope that a| more than one mention, and only 
formal code could be drafted. two were named by as many as 

While the guides released today | four people. “Ask the Man Who 
represent a unilateral action on the; Owns One” and “I’d Walk a Mile 
commission’s part, a covering letter| for a Camel” were the two top- 
by the commission acknowledged | mentioned themes. 
the role the industry played in 
helping to revise the standards. 

FTC’s letter said the industry’s 
advertising has been brought into 


® Three AFA directors remem- 
bered the Buick slogan, “When 
(Continued on Page 103) 


“Monitor’ Concept Reaches Out into 
Other Days, Other Hours, Another Net 


ABC Radio Unveils 
‘Monitor’-Like 
Nighttime Plan 


New York, Sept. 22—As prom- 
‘ised, the American Broadcasting 
Co. this week unveiled its “revolu- 
tionary” plans for nighttime radio. 

Starting Oct. 24, the Monday 
through Friday evening schedule 
will feature “five thematic pro- 
gram units,” aired from 7:30 to 10 
p.m., EDT. Each of the 30-minute 
‘units will be broken down into 
five or ten-minute programming 
segments; the last five minutes of 
each half hour will continue to be 
devoted to news summaries. There 
will be a single personality to tie 
the units together. 

ABC’s blueprint for its “new 
kind of sound broadcasting” leads 
one to suspect that the network’s 
executives have been listening to 
NBC’s “Monitor” and liking what 
they heard. Like NBC’s weekend 
service, ABC’s personalized radio 
will break the schedule up into 
smaller pieces. 


® ABC’s units will be offered to 
advertisers in five-minute seg- 
ments affording one minute of 
commercials. No sponsor had been 
signed as this story was written. 
The price (time and talent): $800. 
The sales phases of ABC’s fall 
plans are more akin to innova- 
tions recently effected by CBS 
Radio than to NBC’s “Monitor” 
setup. Columbia’s segmented plan 
offers an advertiser his choice of 
five minutes of several nighttime 
strips for $2,100 (time and talent). 

Current sponsored programs, 
such as the “Voice of Firestone” 
and Admiral’s “Life Is Worth Liv- 
ing,” will be integrated with the 
new ABC format. 


NBC Proceeds with 
‘Companion,’ Extends 
Participation Plan 


New York, Sept. 20—While the 
affiliates ponder their future re- 
lationship with the network, NBC 
Radio is going full speed ahead on 
“Companion,” its weekday radio 
service. 

The network, which presented 
three proposals to its affiliates at 
a meeting here (AA, Sept. 12), re- 
ports that signed revised contracts 
are beginning to come in. NBC 
officials would not say how many 
contracts have been received. 

But unofficially, this is hew the 
voting is expected to run on the 
proposals: 

1. Reduction of network com- 
pensation to stations by about 25%. 
—Approval. 

CBS already has won this con- 
cession from its affiliates, and the 
NBC stations are realists and know 
they have to go along. 

2. Extension of participation 
sales to more nighttime shows-— 
Approval. 


® Nighttime radio is harder to 
sell than daytime radio now, and 
the stations are less worried about 
what this will do to national spot 
business than they are about the 
extension of the “Monitor” sales 
idea to more choice daylight hours. 

3. Extension of the “Monitor” 
type of programming and sales 
concept to the Monday-through- 
Friday schedule, with a service 
tentatively titled, “Companion.” 
—Only Maybe. 

If you count as votes clearances 
on a per-station basis, most of the 
smaller stations seem to favor the 
plan. If you count the votes on a 


(Continued on Page 6) 


week added the Paper-Mate Pen 


its stable. The price was put at 
$15,500,000 in cash. 

Eight years ago the men’s shav- 
ing equipment outfit reached out 
into the women’s beauty field, 
buying the Toni Co. for some $20,- 
000,000. Toni turns out home per- 
manents, shampoo and lipstick. 

A Gillette official said today 
that no discussions have been held 
about the agency arrangement. 


Highlights of This Week’ 


| Gray Mfg. Co. gets award for anti- Do-it-yourselfers pay extra to. 


communist ads ......... Page 8d 
Laziness, not deception, lies behind 


have radio repairmen “un-do 
it” 


CONSUMER DEBUT—Austin Industries, 
New York, will introduce its new 
Knoll-Drake furniture in Novem- 
ber with a color spread in House 
Beautiful and color pages like this 
in House & Garden and Living for 
Young Homemakers. Zlowe Co., 
New York, is the agency. 


‘'NARTB’s Fellows predicts 3,000 ra- 


many dishonest ads, Conine| Sheep growers organize, plan $2,- 
sR Oe CCT RT EET ee Page 9| 000,000 ad drive ........ Page 24 
Jolly jingles snare customers for|Ad rates can be too high, weekly 
exterminator .......... Page 16; newspapers are warned .Page 34 


dio and 1,000 tv stations eventu- 
ally 


is twice as big as its spring 
SING 36 O-Pabnacescosacn Page 34 
Do more advertising, Bill 
Beard urges business publica- | 
Sieh eae Paw is cack Page 38 
Lee hats sets fall drive in maga- 
ee Page 38 


Philadelphia electric groups back 


Disneyland says it will sue anyone 
trying to cash in on its promo- 
tion 

Johns-Manville will split its in- 
dustrial division into three 
y SPrveer cere. Page 19 


Davy ‘Crockett enthusiasts can now| drive for electrical appli- 
buy pieces of Crockett Coun- eee eee, Pee Page 42 
Pry? | ere Page 19 Canadian packagers plan to 


honor outstanding packager of 
J eee ee Page 43 


Truthful advertising paid off roy- 
ally to Club Aluminum Prod- 
ucts 


Auto parts counterfeiter gets year-' 


es ee ae ie se ae Page 22 


Contadina tomato paste’s fall drive | 


s Issue 


in-jail sentence 
_Now Sunkist will brand its lemons, 


a, ee Pre Page 50 
Bowling alley operator drops 
suit against advertiser for tv 
CR ila 640 ds Fh2b0 08 Page 50 


‘John Karol tells CBS Radio’s new 
| sales formula 


REGULAR FEATURES 


Advertising Market Place 
Chain Store Sales 


Comming Comvemtionss .........cc.cccrocorssscssesrseseee 
GD eerenesienicmnienitipesttncinesecindeernennndl 12 
Employe Communications... 88 
Farm Publications Limage  .............0.0.... 72 


TIED crcnnerscrttctccctcssccsecennenennenitonenis 
Looking at Radio & TV 
Looking at Retail Ads 
RD sakncgbntneticepenseriencennncsciniqnemenicnns 
On the Merchandising Front 
Photographic Review 
Production Tips 
ee ee ae eee 
Co eS a ee 
This Week in Washington 
| Voice of the Advertiser 
What They're Saying 


divisions of the Frawley Corp. to/i 


Gillette Acquisition of Paper-Mate 
Probably Will Follow Toni Pattern 


Boston, Sept. 22—The Gillette;“We haven’t decided yet whether 
Co., bent on diversification, this | they’ll run their own show or 


not,” he said, Foote, Cone & Beld- 
ing is the Paper-Mate agency; 
Maxon Inc. handles Gillette. 

Under terms of the agreement— 
a “firm commitment” to complete 
the sale—Patrick J. Frawley Jr., 
who started Paper-Mate in 1949, 
will continue to run the pen com- 
pany as a Gillette division. 


® This is the same general plan 
followed by Gillette when it pur- 
chased the Toni Co. from Neison 
Harris in 1948 and put Mr. Harris 
in charge of running the division— 
a job he had been performing 
quite successfully since he founded 
the company. 

Mr. Frawley started advertising 
his pens with a $30,000 budget; 
this year promotional spending 
was put at $5,000,000. He is re- 
puted to have sold 51,000,000 pens 
in six years. 


Golden Gate College Slates 
Three Evening Ad Courses 
Starting Oct. 3, the School of 
Advertising of Golden Gate Col- 
lege, San Francisco, will ofier three 
evening courses in advertising. 
General advertising will be taught 
by Robert E. Mangan, v.p. of Bat- 
ten, Barton, Durstine & Osborn; 


16 | advertising production by Bertram 


s9|JOhnck, production manager of 
40, 80/ Young & Rubicam, and retail ad- 
87 
gg Alan W. Cundall, assistant adver- 
12, tising manager, Roos Bros. 

87 
ay in collaboration with the San 
12|Francisco Advertising Club. 


vertising and sales promotion by 


The 16-week school is presented 
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INS Polls Marketers on Value of 


Motivation Study; 


(Continued from Page 1) 


what you will. 

“At the same time, I feel that 
motivation research, so called, has 
been given a black eye with many 
people because of what looks like 
a lot of irrelevant hocus pocus. 
Surely there are better ways of 
finding out why consumers do or 
do not like canned soups than by 
getting their interpretation of an 
ink spot or of a picture. My guess 
is that it is not motivation research, 
but some of the specific tech- 
niques used by its more profes- 
sional proponents that is under at- 
tack.” 


s E. J. Klock, manager, market- 
ing research service, General 
Electric Co., wired that GE “looks 
at the new emphasis on motiva- 
tions, or the reasons why people 


Verdict: ‘Maybe’ 


behave as they do, as an exten- 
sion of customer research, designed 
to provide more complete, accu- 
rate understanding of customers’ 
attitudes and behavior.” And he 
added: “Although we are inter- 
ested in motivation research and 
are trying it, we cannot say how 
valuable it is in actual practice un- 
til we have had more experience 
with it.” 


® George Clements, president, 
Jewel Tea Co., answered that “mo- 
tivational studies have helped us 
shape many of the policies which 
Jewel customers find pleasing to 
them.” 


® E. W. Ebel, v.p. and director of 
marketing, General Foods Corp., 
replied: “The term ‘motivation 
research’ has been used so loose- 
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ly that it is pretty difficult to 
form an unequivocal opinion. Ef- 
forts to acquire knowledge of con- 
sumer behavior have been around 
much longer than the term ‘mo- 
tivation research.’ When the term 
is used to describe valid research 
in consumer behavior, of course 
motivation research will be help- 
ful. But when the term is used to 
lend credence to unproven tech- 
niques and inadequate efforts, it 
can be much less than helpful.” 


® Roger Johnson, media and re- 
search director, Erwin, Wasey & 
Co., Los Angeles, also said that 
“motivation research as practiced 
is not a new concept.” And he 
added: “If properly conducted, [it] 
furnishes more intensive probing 
of the standard ‘why’ question 
technique by interviewers compe- 
tent to do so. 

“[It] probably indicates more ba- 
sic reasons for action, but [it] can- 
not be construed as clinical psy- 
chology, although the approach is 
similar. [It] represents a valuable 


adjunct to quantitative research, 
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New twist in home permanents...in lowa ! 


THE DES MOINES 
REGISTER anv TRIBUNE 


For instance . .. in one short year one famous 
brand went from 20.6 to 24.8% among Iowa 
farm women, while jumping from 14.3 to 20.4% 
in Iowa cities and towns*. That’s just one ex- 
ample of the kind of response an advertised cos- 
metic can get in the Iowa market—where 


1,310,000 alert readers regularly get buying in- 
formation in the Des Moines Sunday Register. 
You see, the more-than-500,000 circulation of 
the Des Moines Sunday Register gives you not 
just a city and its suburbs, but the entire state of 


lowa...cities, towns, villages, farms. 


An “A’”’ schedule newspaper in an “A-I"’ market! 


Gardner Cowles, President 


REPRESENTED BY 


Scolaro, Meeker & Scott—New York, Chicago, Detroit, Philadelphia 
Doyle & Hawley—Los Angeles and San Francisco 


*THAT “FOR INSTANCE” comes from the pages of 


our latest BRAND INVENTORY IN THE HOMES OF 
IOWA SUBSCRIBERS to the Des Moines Sunday Reg- 


ister. Have you seen it? Write for your copy on your 
company letterhead, today. 
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but not a substitute for it. Argu- 
ment should not exist between the 
two. Either or both are right, de- 
pending on the intent of the re- 
search. To date, motivational re- 
search has been of substantially 
more aid to copy and promotion 
technics than to media evaluation.” 


# L. B. Williams, of California 
Foods Research Institute, answered 
that “only specific examples can 
be evaluated.” He added: “Prop- 
erly done, motivation research 
can help solve some advertising 
problems, aid in media evaluation 
and contribute to better under- 
standing of consumer attitudes of 
the moment, but only of the mo- 
ment, since advertising problems, 
media tastes and consumer atti- 
tudes can and do change almost 
overnight. When improperly con- 
ducted or blindly relied upon to 
the exclusion of all other factors, 
it can be a costly stumbling block, 
as evidenced frequently by copy- 
writers getting into a rut of medi- 
ocrity through over-reliance upon 
motivation and other forms of ad- 
vertising research.” 


® E. H. Weiss, president, Weiss & 
Geller, Chicago, replied: 

“In my opinion, when all is said 
and done, traditional research 
methods may be just as unscientif- 
ic as the inexpert use of motiva- 
tion research. Motivation research, 
when properly done, has proven it- 
self to be one of the great new re- 
search techniques of the 20th cen- 
tury. 

“Our client case histories docu- 
ment the fact that motivation re- 
search has solved problems that 
could not be solved with the tradi- 
tional research techniques. 

“Motivation research has been 


of enormous help to our creative 
department, as well as a most valu- 
able tool in media evaluation. Mo- 
tivation research, when skillfully 
conducted and skillfully translated 
into practical advertising, becomes 
a scientific instrument in adver- 
tising prediction and control and, 
therefore, can be classed as a 
scientific a procedure as any other 
type of research.” 


® Two companies had no eom- 
ment. D. P. Smelzer, manager of 
marketing research, Procter & 
Gamble, said: “Our experience 
with motivation research is not 
sufficiently advanced to permit 
us to go on record with an opinion 
one way or the other. Sorry.” 

Roland G. Saysette, advertising 
manager, California Packing Corp., 
said “Sorry. Cannot give definite 
opinion of motivation research as 
it applies to consumer attitudes 
and advertising problems.” 


Gray & Rogers Adds One 

Gray & Rogers, Philadelphia, 
agency for the agricultural chem- 
icals division of American Chemi- 
cal Paint Co, for 11 years, has also 
been named to handle advertising 
for the company’s metal-working 
chemical division, Ambler, Pa. The 
agency has appointed John B. 
Draper to its contact department. 
Mr. Draper formerly was with 
Hunter Mfg. Corp., Emily, Pa. 


SPACE SALESMAN 


A leading metal-working maga- 
zine wants young man with indus- 
trial advertising or agency expe- 
rience. Chicago territory. Salary 
and commission. 


Box 530 ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill. 


“This is the size we sell in the 
Growing Greensboro Market!" 
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be strong, and hot. 
Market! .. 


RECORD... 


Sales Management Figures 


Represented by Jann & Kelley, 


Greensboro = 


News and Record 


2 GREENSBORO, NORTH CAROLINA 


PERCOLATOR, POT, OR POWDERED—good coffee has to 
. . like sales in the Growing Greensboro 
. Here is a prospering major market where 1/6 
of North Carolina’s 4-million people make 1/5 of the state’s 
$3-billion retail sales annually; where the market accounts 
for 1/5 of ‘North Carolina’s 1954-over-1948 gain, and over 
1/4 of the state’s $1-billion gain in effective buying income 
from 1948 to 1954!... Better schedule the Growing Greens- 
boro Market—where sales come easier when you use the 
105,000 daily salesmen of the GREENSBORO NEWS and 


Only medium with dominant coverage in the Growing Greensboro 
Market and with selling influence in over half of Noith Carolina! 
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Start a new 
publication in Canada? 


The field is already crowded. There’s no more circulation 
to be had. Advertising budgets are being stretched to the limit. 
A newcomer wouldn’t stand a chance. 


Yet, it has been accomplished! WEEKEND Magazine — a new 
venture in Canadian journalism four years ago — is today the 
unquestioned Colossus of the media field in Canada. 


Distributed by 28 Canadian newspapers, WEEKEND Maga- 

zine is a beautifully-printed, expertly-edited color gravure maga- 

zine. It is published as part of the regular week-end editions of 
these newspapers — all of which carry color comic sections. 


In 1956, the coast to coast circulation of WEEKEND Magazine 
will be 1,450,000 — a whopping 500,000 more than any other 
publication in the country. On the basis of population ratio, 
WEEKEND’s new high in circulation is equivalent to 
twenty-two million circulation in the United States. 


With WEEKEND Magazine you reach every second 

English-speaking home in Canada; 75% of its cireu- 

lation is concentrated in the all-important urban areas 

which account for 78% of Canada’s total retail sales. 

People in villages and on the farms also read WEEKEND, 

for with the exception of the farm papers, WEEKEND’s rural 

circulation is also greater than that ef any other publication 
in Canada. 

Retailers are also regular readers of WEEKEND Magazine, for it is 

part of their own local newspaper. They see your advertising — a 

definite plus for advertisers seeking greater dealer interest and support. 


WEEKEND offers the largest single magazine audience ever assembled 
1,450,000 in Canada. In WEEKEND, advertisers can tell their story every week 
NET P AID in color, monotone or through the color comics. 


EVERY WEEK And WEEKEND not only has the largest circulation of any publication 


in Canada, it also has the lowest color page cost per 1000 circulation 
in the English magazine field — $4.62 per page, per 1000. Small 
wonder that WEEKEND tops all other Canadian magazines in 
advertising dollar volume . . . for in no other Canadian magazine 
do you get so much value for your advertising dollar. 


Represented in the United States by O'Mara & Ormsbee Inc., 
New York, Detroit, Chicago, San Francisco and Los Angeles. 


Published as part of the week-end editions of the following 28 Canadian newspapers: 


CALGARY Allbertan MEDICINE HAT News (Oct. 1, 1955) ST. JOHN’S, NFLD. Telegram 
CORNERBROOK, NFLD. Western Star MONCTON Times & Transcript SUDBURY Star 
EDMONTON Journal (Jan. 7, 1956) MONTREAL Star SYDNEY Post-Record 
FORT WILLIAM Times-Journal MOOSE JAW Times-Herald TIMMINS Press 
HAMILTON Spectator OTTAWA Citizen TORONTO Telegram 
KINGSTON Whig-Standard PETERBOROUGH Examiner VANCOUVER Sun 
KIRKLAND LAKE Northern News PORT ARTHUR News-Chronicle VICTORIA Times 
LETHBRIDGE Herald (Oct. 1, 1955) PRINCE ALBERT Daily Herald WINNIPEG Tribune 
LONDON Free Press QUEBEC Chronicle-Telegraph THE STANDARD 

SAINT JOHN Telegraph-Journal 

& Times-Globe 


The biggest single selling force in Canada 
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Newspaper Food 
Editors Plan 13th 
Meeting in Chicago 


Cuicaco, Sept. 21—The 13th an- 
nual Newspaper Food Editors 


tion hosted by MclIlhenny Co., and 
assisted by the Chicago newspaper 
food editors, will open the confer- 
ence. 

Kenneth Dennett, chairman of 
the conference committee, and C. D. 


Buddle, president of the Chicago | 
‘chapter of the AANR, will give 


Conference, sponsored by the the welcoming addresses Monday 
American Assn. of Newspaper Rep- | morning. 


resentatives, will be held here Oct. 
2 through 7 at the Drake Hotel. 


About 35 food manufacturers 


A late Sunday afternoon recep-' the program. 


The purpose of the conference is 
to provide food editors with new 
ideas for creating better food pages 
and to provide the food manufac- 
turer “with a new and important 
valuation of the newspaper as the 
‘most potent vehicle for promoting 
food,” according to the AANR. 

Questions on the conference 
should be directed to the confer- 
/emce secretary, Agnes M. Beck, 


and processors will participate in | Suite 1121, 360 N. Michigan Ave., 


| Chicago 1. 
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Frank Wright Names Sparling 

John Sparling has been named 
manager of the Southern Califor- 
nia division of Frank Wright Na- 
tional Corp., Los Angeles. He also 
is assistant producer of the agen- 
cy’s “Calo Pet Exchange” telecast 
over KTTV. The agency has ap- 
pointed Carolyn J. Stull media 
and traffic manager of its San 
Francisco office. She formerly 
was with the San Francisco Chron- 
icle. 


_ Top-power WBTW raises the Jeffe 
/ a vich new area... gives your’ad dollars TV power 
_ ina fresh market of a million people. 


= 


JEFFERSON STANDARD BROADCASTING 


ie 


rson Standard in 


Combine WBTW with pioneer WBTV and the 
two stations create an unduplicated TV market 
comparable to the eighth largest in the nation. 


ts a double market of 3,375,000 people, over 
$24 Dillion in retail sales and $3! billion in buy- 
ing power. You can capture it at a cost per thousand 
measured in pennies. Let CBS Television Spot 

Sales detail the story. 


COMPANY 


NBC Proceeds with 
‘Companion,’ Extends 
Participation Plan 


(Continued from Page 3) 


wattage basis, the outcome is du- 
bious; many of the power-house 
stations, which emake a lot of 
money from spot radio and are 
worried about the network cutting 
in on it, are against the move. 


® Clearance or not, NBC plans 
to begin the new service Nov. 7 at 
10 a.m., EST. It has not announced 
the shows or personalities. Like 
the “Home” show and the wom- 
en’s magazines, the network is aim- 
ing at providing information the 
housewife needs to keep up to 
date on her work. For entertain- 
ment, such innovations as serial- 
ized novels are planned. 

“Companion” will run Monday 
through Friday from 10 a.m. to 6 
p.m. From 12 to 3 is now station 
time, and some stations have re- 
captured the 5-5:30 time. These 
segments on big stations will prob- 
ably present the biggest clearance 
problem. 

“Companion” will be routed 
around present old-style commer- 
cial shows, at least until they ex- 
pire. There will be at least three 
fewer to route around, as Colgate- 
Palmolive is canceling its three 
daytime strips. 

One major station operator told 
AA he expected the network to 
have only two network daytime 
strips left this fall. His two wor- 
ries are (1) competing against in- 
dependents and (2) keeping up his 
national spot prices, when the net- 
work is selling a “Monitor” on his 
station for 10% of what the sta- 
tion gets. 


® However, the decision on point 
3 comes down to this: Does a sta- 
tion man want to accept what the 
network is offering, or does he 
want to go independent? Nobody 
seems to be threatening to go in- 
dependent. 

Stations in smaller cities—and 
NBC has testimonials from some 
in large cities, too—are selling the 
show and need good prograniming 
at a price they can afford. 

The powerhouse operators, or 
other stations with tv affiliates, do 
not want to antagonize the net- 
work, since they have to live with 
it—and the same management—in 
television. 

NBC also is having difficulty 
converting advertisers—perman- 
ently, at least—to its new philoso- 
phy of radio. “Monitor” finishes 
up its current cycle with about 15 
sponsors. 

Altogether, approximately 18 
tried the show at some time during 
this period. Only four of the 15, 
all of whom got in on the special 
introductory offer, are booked for 
October. Bristol-Myers, Charles 
Antell and Gruen Watch Co. are 
sticking around. A fourth, Philip 
Morris, has signed for one week- 
end. Three new sponsors have 
signed for October—Chesebrough- 
Pond’s, Mercury and RCA (NBC’s 
parent company). 


]. M. Mathes Will Handle 
Junior Achievement Campaign 

J. M. Mathes Inc., New York, 
has been appointed task force 
agency to handle the national cam- 
paign for Junior Achievement Inc., 
non-profit organization which is 
teaching some 40,000 teen-agers 
the American business system 
through operation of their own 
small companies under adult su- 
pervision. 

Advertising cooperation from the 
1,600 sponsors of Junior Achieve- 
ment companies is being sought 
and the organization hopes to 
double its present operating bud- 
get of $2,500,000 a year. Climax of 
‘the campaign will be Junior 


| Achievement Week, Jan. 29-Feb. 4. 
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ROIT MEANS BUSINESS... 
00 Incoming Carloads per Hour! 


Wayne County, Detroit, with an an- 
nual payroll in excess of 3-billion 
dollars is second only to Cook County, 
Chicago, in manufacturing. 


These carloads—and 50,000 others per month—are for Detroit 
plants, producing new cars at the highest rate in history ... and 
for Detroit stores doing business with workers and families earn- 
ing the highest incomes of any major market in the nation. 


To do business by the carload in the Detroit market, use The 
Detroit News. With its circulation leadership and concentrated 
trading area coverage, The News is Detroit’s most effective 
selling medium. 


THE HOME NEWSPAPER 
Proof? Advertisers place 51% of all their newspaper lineage in 


The News ... more than twice as much as either of the other Largest Weekday and Sunday Circulation 


two Detroit newspapers. of All Michigan Newspapers 
Weekday ....456,189 Sunday .. ..563,038 


ABC 3/31/55 


Eastern Office: 110 E. 42nd St., New York 17 @ Miami Beach, Florida: The Leonard Co., 311 Lincoln Road 
Chicago Office: 435 N. Michigan Ave., Tribune Tower, Chicago, Ill. © Pacific Coast: 785 Market Street, San Francisco, Calif. 
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80% of Urbanites 
Have TV; 45% of 
Ruralites: Census 


WASHINGTON, Sept. 21—Detailed 
breakdowns of a recent count of 
tv set ownership by the Bureau of 
the Census showed today that four 
out of every five households in 
standard metropolitan areas cur- 
rently have one or more tv sets 
apiece. 

The new tabulations also showed 
that 55.1% of the homes in towns 
or cities outside standard metro- 
politan areas have tv, as do 45.3% 
of rural homes. Other results: 
Three-fourths of the households in 
the northeast and north central 
regions and two-thirds of the 
households in the West have tv. A 
little more than half the house- 
holds in the South reported sets. 

The study, conducted last June at 
the request and expense of the Ad- 
vertising Research Foundation, was 
made as part of the bureau’s 
monthly population survey, on the 
basis of 20,000 to 22,000 interviews 
in 230 sample areas. 

A preliminary release already 
had reported that the bureau 
found that two-thirds of the na- 
tion’s 48,000,000 households have 
sets, compared with 124%% when 
the census of housing was made in 
1950. 


a New tables released today pro- 
vide data by size of place, by re- 
gion and by size of household. The 
new report also shows that only 
2.3% of the nation’s households 
are using two or more tv sets, And 
set ownership is higher in house- 
holds of four or five persons than 
in smaller households. 

Breakdowns by size of place 
showed that metropolitan areas ot 
1,000,000 or more had slightly 
higher proportions of tv sets than 
metropolitan areas of less than 
1,000,000. 

Outside standard metropolitan 
areas proportionately more of the 
households in cities of 10,000 or 
more than in smaller communities 
have sets. 

Rural non-farm households had 
a set concentration roughly com- 
parable to the concentration in 
communities of 10,000 or more lo- 
cated outside metropolitan areas, 
presumably because most of them 
are adjacent to these larger com- 
munities. 

The leaflet, with complete de- 
tails, is designated Series H-121, 
No. 1. It may be obtained for 10¢, 
from the office of information, Bu- 
reau of the Census, Washington 25. 

Significant tables contained in 
the leaflet are these: 


Table 1. 

HOUSEHOLDS WITH TV, U.S., INSIDE AND 
OUTSIDE STANDARD METROPOLITAN 
AREAS: JUNE 1955 
(% Distribution) 


Number of Sets 
Area None 1 2 or More 
Sadi -npecebenensnnabidedti 32.8 64.9 2.3 
Inside standard metro- 
politan areas ...... 21.7 74.9 3.4 


Outside standard metro- 
politan areas 


Urban places ...... 44.1 55.1 0.8 
Rural territory .... 54.1 45.3 0.6 
Table 2. 

HOUSEHOLDS WITH TV SETS BY RESI- 


DENCE AND SIZE OF PLACE, U.S.: JUNE 
1955 
(% Distribution) 
Number of Sets in 


Residence and Size Household 
of Place None 1 or More 
CID © saivitcctiettntincctinrtstiiee 26.5 73.5 
In urbanized areas...... 21.0 79.0 
Areas of 3,000,000 
Le 19.5 80.5 
Areas of 1,000,000 
0 Ba ictccne 18.0 82.0 
Areas of 250,000 
I 21.5 78.5 


744 


John Veckly 


Veckly Leaves 
SEP, Accepts 
U.S. Steel Post 


PHILADELPHIA, Sept. 21—John 
Veckly, advertising and promotion 
manager of The Saturday Evening 
Post since 1949, has resigned to 
join U.S. Steel Corp., Pittsburgh, 
as assistant director of administra- 
tion in the corporation’s advertis- 
ing division. 

He will assist G. Reed Schreiner, 
director of advertising for Steel, 
who is expected to retire in the 
near future. Mr. Veckly is be- 
lieved to be next in line for the 
top ad spot. 

U.S. Steel Corp. also announced 
the appointment of Robert J. Wil- 
cox as assistant director, indus- 
trial advertising, of U.S. Steel, and 
Harold W. Hoffman as assistant 
director, general advertising. 

Mr. Veckly’s job at the Post has 
been split up among two erstwhile 
associates. Robert K. Farrand, for- 
merly merchandising manager of 
the Post, is the newly-named mer- 
chandising and promotion mana- 
ger. Thomas F. Bright, formerly 
building products promotion man- 
ager, is the Post’s new advertising 
manager, in charge of the publi- 
cation’s promotional advertising. 


Not in urbanized areas 44.3 55.7 
Places of 10,000 
OO IID a cissdindieisattinde 37.6 62.4 
Places under 10,000 .... 48.0 52.0 
Rural non-farm ................ 38.7 61.3 
SE, PTI hicisies teicaidnceesess: 57.7 42.3 


Table 3. 
HOUSEHOLDS WITH TV SETS, U. S., BY 
REGIONS, INSIDE AND OUTSIDE STAND- 
ARD METROPOLITAN AREAS: JUNE 1955 
(% Distribution) 
Number of Sets in 
Household 


Area None 1 or More 
SUIT Maehanbtnalthscdoniiisnessacisyes 32.8 67.2 
Inside standard metro- 
politan areas ............ 21.7 78.3 
Outside standard metro- 
politan areas ............ 50.3 49.7 
I i diniscachiniteeninttihe 20.3 79.7 
Inside standard metro- 
politan areas ............ 17.8 82.2 
Outside standard metro- 
politan areas ............ 30.9 69.1 
North Central .................. 28.2 71.8 
Inside standard metro- 
politan areas ............ 19.1 80.9 
Outside standard metro- 
politan areas ............ 41.4 58.6 
PN ali cusisssciamipectivsdnesse 46.8 53.2 
Inside standard metro- 
politan areas ............ 29.1 70.9 
Outside standard metro- 
politan areas ............ 60.3 39.7 
MIE. ndanbidilsintédinksesscssitasavce 37.9 62.1 
Inside standard metro- 
politan areas .......... 26.0 74.0 
Outside standard metro- 
politan areas .......... 59.5 40.5 
Table 4. 
HOUSEHOLDS WITH SETS BY SIZE OF 


HOUSEHOLD, JUNE 1955 
(% Distribution) 
Number of Sets 
In Household 


lor 2or 
Size of Household None More More 
if. | i See 64.4 356 0.1 
Be IEDs tuthacotecnacbinks 36.1 63.9 1.0 
SN ii Rainn 266 73.4 2.7 
eee 20.9 79.1 3.4 
Oy III cccnccecntnutiosns 22.2 77.8 44 
6 Persons or more .... 33.7 66.3 4.0 


Aidto Planned 


~ Parenthood Is 


an Ad Specialty 


Cuicaco, Sept. 22—A little $5 
plastic widget startled visitors at 
the Advertising Specialties Nation- 


» | al Assn. show here this week. 


It’s a “Conceptualizer,” con- 
ceived and designed by a medical 
computing house, Davidson Asso- 
ciates, New York, to aid the cause 
of planned parenthood. 

A plastic dial superimposed on 
another dial, it gives, as precisely 
as possible, the times when con- 
ception is most—or, conversely, 
least—likely to take place. 

A salesman of Emeloid Co., Hill- 
side, N. J., which makes plastic 
precision instruments and molded 
products and is exhibiting at the 
show, said that the method of dis- 
tributing the “Conceptualizer” has 
not been worked out yet. 


@ He also said that he didn’t think 
that it would have the largest con- 
sumer ad campaign in history. As 
a matter of fact, he seemed to 
think that it wouldn’t be adver- 
tised much. 

The salesman, who asked not to 
be named, said that his company 
has made similar calculators be- 
fore, but none has been completely 
accurate. “‘This will become the of- 
ficial method now,” he predicted. 

In addition to the “Conceptualiz- 
er,” the thousands of other items 
shown by the 140 exhibitors at the 
shown included: 


e A new vinyl plastic globe made 
by C. S. Hammond & Co., Maple- 
wood, N. J., which is shipped de- 
flated and can be blown up with 
a few long puffs. It will sell for 
$19.95 at retail, compared with 
$75 for a globe of comparable size 
in metal or glass. 


e Readyrite Inc., St. Louis, showed 
a ballpoint pen and its repre- 
sentative told how a customer, La- 
Clede Steel Co., St. Louis, cele- 
brated its 50th anniversary by 
sending up 10,000 balloons. Inside 
were slips of paper offering each 
finder a pen. LaClede’s offices were 
swamped for days. 


e Calendars are always important 
items at ad specialty shows. And 
there was a time when one exhib- 
itor had one calendar selling far 
above all the others. But Marilyn 
Monroe has lost her pull, and the 
Baumgarth Co., Melrose Park, IIL., 
is back to selling juveniles and or- 
dinary pinups. 


a There is a lot of interest in the 
show this year displayed by ad- 
vertisers, even if the items are 
mostly the same old ones—calen- 
dars, ballpoint pens, pencils, plas- 
tic gadgets and key holders. 

Attendance at the show is a rec- 
ord 1,800. 


ELECTED—Past president of Adver- 


venir Lead Pencil Co., Cedar Rap- 

ids, congratulates his successor, 

Leslie T. Chelstrom, president of 
Fabriko Inc., Green Lake, Wis. 


;/mented by dealer 
|throughout the rest of the week, 
|making a “continuous newspaper 


tising Specialty National Assn. | 
Robert E. Yaw (left), v.p. of Sou-| 


— 
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NIAA Dissociates Itself from Putman, 
McGraw-Hill, Technical Publishing Awards 


(Continued from Page 1) 
for $500 and $250. 
A member of the McGraw-Hill 


| 


organization told AA that the com- | 


pany had not yet arrived at any 
decision regarding future plans in 
connection with the NIAA award 


the publisher has donated annually | . 


since 1948. 

All aspects of the problem would 
have to be discussed, he explained, 
with 


the organization’s various | 


publishers and other executive per- | 
sonnel, and some time is likely to| 
elapse before any decision is made. | 


It was pointed out, however, that 
the nature of the McGraw-Hill 
award is so closely connected with 
NIAA chapter activity that at- 
tempts to continue the contest 
without the industrial ad group’s 
active sponsorship might prove un- 
feasible. 


® Technical Publishing Co.’s chap- 
ter publication award will definite- 
ly be discontinued, Kingsley L. 
Rice, president and publisher, in- 
formed AA here today. He too 
made it clear that this decision 
was based on the close tie-up be- 
tween the purpose of the award 
and NIAA organizational activities, 
and pointed out that Technical 
would have no wish to continue a 
function that the association did 
not choose to sponsor any longer. 


® Russell Putman, president of 
Putman, advised AA that he 
will carry on his award program 
“with the cooperation of top man- 
agement executives in industry.” 

“Thus endeth an eight-year as- 
sociation between NIAA and the 
Putman Publishing Co.,” Mr. Put- 
man said. “Thus endeth NIAA’s 


FINAL AWARD—Kingsley Rice, presi- 


dent, Technical Publishing Co., 
Chicago, presents the NIAA Chap- 
ter Paper Award to Jim Williams, 
ad manager of Signode Strapping 
Co., Chicago, and 1955 editor of 
the CIAA organ. After NIAA’s an- 
nouncement this week that it will 
not sponsor Technical’s award any 
more, Mr. Rice stated that “the 
award will definitely be discon- 
tinued.” 


Meanwhile, ADVERTISING AGE has 
learned, the association’s awards 
administrative committee, under 
the chairmanship of John M. Clam- 
pitt, Aluminum Co. of America, has 
scheduled a series of meetings to 
consider recommendations to the 
NIAA board regarding what adver- 
tising contests, if any, should be 
sponsored by the association in 
addition to the two which remain 
on the schedule. 

A factor in the committee’s de- 
cision, it is believed, is the increas- 


cooperation on a project in which|ing amount of comment in recent 
Putman Publishing Co. has invest- years relative to the time taken up 


ed well over $250,000 for the ad- 
vancement of industrial advertis- 
ing.” 


| 
| 


on NIAA annual conference pro- 
grams by awards presentation an- 
nouncements and ceremonies. 


Norge Puts Extra 


$1,000,000 into 


Drive for lst Place 


Cuicaco, Sept. 22—Norge divi- 
sion of Borg-Warner Corp., which 
last week kicked off its biggest ad- 
vertising campaign (AA, Sept. 12), 
is raising the ante by $1,000,000 in 
an all-out effort to “become No. 1 
in the laundry goods field” by next 
spring. 

Right now, Norge figures it is 
second only to Whirlpool—and 
Says it is coming up at a fast clip. 

Norge’s special drive will be a 
“saturation” newspaper campaign 
running for six weeks from Oct. 9 
and devoted exclusively to wash- 
ers and dryers. Pages and 1,500 
and 1,000-line ads, all b&w, will 
be used in a schedule of 116 news- 
papers. During the drive they will 
appear a minimum of twice a 
week—once on Sunday and once 
on weekdays. 


ws This schedule will be supple- 
co-op ads 


ad program daily in every mark- 


| et,” according to Arthur Grossman, 


head of the new agency bearing his 


/ name. 


Like the “regular” newspaper 
series already running in about 
the same markets, all ads in the 
saturation schedule will carry 


|complete dealer listings for the 
|market they appear in, Mr. Gross- 


man said. 

Norge also is stepping up its 
trade advertising campaign, which 
has already been assaulting the 
dealers with sledge-hammer blows. 
One current trade page is now 
telling dealers that Norge sales 
for eight months of 1955 are 78% 
ahead of the entire year of 1954. 


that Norge “will be tougher than 
ever to sell against in °56.” That 
warning, in fact, has been put in- 
to an N-shaped logo and is being 
stamped on all Norge dealer ads. 


COLLINS GOES FROM 
FC&B TO GROSSMAN 

Cuicaco, Sept. 22—Arthur 
Grossman Agency, whose _ sole 
account is Norge, is still moving 
in both office furniture and Foote, 
Cone & Belding appliance experts. 

At the time the agency was 
founded two months ago (AA, 
July 18), Arthur Grossman brought 
George Filipetti over from FC&B, 
where he was copy supervisor on 
the Frigidaire account, and in- 
stalled him as v.p. and creative di- 
rector. 

Now the agency has appointed 
Edward J. Collins, a veteran of 
20 years with Foote, Cone and 
with Lord & Thomas before that, 
as v.p. and account executive on 
the Norge account. 


a Mr. Collins has been v.p. and 
account supervisor on Frigidaire 
at Foote, Cone and previously was 
copy supervisor. Joining him at 
Grossman, as a Norge copywriter, 
will be Wesley E. Marchuk, anoth- 
er FC&B man who has been writ- 
ing Frigidaire copy. 

A big factor in moving these 
men to Grossman was General 
Motors’ abrupt transfer of Frigi- 
daire from Foote, Cone to Kudner 
Agency. 

Still other (non-Foote, Cone) 
appointments at Grossman are: 

Wm. G. Donnelley, formerly 
with Maxon and Fuller & Smith & 
Ross, as production manager. 

Mary D. Peters, formerly with 
Wherry, Baker & Tilden, Chicago, 
as media director. 

Robert E. Savage, formerly with 
Maxon and Henri, Hurst & Mac- 
Donald, as assistant production 


Others warn the dealer frankly | manager and traffic manager. 
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Advertising Age, September 26, 1955 : 


False Ads May Result 
from ‘Lazy Thinking,’ 
Conine Tells Adclub 


Los ANGELEs, Sept. 20—“Some- 
times I think dishonest advertising 
is more the result of laziness than 
of any deliberate attempt to de- 
ceive,” William H. Conine, Mc- 
Cann-Erickson v.p., told members 
of the Advertising Club of Los 
Angeles and guests from the Better 
Business Bureau last week. 

His talk was one of a series be- 
fore civic groups in an observance 
of the BBB’s 25th anniversary dur- 
ing the week. 

He observed it is hard work to 
come up with a sharp selling idea, 
and much easier to substitute hy- 
perbole, exaggeration and the pitch M A G A Z | N E 
man’s tactics. He said that the job 
of maintaining public confidence 
and the responsibility of raising 
the standard of the profession rest 
not only on the BBB, the advertis- 
er and the advertising agency, but 
on everyone allied with the adver- 
tising business. 


The Chicago American proudly announces... 


- a 


® Mr. Conine said he is convinced 
there is no bombast, no exaggera- 
tion, no misleading inference that 
can be substituted for an effective 
advertising idea. Today, when you 
“kick an idea around,” you are 
playing with large blue chips, he 
commented. 

Whether you like it or not, the 
profession of advertising has be- 
come big business, The man “talk- 
ing off the top of his head” may 
be talking up a multi-thousand 


mistake. Chi ’ 

In Mr. Conine’s opinion, some- Chicago s newest colorgravure 
times ad men work too hard try- ‘ - h : 
ing to make advertising phrases ' 
ee ee eee Sunday magazine...with the lowest 
sense. 

“The idea the public will fall 
for anything ...the Yuks will eat cost per thousand readers. 
it up...is as cock-eyed and costly 
as it is contemptuous. Almost ° 4 
every sales conviction test on ad- First issue, January 8, 1956 
vertising we’ve ever seen shows "ty 


that the public wants...just the 
facts, ma’am,” he said, 


erp, 
EPH sy, 


LIND @ CHEERING SECTION © TOWN TATTLER 


® In another major address, Paul 
C. Smith, president, Crowell-Col- 

i lier Publishing Co., praised the 

q self-regulation of business and 
F viewed the BBB “not as a police 
| action but established to provide 
iW machinery for better self-regula- 
4 tion.” 

. At the same meeting, Robert J. 
= Bauer, president of the Los An- 

ii geles BBB, reported that less than 
q 5% of business uses any sort of 

false or misleading advertising and 
i} selling practices. However, he said, 
this 5% makes necessary constant 
vigilance. 

Speaking before law enforce- 
ment officers, Roger Arnebergh, 
Los Angeles city attorney, praised 
the effective work of the bureau 


LOUVELLA PARSONS e E. VY. DURLING @ PETE 


Dynamic, fresh and sparkling, Pictorial Living will offer 4. Rotogravure reproduction 


tsa . . r advertising, either in color or monotone, will 
et See ae advertisers four profitable advantages: : wah aus a i appeal of your original artwork 
confidence in both business and See para! ; Ppe y g 
advertising. 1. Top editorial impact ... printed in rotogravure. 

Mr. Arnebergh said the mere Locally printed and edited with the accent on Chicago, 
oa page oer Aeaedey i a ti Pictorial Living will combine quality with mass appeal Ask to see a preview copy of Pictorial Living. Let the 
job is a deterrent to those who ... plus the star writers of King Features. freshness, quality of content and reproduction speak for 
ee ee een ee 2. Most feaders ~~ deter itself. Preview copies are available now. And learn more 
oe aie > Gon denier 0 i ent. Pictorial Living will have the lowest cost per thousand ho a lus} dvertiss ones _—T* 
mae has not only lessened the readers of all three Chicago Sunday newspapers... the co mise reir ee. eee ee ee weeree y 
number of prosecutions his office most attractive advertising rates in the Chicago market. Pictorial Living. Your Chicago American advertising 
must conduct, but has also mini-| 3, Huge Sunday coverage representative has the full story. Call him today and 
mized the regulatory ordinances it 


would otherwise be necessary for Pictorial Living will reach three-quarters of a million include Pictorial Living and the Chicago American in 
the city to enact. families every Sunday. Only a few newspapers in the e068 odiduthdiie an 

U.S. have a circulation this large. your adverusing plans. 
Richardson, Thomas Adds Two 


C. M. Eichenlaub Co., Philadel- 
phia, distributor of church and 
school furniture, has appointed 
Richardson, Thomas & Bushman, 
Philadelphia, to handle its adver- 
tising, effective Nov. 6. The pro- ff 
motion program will include trade ] : ie 
publications, direct mail and pub- 7 ae 
licity. The agency also has been 
appointed to handle advertising for 
Victor Billiard Co., Philadelphia 
maker of billiard tables and acces- 
sories. 
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In appliances, for example... 


@ 2,000 stores from coast to coast are tying in with 
LOOK’s “Be A Better Cook ... and House- 
keeper, Too” appliance promotion 


@ They have bought and are distributing 120,000 
LOOK cookbooks as part of the promotion 


®@ The promotion is being featured in radio and TV 
commercials and in special newspaper ads 


From left to right, Shirl Conway, Hildegarde Neff, 
Pat Marshall and Ann Kimbell — four Broadway 
stars featured in the current issue of LOOK — show 
Mrs. America how new appliances will help her “Be 
A Better Cook . . . and Housekeeper, Too.” 


In the LOOK fall appliance promotion, 2,000 out- 
lets across the nation are using 28-piece display kits 
to capitalize on LOOK’s great selling power. 


These retailers have bought 120,000 “Be A Better 
Cook” cookbooks for distribution to their customers 
in storewide sales campaigns. 


LOOK-advertised appliances are being featured 
in tie-in window and store displays. In addition, 
dealers are promoting these brands in radio and TV 


_— 


rn ae ed Se a: A a Ba le a Pa aS oo ROPE M 
. : ; are) i ey : g ; : ce eta oh ee ee Re! 
nei ae Sees Fig SE i chee ae ‘au A : eR eat htaee ‘ : a Ging ae re ro 7 pe e pee é r Loon, 2 18 if jie F ae ‘a PES 

mr 

9 n 
i ng 
ai 
eee 

re 

ae 
—_— 
Be. 
- 
— 
Be 
ae 
er 
Re 
a 
_ 
Sa 
a 
E. 
a oe 

Bi: 

} ; ug 
ae 
rah 
ra 

p= E> 
. \ ‘ ‘ me 
a a. " 7 
- Ka 
o il i 
/ a : 
Ps ? 
is . 7 ~ . 
‘ P 
‘ _ 7 
a és “2 on SS 
' }4 ‘ > - ann } my & |e > . ten hi 
bee NED gid Cl | Cia "I £.% aes o«” 
‘s | ’ mies , =) 
: 7? a § ae i RP OAD ASA, a - : 
a, eae A ee ' . . a oF 
wes > : onli , : fi = *, ay 
os cS 4 
nm * Bre aa r - ee: » } b )? a 
| ra . ——_ ae) | a ay | 
>. ” . : 4 ‘ > 
we S~ ere of E: ? : 
. * ‘ ee } ‘ a iS a 
a a re ‘ eS Ws ‘a * 
/ aD Same ae o i S a 8 W/ 4 F ‘ fer } ris 54s 
¥ idee ie ST ie ae — * % , i ” ~_ é / ' 2 F a 
d. " ie ao a mea aA i | gill nh. ond . a # ue 
, ees Pee ee ; & Ee 
ee 2 se, a ae ag 1 all : = 
' eee ys ie . =<" 3 = StESHeST oP eo 
oo ee . “an. ae : ‘i ’ en. Peeee arg 
a Ee 7 bal nee ate ee 
~ ——— sch ee Ree y : AY b- ——— no ranme Wi 
bs, i |. at's eee Te aor ————————— d | ; : 
+3 Maia oe Oe RS 2 
~ = oe ee eee z — * y waa —o > 
, - TS sae ee se ~ : ——— RS - : PS as P aan 
<M DU ee ge Si sein , | ae ns ‘ 4 S 
_s jt ge cee ene a - > a i... f - 
X% Bot ' = ‘ 2 ee a = . F pe ASS - xy 
~a oy ig. a, nee Bae pane thet : i . P * — : Ny } : 
ow reed ; a3 4 im : ea ye _ i ete . , : F . 4 \ 55 . ae | 2 
Rn Se geet ae Ba fst ata 5. a ~e “ee (AT . Ms 
» Seater a. 1 Se ati 3 eR oe 8 
Rated Aiea Cane bY etic s ae oa i ot ~~ och’, ¥ a 
Pues SEER 5 Seis. ae ) : 
a eee eee tare " i aie t- {-< “ee. 2: A a re 
eee ye et " er «Mies _" — whl Cal { 2 
Oe aie cee eae a —, 7 teen. - - *s Va x 
ala Oar el Pee ° . Ss mo . r 
ee esas aay bi Se es Wis * os , = Nees. SRS 2 P 
é a ' as 4 fs < ~ 4 ee : . : 
4 _ ms, - 4 SY . 
‘ sil 4 4 *. ‘*'' * “ 
’ _— lhe 3 »4 on Lt aN . me 
flocs ¢ oes co ae - o - * @en wate’ ‘ ’ 
eee | . ee 2 IRS Rw 
‘Cat Be ea ree aaa Py . i <2 eee Sete ~~ 
‘ ay Se aenae oe : ae TT pet | ot S54 x -” oe as > ~ Ot ~ i 
TA det Mckee ee eae ko oe et tor oa a. o Pene ? * » A ee 
rie seep hr ts mo $e es a pte a oe ee: . em a ‘ea. “ 
| ee a ee a eS. i Rie "le ats Merates, Rees: Rae 2 eS f 
[apie igen cele ST oE NR 3 ' ee ee ee erie : Ya ae ts . > , ris 
y a ae babe = ee Eas ae yr MO ee ee 2 y ed i Ad o mots ee  s oe LS os es 
P 3 . é ‘es 2 Ts « . * ® ae * a . 
“a / <a ae = 4 F es , eo tbee SANs a AS eS 
‘ . oy ae. ne eee ee ee : 
; : * : Pi a See tee? Wt sk’ oe . : 
\) — J ? P . : A eld ON A i 
~ ‘ ; 
® , om. ; 
- , e P 7 eal ° & ay 
: a y a -. 
‘ 7 , — 
a i ; j ie 
— a 74% ; 
. , _— ia 
eg 
ee 
ee | 
_| an 
ee ) | 
€ ee = 
; ee 
Fe 
' 
Pay, dt ae Ser gh A ‘ : ae 5° BERR NL Pe ts ee ape oe “eps Oras a eae eRe : ees Pale eek eee a cil esate, I ° SO ae A: Saray Gea | eee ee yt. : 
ORE nee we xd open ay yn eet 4 Yee a es hee bee eee pe aes BIN os Be ee, aE a NE TG in rl Ooh ae 1 te ECM oe Ny Be IM Ae gS fi ented ert tg, Be ge Re Ls geet ERA eee fe ee N 2 yh buco see 
: BPS ny Dae : £ see ay aie Gee Baa Me ns ae LOT iy Hine oe og “% ees ehh PP eet PGS For Ses Dy ee ar aaa Sas Si : i Pe Soi sts ‘ i) aerate i ORI ae Wane t Sees ag ee ae Ran Sacer eta a oF ip $ oer Ce oe a ed 
eee AES, +" eRe E a8 A ged SEE AS NaN EE UR any Neg at Ry has ERE ag Bh SBE ee rate oal ; EI Pao Mae gon a Og ae RRR CD riot: ARO MR RA Fed eet Cy i's, eek Sea ee 
3 Wea ars tt Mea Eat, Ae aR Raa eA ee Ts ti Se AI 9 ley eee ea pet ARAN Remar sy Ri agen keen tarw ys Vea Ba aM al ESR see a eg oS | OD Ty Beet a, Doel, Oe Oa halen Pr eben etl Pree Ge Mele ag Cae psa chy BAT gi Se LA ne Me hc! aig RE ae Bae 
aD Aver ahs. tat ly Lieder tT A" Bhaetatihe fathom: tr, alent Ameoaenona gx Ye) Ie Ae ee ee stale aE amet ae gm Eches AR ae oy ef SARE > AL PR mae Et MCR Ree emi. eer or lees Me A a,” PAM ean ae tees A Seige Ranh rt hae ee ies rg A oa A ad RL a Aa eee 2" re ae 


LOOK 


Be 


In drugs. . . 3,300 chain and independ- 
ent drug stores will tie in with LOOK’s 
“Medicine Chest” promotion next month, 
bringing LOOK’s total drug store tie-ins to 
6,800 for 1955. LOOK advertisers receive 
special attention in storewide displays. 


In liquor. .. During the coming Christ- 
mas season, liquor stores will make local 
mailings of thousands of brochures high- 
lighting LOOK-advertised brands. This type 
of direct mail program at the local level is 
a LOOK merchandising exclusive. 


In automotive |. . 1,421,000! That's 
the number of cars inspected in the May 
Safety Check co-sponsored by LOOK in 422 
cities. The checks focused the nation’s at- 
tention on needed car repairs, thus stimu- 
lating sales of parts and accessories. 


In fashions ... The ‘‘Continental 
Look,” a fashion promotion based on the 
article of the same title in the September 
20 issue of LOOK, is featured this month 1 
by 60 top stores, from New York’s Henri 
Bendel to California’s I. Magnin. 


In food ... In just two weeks, 10,000 
leading food stores from coast to coast will 
feature ‘America’s Favorites,’’ LOOK’s 
third 1955 food promotion. Nineteen na- 
tional advertisers will benefit from special 
store displays and tie-in retail ad linage. 


In menswear... 1,286 menswear re- 
tailers tied in with LOOK'’s “All-American 
College Wardrobe” promotion during the 
recent back-to-school season. They used 
LOOK display material and ran LOOK- 
suggested newspaper ads. 


commercials and in thousands of lines of retail ad- 
vertising in newspapers. Many of the newspaper ads 
are running in special eight-page sections furnished 
to newspapers as part of the LOOK promotion. 


f In appliances, as in all merchandise categories, 
! LOOK promotions get retailer response for one out- 
standing reason: they are designed to sell merchan- 
dise — not magazines! 


‘ce 
A tp 


If this kind of retailer response interests you, con- 


tact LOOK now. Write to Dick Harmel, Merchan- moves merchandise...FAST 


dising Manager, LOOK, 488 Madison Avenue, New 
York 22, N. Y. 
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The Pr me Advertising Problem 


That ultimate e.thority on all things, Dr. Samuel Johnson, once 
remarked: 

“Almost all avsurdity of conduct arises from the imitation of those 
whom we canuot resemble.” 

Olid Doc Junnson was referring to what he called “the folly of an- 
nual retrests into the country,” but his comments on absurdity of 
conduct «ad how it arises would serve as the central theme of a 
sermon on the advertising business any day of any week. 

Of ail advertising problems, that of imitation seems to us one of 
the most important and one of the most difficult to solve. As we 
have so often commented before, a new package ...a new merchan- 
dising twist...a new advertising art technique or a new copy ap- 
proach ...can scarcely get itself transferred from creative brain to 

public consciousness before “adaptations” of the idea break out all 
over the lot. The piracy that goes on in the world of high fashion 
is certainly no more widespread or vicious than that which marks 
the day-to-day advertising world. 

Some ideas are simply “adapted” by one or two companies. Others 
tend to become the accepted mode of conduct of practically every- 
body. ‘ 

Notable in the latter category is the singing commercial. More or 
less painfully developed by radio, the singing commercial was well 
on its way to extinction when television rediscovered it. There is 
some evidence that the tendency to put every commercial message 
into the form of a jingle was resisted on tv for a considerable time, 
partly from a notion frequently mentioned in the early days of tele- 
vision (but now apparently discarded) to the effect that tv would 
permit a type of “product demonstration” advertising never possible 
with any other medium. 

Resistance turned out to be futile. Only the complete nonconform- 
ist (a rare animal indeed, these days) has refused to bow to the dic- 
tates of those who must imitate. No matter what you are selling on 
tv these days; no matter how expensive or how serious or un-song- 
like the product, it can almost be said that you don’t have a tv com- 
mercial at all unless there is a jingle in it somewhere. 

Old Doc Johnson would fizz more furiously than an Alka-Seltzer 
tablet if he were around. 


—_— <= 


ae 
Safety in Auto Promotion 


We are delighted to see the attention that is being devoted to 
safety features in publicity and early advertising for the 1956 lines 
of automobiles. Safety has been so sadly neglected in auto promo- 
tion that we’re kind of grateful for any crumbs. 

But we are still far from convinced that what we are seeing is 
really anything more than crumbs tossed to the individuals and or- 
ganizations who are really interested in traffic safety. 

At that, we doubt that the people who make and sell automobiles 
are really very much at fault. Safety doesn’t sell cars—it’s power 
and speed and pickup and ability to hug the road on curves, and a 
lot of other things definitely not related to safety or maybe even to 
sanity, that move automobiles by the millions from assembly lines 
to family lives. 

Where automobiles are concerned the American public has clearly 
demonstrated that it has little interest in being either safe or sane. 
For example, it seems reasonably sane to suggest that one way to 
help eliminate the street and road congestion which plagues us all 
would be to make cars smaller, and thus automatically increase the 
driving and parking capacity of the nation. And, of course, we could 
cut down on speed and power and make them safer. 

Has anyone noticed any trend in those directions? 


—H. J. 


“Oh, I’m sure he has some World 
somewhere .. 


Advertising Age, September 26, 1955 


Wills, Central National Bank, Cleveland. 
Series tickets lying around here 


. You’d like eight boxes for the opener, back of first 
base?” 


What They're Saying 


Salesmen Take Note 

Watch your language! Avoid 
jokes—clean or otherwise, The 
buyer may not have time to listen 
to them. He may not be in a re- 
ceptive mood. He may be irritated 
or offended. 

Speak simply and quietly. Avoid 
big words and cliches. Your objec- 
tive is to convince the prospect 
that what you have to sell will 
prove beneficial to him. If you go 
off half-cocked, you may trap 
yourself. Know your business, the 
buyer’s business, and what you’re 
talking about...and talk about it. 
Never inject a profane or blasphe- 
mous word in your conversation. 
Salesmen have been noticed doing 
this. True, they are occasionally 
aping the buyer, but mostly they 
do it because of their mistaken be- 
lief that it is the manly thing to 
do or that it gives emphasis to 
their argument. 

Nothing could be farther from 
the truth. Such language is dis- 
tasteful and very offensive. It 
won’t make friends or help sell 


goods. 
—"Some Do’s and Don'ts of Selling 
As One Buyer Sees Them,” by Joseph 
Gentile, purchasing agent, Dun & 
Bradstreet, published in booklet form 
by D&B. 


Composite Business Exec 
Contrary to the generally held 
belief, the big business executive is 
not plagued with ulcers and does 
not suffer from overwork leading 
to an early death. This is one of 
the conclusions drawn from Mabel 
Newcomer’s new book, “The Big 
Business Executive: The Factors 
That Made Him, 1900-1950.” From 
the data compiled by Professor 
Newcomer we can put together a 
“composite big business executive” 
that will apply, of course, to no one 
man but glaringly illuminates the 
whole matter. The composite exec- 
utive is 61 years of age, and he will 
retire at 70. His investments in his 
company are less than 0.1% of the | 
total stock outstanding. He is a Re- 
publican, an Episcopalian, and he 
served the government as an ad-. 


} 


visor during the war. He is a na- 


tive American and the son of a 
small independent business man. 
While relatively young and inex- 
perienced he obtained a minor po- 


‘sition with the corporation he now 


heads and was promoted to the 
presidency at the age of 52. 


—The Pleasures of Publishing, Au- 
gust-September, published by Colum- 
bia University Press. 


Imagine ‘Life’ Without It 

Come, gentle reader, take my 
hand. Today we journey far afield 
from routine journalistic chores. 
Today we don metaphorical ar- 
mor, whet the keen edge of our 
ball-point lance and mount a holy 
crusade. Today we hurl coconuts 
at the sacred monkeys of prudery, 
priggishness and puritanism. Here, 
take this dead cat, and when I give 
the word, throw it! Let its trajec- 
tory carry it into the councils of 
those yammering purists whose 
sour voices decry the use of sex 
in advertising. 

Imagine (if you can!) advertis- 
ing without sex. Imagine cigaret 
packages dancing on _  trousered 
legs! Imagine Life—Life magazine, 
that is—without brassiere ads! 
Imagine Mr. Rheingold. 

Revolting, isn’t it? 

Such a salt-free diet may suit 
the professional reformer, but the 
consumer—bless his little heart— 
has other tastes. Sex remains the 
universal solvent. It appeals in one 
key or another to poet and peasant, 
to prince and pauper, to professor 
and prelate. 

As an eye-stopper, sex is the 


‘adman’s indispensable ingredient. 
The consumer’s straying eye may 


miss an enticingly low price or a 


documented claim to superiority— 
but despair not. That bit of cleav- 


age you foresightedly used will 
catch his eye and focus his at- 
tention on your appeal. And what 
headline could do more?... 

And really, wouldn’t the motto 
Truth and No Sex in Advertising” 
look silly on Adclub stationery? 


—"“Ad Infinitum” column by Bill 
Morgan, of American Metal Products 
Co., in Blue Pencil, bulletin of the 
Los Angeles Adclub. 


oe 


Rough Proofs 


Larry Chait says direct mail has 
too long been the Cinderella of the 
advertising business. 

Maybe now 15% will summon 
the fairy godmother. 


Supermarkets are going on the 
night shift, Selling Research Inc. 
reports. 

It’s a lot easier for momma to 
shop with poppa available as a 
baby-sitter. 


“Pepsi-Cola hits the spot,” goes 
the jingle, and one of the spots 
it may have hit is the agency re- 
lationship of the Coca-Cola Co. 


John Crosby tells readers of Col- 
lier’s that Arthur Godfrey has lost 
the common touch, 

Anybody with Godfrey’s income 
has to beware of the touch, com- 
mon or otherwise. 


Anderson & Cairns’ youngest 
v.p., the agency says, “has a rare 
trait. He’ll admit there are things 
he doesn’t know.” 

That’s a dangerous admission if 
you’re talking to a client. 


Life enthusiastically reports that 
there are 48,000,000 passenger cars 
operating in the U.S., and on the 
basis of highway and parking fa- 
cilities, it’s several million too 
many. 


Have you a little googler in your 
office? 

(Cy Frailey says a googler is 
one who never uses a short word 
if he can think of a long word with 
the same meaning.) 


Crane Haussamen says there are 
not enough elder statesmen in ad- 
vertising who are still actively 
writing copy. 

Unless, like Jim Young, 
have apples to sell. 


they 


Parker McComas, explaining the 
new Philip Morris package, says 
that for years brown was a popu- 
lar choice for clothes, automobiles, 
etc. 

Those brown motor cars must 
have belonged to the era when you 
could order a Ford in any color 
as long as it was black. 


The NADA deplores advertising 
which gives the impression that 
new cars are distress merchandise. 

With offers of no money down 
and 30 months to pay? 


Motivation research, accuses Al- 
fred Politz, is popular with agen- 
cies because “Madison Ave. doesn’t 
like anything heavy or compli- 
cated.” 

Madison Ave. doesn’t like any- 
thing it can’t sell. 


“Somewhere a frustrated, imag- 
inative account executive is dream- 
ing of us,” says a display house. 

Are his dreams the result of his 
frustrations or his imagination? 


Copy Cus. 
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As retailers themselves say ... COMPARE! THE INQUIRER 
leads the 2nd paper, more than 2 to 1, when it comes to retail 
radio and TV advertising in America’s 3rd largest market. That’s 
because THE INQUIRER is First for Action in Delaware Valley, 
U.S.A. First in National, Retail, Classified and Total Advertising. 
Certainly your schedule should include the first paper . . . first! 


Boom for Shopping Centers in 
DELAWARE VALLEY, U.S.A. 


Tremendous expansion has 
given rise to 45 new shop- 


g ping centers throughout 
Delaware Valley! Here, fam- + ¢ ° 
| ilies have over $8 billion ¢ T ¢ p 1a ngurer 
; 
effective buying income... 
and the market still grows. Constructively Serving Delaware Valley, U.S. A. 
Exclusive Advertising Representatives : West Coast Representatives : 
NEW YORK CHICAGO DETROIT SAN FRANCISCO LOS ANGELES 
ROBERT T. DEVLIN, JR. EDWARD J. LYNCH GEORGE S. DIX FITZPATRICK ASSOCIATES FITZPATRICK ASSOCIATES 
342 Madison Ave. 20 N. Wacker Drive Penobscot Bidg. 155 Montgomery St. 3460 Wilshire Boulevard 


Murray Hill 2-5838 Andover 3-6270 Woodward 5-7260 Garfield 1-7946 Dunkirk 5-3557 
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A true-to-life story about some make-believe characters es 


a. 


What did the loyalty investigation 
prove about women ’ 


in Chicago ? 


ti a 
ie 


Rd Lonsdale twirled his black moustache, arched an eyebrow and 


flecked an ash from the sleeve of his velvet smoking jacket. 


ae eee ee 


“Women .. . 570,988 gorgeous women in Chicago who are mine, 
all mine! What have I done to deserve this devotion ?”’ 
When it came right down to it, what Lawrence had done had very little to do with his talents 
as a gay blade. He was president of a company that had offered Chicago women something 
2S: eg 
they always wanted— S204 a truly fine grade of coffee. He had wooed 4 
them ardently via a consistent advertising campaign. As a result, some 570,000 
Chicago women were buying what Lawrence had to sell. 
But alas, poor Lawrence still had a lot to learn. : 


“‘Why waste more time and money on courting those Chicago women?” asked L. L. of his 


ee | —-, 


Admanager. “‘Last year’s campaign failed to increase the number of our customers. Let’s 


and enjoy the devotion we already have.”’ 


The Admanager had to admit that Lonsdale had a point . . . and he mentioned this point to Joe. 


Now Joe starred on the line for the Chicago Tribune advertising 


team, and he went into a huddle with the Tribune research experts. 
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Investigation 


Although his number of customers remained constant, there was a turnover of from 

23-39% among customers in each bi-monthly period. At the year’s end, only 35% of his original sé 

customers had bought from him regularly every 2 months. Therefore, it was necessary for L.L. to 

maintain his regular advertising schedule in order to replace lost customers with new ones. 1 
So besides learning about advertising from Joe, Lonsdale also learned 


this important lesson about women: Wooing a woman is like winning at golf. 


You’ve got to keep at it if you want a good score. And the best way to wage a successtul 
campaign with lovely ladies in Chicago, is through the Chicago Tribune. 
Nobody knows Chicago like the Tribune. 
The Tribune has spent several million dollars to find out facts that vitally affect 


your Chicago sales. It knows who your best customers are, where they live and shop, 


ye iT / 


why they buy. This valuable information is yours for the asking. 


Nothing sells the Chicago market like the Tribune. 
Retail sales in Chicago and the 206 Chicagoland counties are big—valued 

at $17 billion. And the best way to sell this market is through the Tribune. Does 

advertising in the Tribune pay? Just ask companies like Maurice L Rothschild, 


American Air Lines, Cannon Mills and Phillips Petroleum. 


People may praise the Tribune, fuss about it or blast it—but reading the Tribune 
in Chicago is just like eating lobster in Maine. Almost everybody does it. Everybody 


feels its impact. &% = Practically 3 out of 4 families in the Chicago 


a 
metropolitan area read the Tribune—almost half of all the families in 840 midwest towns 


read it. (Only 12% of metropolitan Chicago gets the largest national 
magazine—and less than 1 out of 10 tunes in on an average evening T'V show.) 
So if you want to know something about Chicago, call in a 


joe from the Chicago Tribune and put him to work finding out. 


P. S. Always remember .. . If you want to SELL Chicago 


TELL Chicago in ve Ohicago Gribune 


THE WORLD’S GREATEST NEWSPAPER 
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Dodge Promotes Two 

Byron J. Nichols has been pro- 
moted to v.p. and general sales 
manager of the Dodge division of 
Chrysler Corp., Detroit. Mr. Nich- 
ols, who joined Chrysler in 1940 
as a regional merchandising man- 
ager of the DeSoto division, re- 
signed in 1953 and rejoined the 
company in March of this year. 
Lee F. Desmond, formerly general 
sales manager, has moved to as- 
sistant to William C. Newberg, 


president of the Dodge division, 
and has been named a v.p. 


Hunter & Wilhite Adds Show 
Hunter & Wilhite Advertising, 
Los Angeles, has been appointed 
to direct all advertising for the 
third annual northern California 
Do-It-Yourself Show, scheduled 
Nov. 10-20 at the Oakland Exposi- 
'tion Bldg. Local radio, television 
and outdoor campaigns are being 


planned. 


Remember 


the Galena Detector? . 


Today such radio responsive crystals are called 
“solid state materials.” They include galena, 
mica and quartz which select frequencies; ger- 
manium, selenium and silicons which are con- 
verters; ferrites that “remember” electronic 


actions. 


In the December issue of Proceedings of the IRE 
more than 20 history-making articles will report 


the latest news on ’ 


‘solid state materials” to 


40,509 ABC engineer-readers. This is the report 
that will open new radio markets. 


Engineers are educated 
to specify and buy! 


INSTITUTE OF RADIO ENGINEERS 


7 , ® Proceedings of the IRE 


Advertising Department 


1475 Broadway, New York 36, N. Y. 


Do poor reproduction proofs 
make you want to R-O-A-R? 


You can stop that... quick! 


Many of our customers 


tell us that before using 


Warwick *Fotosetter composition they frequently spent 
hours touching up and “doctoring”’ reproduction proofs 
before they could be sent to the engraver or printer. 


Convince yourself, send for a free sample of 
typesetting composed photographically on the 
revolutionary new Fotosetter, and observe for yourself 
the beautiful sharpness and the fidelity of Warwick 


Fotosetter composition. 


And . .. Fotosetter repros don’t smear or smudge 
even if you drench them with rubber cement. Next 
time, reduce that roar to a happy purr by sending 
your next job to Warwick. 


*Trade Mark Reg. Intertype Corp. 


WARWICK TYPOGRAPHERS inc. 


Dept. A-54 © 920 Washington Ave. « 


* 
& 
a 
* 
7 
. — 
* 
CEntral 19210 «+ St.Louis1,Mo. « 
* 
Warwick Serves Clients ¢ 
in 40 States, Canada, e 
Mexico andCuba. e 


Insect Pests Inspire 
Adman to Pen Ode 
for Airing by Client 


Bats in your belfry 

Mice in your rice 
Cockroaches in the kitchen. 
None of that’s nice! 


SAN Francisco, Sept. 23—Backed 
by the music of Ray Hackett’s 
band, with piano, bass and banjo, 
and sung by Stan Noonan and 
Patsy Lee, these are the opening 
words in the newest radio and tv 
jingle. Its objective is to catch 
customers for the Rose Extermina- 
tor Co. 

The jingle was written by Claes 
V. S. Wyckoff, whose agency, Wyc- 
koff & Associates, handles nation- 
al advertising for Rose Extermina- 
tor. The San Francisco company 
has branches across the country. 
The jingle was recorded by John 
Wolfe & Co. 

The ditty will be heard during 
the remainder of September and 
all of October in a heavy schedule 
of both radio and tv. The schedule 
includes use of KGO, KGO-TV and 
KROW together with spots on 
KFRC, KCBS and KRON. 

Designed for both 20- and 60-sec- 
ond spots, the new jingle will 
be heard on a penetration schedule 
for five weeks on KSFO, with 25 
spot presentations Monday through 
Friday evenings. 

The jingle continues as follows, 
set to an original tune by Mr. Wyc- 
koff: 

Moths in the carpet 

Termites below 

Whatever your problem 

Let the Rose man know. 

Rose has the answer, the stuff 

that it takes 

To give any rodent or insect the 

shakes 

Don’t wait any longer; just get 

on the phone 

Call Rose Exterminator for busi- 

ness or home 


Alexander Smith Names 
Lawrence Ad Director 

G. J. Lawrence, formerly sales 
promotion manager and assistant 
advertising director of Bigelow- 
Sanford Carpet Co., has been 
named director of advertising of 
Alexander Smith Inc., White 
Plains, N.Y. Mr. Lawrence, who 
will headquarter in New York, 
succeeds A. M. Metzger, who has 
resigned, 

At the same time, the company 
has appointed Melva Chesrown 
Inc., New York public relations 
counsel, to direct a public relations 
and product publicity program. 
Miss Chesrown will coordinate her 
activities with Smith’s corporate 
public relations program under the 
direction of William Barksdale in 
Greenville, Miss. 


S. F. Fashion Group 
Launches Fine Arts Project 

San Francisco’s Fashion Group 
Inc. has launched a fine arts proj- 
ect open to artists in advertising, 
newspaper, magazine, publicity, 
display, garment industry, tv and 
radio. Two exhibits will be held, 
the first at the Museum of Art 
Sept. 28 and another at the Wild- 
enstein Galleries in New York Oct. 
28-Nov. 8. 

Entries in oils or watercolors 
only are limited to three works 
from any one artist. Three San 
Francisco art critics will be chosen 
to act as a jury on Sept. 28 prior 
to a preview of selected entries. 


Daniel & Charles Adds One 
Queen Knitting Mills, Philadel- 
phia, manufacturer of Queen Cas- 
uals sportswear, has appointed 
Daniel & Charles, New York, to 
handle its advertising, succeeding 
Yardis Advertising, Philadelphia. 
The company’s current newspaper 
and radio spot campaign will 
be expanded to include consumer 
magazine advertising. 


Advertising Age, September 26, 1955 


Getting Personal 


Roy E. Hanson, v.p. and sales director of Milprint Inc., Milwaukee, 
had a brief “fling” in summer theater this year. Mr. Hanson, who has 
a summer home at Ephraim, Wis., on the Door County peninsula, 


FLORIDA SCBNE—It’s a 52%”-long 
tarpon that’s being hoisted by R.S. 
Lewin, manager, delivery and 
merchandising divisions of Reuben 
H, Donnelley Corp., Chicago. Mrs. 
L. stands beside him in this shot 
taken at midnight on the Shark 
River in the Everglades, where 


took the part of Capt. Ran- 
dolph Southard in the Pen- 
insula Players’ production of 
“The Caine Mutiny Court 
Martial” at Fish Creek, 
Wis... 

Donald B. Miller, publish- 
er of the Berkshire Eagle, 
Pittsfield, Mass., has been 
appointed by Gov. Herter to 
a five-year term on the 
Massachusetts State Board 
of National Resources... 
Roslyn Willett of Farley 
Manning Associates, public 
relations, New York, is 


-teaching an evening course 


in writing and editing busi- 
ness publications at Hunter 
College school of general 
studies... 

Meriden, Conn., planning 
a sesquicentennial celebra- 
tion for next June, is getting 
its workers lined up. The 
committee assigned coordi- 
nation of publicity includes 
Carter H. White, v.p. and 
general manager of the Rec- 
ord-Journal Newspapers; 
Edmund P. Hogan, assistant 
ad manager, International 
Silver Co., and Gustav H. 
Kruttschnitt, general man- 
ager of Station WMMW... 


The November issue of 
Ladies’ Home Journal will 
carry “A Night to Remem- 
ber,” by Walter Lord, copy- 
writer of J. Walter Thomp- 
son Co., New York. A story of the sinking of the Titantic, based on 
authenticated records, it’s scheduled for publication in book by 
Henry Holt & Co. Nov. 28... 

Sept. 12 was Joe Klaas Day at Station KOMO, Seattle. It was pub- 
lication day for the KOMO account executive’s first novel, “Maybe 
I’d Dead,” published by Macmillan and based on experiences of 
American prisoners of war. (The author, a fighter pilot in World 
War II, was shot down over Tunisia and held prisoner in Germany 
for two years.) Frederick & Nelson, division of Marshall Field & 
Co., gave a press luncheon, followed by an autographing party at the 
store... 

Howard L. Gossage, account executive of Brisacher, Wheeler & 
Staff for Qantas Empire Airways, has left San Francisco for Sydney, 
Australia, and a series of meetings with the airline officials to discuss 
U.S. plans for 1956... 


their party of four jumped 20 tar- 
pon and boated 13 in a session last- 
ing from 5 to 11 p.m. 


OCTUPLETS—At a special sales meeting marking their 25 years in the 

publishing business, Mr. and Mrs. Irving B. Hexter hold mementos 

of the occasion. Mrs. Hexter has an octet of dolls, each named for 

a trade publication of Industrial Publishing Group, Cleveland, of 

which her husband is president, and Mr. Hexter holds a portfolio 
of letters and pictures of historic occasions of his career. 


Charles Parker, WDRC account executive, announces the birth of 
his second child, a son. Mrs. Parker is a former receptionist at the 
Hartford station... The title of Outstanding Radio Student in the 
1955 summer Stanford University Radio-TV Institute goes to Betty 
Chatterton, daughter of Charles O. Chatterton, co-owner and man- 
ager of KYOS, Merced, Cal... 

John Crichton, AA’s executive editor, and Mrs. Crichton are 
spending these fall days driving through Italy, following a few 
days spent in Paris. We hope they fit in their Fiat... 

Newest member of the old grand-dad club at Kudner Agency is 
v.p. J. W. Millard, service executive on the GMC truck and coach 
account. It’s his first grandchild... 

Pat Calvert, director of travel promotion for The Reporter, will 
attend the American Society of Travel Agents convention in Lau- 
sanne in October, bringing with her “Passport to Europe,” a travel 
guide drawn from the magazine’s pages and prepared especially for 
convention delegates... 
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A trip by Auto (W.Va.) to New York (N.Y.) 
is a special event for most small-towners. So are 
watching Fireworks Cll.), eating Turkey (Ky.), 
and marching in a Parade (S.Dak.). 

And so is reading Grit. But this is a weekly special 
event. Grit is magazine, newspaper, and family 
friend all in one—the world seen through small- 
town eyes. Under the banner of its traditional mast- 
head you'll discover an outlook and content as 
fresh and lively as a new 1956 car. 

Grit is the one publication specifically edited for 
people in towns outside the orbit of major cities— 
true small towns. Better than 3%4 million people 
enjoy it, and a thunderous 58.54% of them live in 


All postmarks are actual reproductions. Post 
offices mentioned in the text really exist. 


Grit is a “weekly event” 
in 16,000 American 


small towns 


towns of 2500 and less. Because you can’t reach 
them via normal magazine channels, Grit distrib- 
utes through 30,000 boy salesmen. That's one reason 
why Grit permeates its chosen bailiwick as nothing 
else can. And one reason why consistent advertising 
in it practically guarantees you a growing share of 
the small-town market. 

The cost of a year-long, large-space Grit campaign 
can be as little as that of a single full-page ad in a 
mass circulation magazine. The result should make 
you Crow (W.Va.) for Joy CIll., Ky.). 


Grit Publishing Co., Williamsport, Pa. ¢ Represented by Scolaro, Meeker 
& Scott in New York, Chicago, Detroit, Philadelphia; and by Doyle & 
Hawley in Los Angeles and San Francisco 
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Radio Becoming a 
Community Service, 
NARTB Head Says 


New York, Sept. 20—The presi- 
dent of the National Assn. of Radio 
& Television Broadcasters forecast 
last week that the nation eventual- 
ly will have a maximum of 3,000 
radio stations and 1,000 tv stations. 

In a speech before the Sales 
Executives Club here, NARTB 
president Harold Fellows said the 
present list of 2,748 radio stations 
probably represents “just about the 
maximum station population in the 
field of broadcasting, with the pos- 
sibility that the final count will be 
something in the neighborhood of 
3,000.” 

Radio has “found itself,” the 
NARTB president stated, “chiefly 
as a result of ‘certain competitive 
pressures’ which have emerged in 
recent years.” Radio has become 
more of a “community service” in- 
stead of a “national service,” he 
explained. 


a However, he added, television is 
predominantly a national service— 
and will probably continue that 
way. Though the original allocation 
plan provided for about 2,000 tele- 
vision outlets, it has been predict- 
ed, he said, that there will not be 
more than 1,000 tv stations in the 
country when the industry has 
reached its maximum point of per- 
formance. 

The luncheon was in honor of 
RCA Chairman David Sarnoff, who 
was presented the “Applause 
Award” for outstanding salesman- 
ship and public service. 

Mr. Fellows said about Mr. Sar- 
noff: “He has been honored as a 
soldier, as an inventor, as a man- 
ufacturer, as a broadcaster and as 
a civil servant. I believe this is 
the first occasion upon which he 
has been singled out for his selling 
ability, and I say it is high time.” 


Edward Pachuta Joins OAI 

Edward Pachuta, formerly New 
York sales manager of Farm & 
Ranch, has joined Outdoor Adver- 
tising Inc., New York, as an ac- 
count executive. New Farm & 
Ranch manager will be Robert E. 
Finn of the magazine’s Chicago 
office. 


Albert to Gyula Designers 


Charles Albert, formerly musi- 
cal and program director for the 
Viennese Lantern Supper Club, has 
joined Gyula Designers, New York, 
as advertising and sales promotion 
manager. 


Consotipaten 


WORKS CONFIDENTIALLY for 
individuals, groups, firms who 
need facts published in the daily 
press. We “spot” them in 
practically all daily and over 
6000 weekly English language 
newspapers-—an invaluable 
service that costs little. 


PRESS 


CONSOLIDATED ciirrinc suecaus 


431 SOUTH DEARBORN STREET, DEPT. 12 
a 4 CHICAGO 5. ILLINOIS 
170 FIFTH AVENUE, MEW YORK 10, N.Y 


Pressman Sets TV Drive 

Pressman Toy Corp., New York, 
is scheduling a pre-Christmas tele- 
vision spot campaign in 15 mar- 
kets. The films will feature anima- 
tion and a toy kit demonstration 
by Lynn Pressman, president of 
the company, who portrays the 
role of the “toy lady.” Ehrlich, 
Neuwirth & Sobo handles the ac- 
count. Name of the agency until 
a month ago was Ehrlich & Neu- 
wirth. Norton Sobo is merchandis- 
ing supervisor of the agency. 


Disneyland Warns 
It Will Sue To 
Protect Its Name 


ANAHEIM, CAL., Sept. 20—Sever- 
al retailers out here have been 
trying to cash in on the Disneyland 
whoop-de-doo in their own adver- 
tising and publicity. 

But, according to officials of the 
fabulous playground (AA, July 
25), they won’t be doing it for 
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long, at least not without the con- 
sent of the park. 

C. V. Wood Jr., v.p. and general 
manager of Disneyland, stated that 
the park is taking legal steps to 
stop certain retailers from “using 
Disneyland’s name, trademark and 
artwork in advertising and promo- 
tion contests without our authority 
or consent.” 


® The infringements, Mr. Wood 
said, are occurring principally in 
the retail supermarket field. 


“We will take appropriate steps 
to protect our rights,” said Mr. 
Wood, “Whenever possible we are 
pleased to cooperate with manufac- 
turers, distributors and retailers on 
advertising, publicity and promo- 
tional campaigns. 

“We have a promotion depart- 
ment which werks with manufac- 
turers and retailers in planning 
and executing campaigns based on 
Disneyland, and all inquiries about 
such promotions should be directed 
to this department,” he added. 
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Johns-Manville 
Splits Industrial 
Division in 3 Parts 

NEw York, Sept. 20—The Johns- 
Manville Corp. last week disclosed 
that it will split its present indus- 
trial products division into three 
new operating divisions which will 
comprise a new industrial products 


group headed by a senior v.p. 
The expansion in organization 


becomes effective Jan. 1, 1956. It 
continues the decentralization of 
operations started in 1946 and 
backed by a continuing plant ex- 
pansion program in which about 
$20,000,000 has been invested each 
year since the end of World War 
II, according to a statement by 
L. M. Cassidy, chairman and chief 
executive officer. 

The three new operating divi- 
sions, comprising the industrial 
products group, will be known as 
the industrial insulation division, 


hn: 


the packings and friction materials 
division and the pipe division. 

“It will enable Johns-Manville 
to boost sales, meet competition, 
provide more attractive investment 
possibilities for stockholders and 
greater job stability for employes,” | 
Mr. Cassidy said. 

The announcement closely fol- | 
lows the company’s attainment om, 
a new high level of earnings in the 
second quarter of ’55, the highest 
second quarter in company history. | 
The quarterly earnings of $2.05 per | 


19 


share of common stock were pro- | 
duced by sales totaling $75,450,847, Crockett County 


the highest sales for any quarter |(Tenn,) Real Estate 


in the company’s history. | 
Announce Jeweler’s Course Is a Premi um N Ow 


The Joseph Bulova School of) porrzanp, Ore., Sept. 20—A new 
Watchmaking and the New York twist in the Davy Crockett saga 
University School of Retailing are|has been dreamed up by V.LP. 
accepting applications for the 14th | Inc., a public relations organiza- 
semi-annual two-week course in |tjon here. 
jewelry store management and! yp. is offering parcels of land 
merchandising. Classes begin Jan.|in Crockett County, Tenn., as in- 
16 at New York University. 


expensive premiums to be used on 


Maybe you can match up these faces, and maybe you 
can’t. But one thing’s sure: you can’t match this WCBS 


Radio team for talent, anywhere. 


Their unique talents extend into every conceivable 


} 


| 


' 


field of entertainment... from the theatre to the concert 


1 stage to the world of sports. And their unique selling efforts 


| . | 


extend to every conceivable audience. .. from parent- 


{ 

} 
teacher meetings to high school dances to local super- 

markets to client sales meetings. Everywhere they go, 
they’re selling themselves . . . and selling their advertisers. 


| CAN YOU MATCH 


As a net result, WCBS Radio consistently places more 
f programs on the list of Top Ten participating shows than 


all the other New York network stations combined. 


Unscramble this matched set of nationally-known local 
personalities (see answers at right), and put their 
matchless talents to work selling your product. Just call 


CBS Radio Spot Sales or Henry Untermeyer at... 


Wess RADIO wow vor 


50,000 watts . Number One Station in the Number One Market 


Source: Pulse 


a national or regional basis. Each 
deed offers valid ownership of 
“one square inch of land, more or 
less,” in Crockett County, to be 
granted by the Crockett County 
Land Co. 

Several acres of land already 
have been plotted—‘“enough for 
several million deeds”—and that 
much more land is under option, 
V.I.P. said. Several cereal compa- 
nies and a bakery have expressed 
interest in the premiums, V.I.P. 
said, but deeds are still available 
to anyone who can use them. 


Stickin’ Around 


with KLEEN-STIK 


Viva la KLEEN-STIK ! 


That’s how delighted users cheer 
this modern “miracle” pressure- 
sensitive adhesive. Nowhere else 
can you find a material that does 
so many P.O.P. jobs . . . gets selling 
messages up so fast and easy. 
F’rinstance: 


Keen-o for “VINO” 
PETRI WINE CO., San Francisco, 


“toasts” its new wine sensation, 
“VINO”, with this cute-as-can-be 
3-D display. Cleverly die-cut, it 
sets up in a jiffy as a “bottle- 
necker”’. . . and a strip of handy 
KLEEN-STIK “D” TAPE on the 
back fits it for quick peel-an’-press 
application on wall, counter, cash 
register, or other retail store loca- 
tions. Either way, it’s a stand-out. 
A hearty ‘‘Bravo!’’ to IRV 
COTANCH, Petri’s Adv. Mgr. 
and NED MOSHER of SCHMIDT 
LITHOGRAPH CoO., San Fran- 
cisco, for the sparkling idea and 
colorful execution! 


oe ~ O >i >) rx 


GIVE UP? Here, in case you're having trouble, is 
what they really look like. Put them all together, 
they spell livelier audiences, bigger sales for you. 


—F _ Triple-Treat Car Piece 
i Here’s a clever idea with 3-wa 

; : application! Conceived by DIC 
: : MILLER, Promotion Mgr. for the 
PORTLAND OREGONIAN, it 
JACK STERLING can be used as a regular bumper 
_ Be aegemte strip, as a window sticker, or folded 
: ; : around the car radio antenna to 
show “boat” sides. Complete in- 
structions are printed on the pro- 
tective backing. Credits also go to 
JOHN MATLOCK, in charge of 
romoting the show, and DOUG 
PHILLI S, acting for AGENCY 
LITHO of Portland, who did the 
swell lithography. 


Fr) 


GALEN DRAKE JOHN HENRY FAULK 


Your own P.O.P. displays don’t 
have to be as “tricky”? as these— 
even the simplest piece does a better 
job when you put it on KLEEN- 
STIK. Your regular printer, lithog- 
rapher or silk-screener can show 
you dozens of selling ideas . . . or 
write for our free “Idea-of-the- 
Month” service, 


KLEEN-STIK PRODUCTS, INC. 


7300 West Wilson Avenue * Chicago 31, Ill. 
Pioneers in pressure sensitives for Advertising and Labeling 
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* low-cost campaign continuity 


: * quick package identification in 
7 * color 


* surrounding editorial material 
to hold your audience 


* proved exceptionally high 
readership 
| 


* circulation of 10,709,848 in 
America’s major markets 


* alternating middle and bottom | 
position assure your product | 
maximum exposure 
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W., 
FROM THAT WALL! 


OH, NO! GET A 


| 
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| 
| 
| 
| Get the facts now 
| on the greatest 
| new buy in 
a] | print media? 
| 
| 
| 
| 
| 
| 
| 
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HUEY GET YOUR HAND 
OUT OF THE PAINT. 


ooPs!\} | 


GOLLY. DIDN'T 


NOTICE IT! 4 


What fools hese Mortals be!” 


Ri 1\t \) ae 

A i~ .B- 

THE COMIC WEEKLY 
The Only NATIONAL Comic Weekly 

63 Vesey St., N. Y.; Hearst Bldg., Chicago; | 


* 


DEWEY!? GET YOUR HANDS 


OUT OF THE PAINT! yo 


Hearst Bldg., San Francisco 


ALBANY —Times-Union » BALTIMORE—American « BOSTON — 
Advertiser +» CHICAGO—American—Daily News* + DALLAS— 


Times Herald + DETROIT—Times + HOUSTON—Post + LOS | 
ANGELES—Examiner + MILWAUKEE—Sentinel « NEWARK— 
Star Ledger* » NEW YORK—Journal-American—N. Y. (Sunday) 


Rapes 


DOGGONE, 
CARELESS 
KID! 


Mirror «+ LONG ISLAND —Press* + PHILADELPHIA—Bulletin | 

PITTSBURGH —Sun-Telegraph + PORTLAND—Oregonian + SAN 

ANTONIO—Light + SAN FRANCISCO—Examiner + SEATTLE— 

Post-intelligencer + ST. LOUIS —Globe-Democrat - SYRACUSE | 

Herald-American « WASHINGTON —Post-Times-Herald ' 
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Serving some 


advertising agencies 


of The Nation’s finest 


ELECTRO-MATIC 


attention to detail photo-engravers 


10 w. kinzie st., chicago «+ delaware 7-1277 


phone or write for your grey scale and color tint 
guide... it’s yours for the asking...FREE! 


(Club Aluminum’‘s 
Chairman Attests: 
Truth in Ads Pays 


‘ago, Herbert J. Taylor, chairman 
‘of Club Aluminum Products, Chi- 
\cago, resolved to run his business 
in line with four rules. 

The rules, says Mr. Taylor, writ- 
|ing in the October issue of “Guide- 
|Posts,” were: 1. “Is it the truth?” 
|2. “Is it fair to all concerned?” 
3. “Will it build good will and 
better friendship?” 4. “Will it be 
beneficial to all concerned?” 

“I decided,” he writes, “to check 
everything that came up that day 
against the first question. 


a “The first thing I picked up was 
a tearsheet of some advertising we 
were running. It ballyhooed our 
product as ‘The greatest cooking 
| Ware in the world.’ 


“*We just can’t prove that,’ I 


New York, Sept. 20—-Some years | 


“MICHIGAN FARMER’S counsel is profitable,” 


Says A. J. Schaefer, Ottawa and Kent Counties, Michigan 


Checking MICHIGAN FARMER pays big dividends. 
In it are tried-and-true methods that bring results 
on a Michigan farm, up-to-date Michigan crop re- 
ports and prospects. 


Shown here are regular readers of MICHIGAN 
FARMER, A. J. Schaefer and sons, Junior and Caryl, 
who grow fruit on some 250 acres in the famous 
Peach Ridge country. For MICHIGAN FARMER is a 
versatile farm paper, covers an enormous variety of 
products and practices, stays seasonal and timely 
with #wo issues per month. That’s why 4 out of 5 
farm families eagerly await its delivery for infor- 
mation of value and interest. 


You can be sure of definite sa/es action from this 
prosperous farm group where diversification is more 
widely practiced than in any other state. They cash 
in big every month—buy big and steadily. 

Not many farm markets are as rich and steady as 


Michigan’s. But, two comparable states are Ohio 
and Pennsylvania, served by THE OHIO FARMER 
and PENNSYLVANIA FARMER. All three are roto- 


gravure printed, save you the cost of plates. Write 
1010 Rockwell Avenue, Cleveland 14, Ohio, for 
the story on their se//ing effectiveness. 


Farmer 


PENNSYLVANIA FARMER=—Harrisburg, Pennsylvania 
THE OHIO FARMER=Cleveland, Ohio 


D’Essen Morris Mrs. Morris 


BARON AND LADY—Newest members 
of the sales promotion staff for 
Wolfschmidt’s vodka are the Baron 
and Lady Wolfschmidt (they’re 
pedigreed Russian wolfhounds), 
pictured as they emplane for Los 
Angeles and fame—with co-worker 
Henry Morris, v.p., Dowd, Redfield 
& Johnstone, with Mrs. Morris and 
Mrs. Lorrain D’Essen, director of 
“Animal Talent Scouts.” 


said. ‘It just isn’t true.’ 

“TI called in the advertising man- 
ager, and we cleaned up the ads. 
We eliminated all superlatives 
from the copy. We stopped using 
words like ‘better’ or ‘best’ or ‘fin- 
est’ and simply stated the facts 
about our product.” 

Mr. Taylor recalls that after 
five years of applying the four- 
way rule to all aspects of his busi- 
ness, “We paid off the $400,000 
debt [owed by the company] with 
interest.” In the succeeding 15 
years, he says, “We distributed 
over $1,000,000 in dividends to 
stockholders.” 


Radio Repairmen 
Say Self-Do Fixers 
Run Up Bills: Survey 


Cuicaco, Sept. 20—Radio do-it- 
yourself enthusiasts are succeeding 
mostly in “bugging” their sets and 
running up their repair bills, re- 
ports the Home Institute of Trav- 
ler Radio Corp., Chicago, after a 
survey of 10,000 repairmen. 

Results of the survey show that 
the size of radio repair bills has 
more than doubled in the past four 
years. Set owners are following 
their do-it-yourself urge—and gen- 
erally doing the wrong things, re- 
pairmen report, 


® The survey shows that five years 
ago, before the do-it-yourself 
movement, the average radio re- 
pair bill was only about $2. Now, 
says Trav-Ler, it’s gone up to al- 
most $5, with most of the larger 
jobs resulting from “tinkering.” 

“The guy gets to monkeying 
around, tightening tubes or some- 
thing. The first thing you know, 
he’s really ‘bugged’ the set,” one 
repairman commented. 

This rise in repair bills is not 
generally as true for tv sets as 
for radio, the survey states. Com- 
ments from repairmen indicate 
that people are not so eager to try 
to monkey with tv sets, in which 
they have a comparatively large 
amount of money invested. 


| 


Stanfield Ltd. Names Tuttle 


Jerry Tuttle, formerly with 
Morse International, has joined the 
tv department of Harold F. Stan- 
field Ltd., Montreal, 
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7» THAN WORDS! 


Words say plenty, but actions speak louder. For in- 
stance, this year in South Bend, Ind. two National Food 
Stores have opened, and a third is planned; A newly- 
built king size Kroger supermarket is operating. S. S. 
Kresge and J. C. Penney both have big expansion pro- 
grams underway. These actions, and many like them, 
indicate tremendous confidence in the great South 
Bend market. Learn more. Write for FREE market 
data book entitled, “Indiana’s 2nd Market”. 


Soulh #@end 
— Cribune | Fos nner os 


; Franklin DO. Schurz — Editor and Puhiisher 
STORY, BROOKS & FINLEY, INC. *© NATIONAL REPRESENTATIVES 
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Advertising Age, September 26, 1955 


Sheep Men Plan 
$2,000,000 Drive; 
Set Organization 


Curicaco, Sept. 20—The Ameri- 
can Sheep Producers Council, a 
joint promotion agency of nine 
national and regional organiza- 
tions (AA, Sept. 19), met here last 
week to prepare plans and name an 
agency to handle its $2,000,000 con- 
sumer and trade advertising and 
merchandising drive, to open 
around the first of the year, 
according to G. M. Winder, presi- 
dent and chairman of the board of 
the council. 

The council was created under 
the Wool Act of 1945, which pro- 
vides that the Department of 
Agriculture will guarantee an in- 
centive price of 62¢ per pound on 


Advertising to Youth... 


THE 


Mutual 
Benefit 
Life 


INSURANCE COMPANY 


The Mutual Benefit Life Insurance 
Company of Newark, N. J., believes 
that high school Youth is an 

important market for cultivation 

of future sales. Consequently, 

the company advertises regularly 

in the Senior Scholastic Unit 

of Scholastic Magazines. 
Advertisements like these 

appear consistently during 

the school year. The purpose 

is to remind high school 

students of the reasons why they should 
think of a life insurance program now. 


early age has many years of insurance buying ahead of him. 


Reach, Yates & Mattoon advertising agency. 


SCHOLASTIC 


SS WEST 42ND STREET 


It makes a lot of sense, especially when you consider that a large percentage of high school 
graduates marry upon leaving school. It makes a lot of sense to the students themselves, when 
you consider that life insurance premiums are lower when you are young. It makes a lot of 
sense to Mutual Benefit Life when you consider that a customer interested or secured at an 


In this way, Mutual Benefit Life reaches 750,000 high school student subscribers of Scholastic 
Magazines right in the classroom, when many of them are discussing money management with 
their teachers. It’s good selling for today, good selling for the future. The campaign is placed by 


MAGAZINES 


NEW YORK 36, NEW YORK 


shorn wool for the April 1, 1955 
—March 31, 1956, marketing year 
and will deduct a percentage on 
each pound for promotion of the 
sheep products industry (AA, Aug. 
29). 

Although the council was 
formed last fall, it has been wait- 
ing for approval from sheep grow- 
ers to go ahead. After results of a 
referendum of sheep producers 
indicated that they would support 
the campaign, the Chicago meeting 
was set (AA, Sept. 12). 

At this meeting, which was the 
first national get-together of the 
group, a board of directors was 
elected, and three basic committees 
were set up. 


® Because the funds provided un- 
der the Wool Act, which Mr. 
Winder estimates will hit about 
$2,000,000, will not be available 
until the end of the marketing 
year—April, 1956—the council is 
considering borrowing the money 
to finance the drive so that it can 
get under way early next year. 

Some 20 agencies have sub- 
mitted presentations to date. The 
council has set up an advertising 
committee with John Noh, of Kim- 
berley, Idaho, as chairman, to 
screen applications. Although the 
budget is still mebulous, Mr. 
Winder said, the council may name 
an agency at its next meeting 
Nov. 11 in Denver. 

The immediate problem of the 
sheep growing industry is the un- 
even pattern of the sheep prod- 
ucts distribution throughout the 
nation. Mr. Winder pointed out 
that more than 50% of the lamb 
meat sales goes to eastern areas, 
where only 20% of the population 
is located. 

Three West Coast states with 
10% of the population consume 
21%. 


® This uneven distribution pat- 
tern has led to a loss in profits by 
sheep growers. Therefore, the 
purpose of the ad campaign will be 
to increase lamb sales in areas 
which are behind in lamb mer- 
chandising and distribution. 

Mr. Winder explained that while 
the National Livestock & Meat 
Board, in Chicago, promotes the 
use of lamb as meat, and the Wool 
Bureau, New York, promotes the 
use of wool products, there has 
been no agency dedicated to im- 
proving the over-all pattern of 
distribution. 

The formal council organiza- 
tion got under way in January, 
1955, and ASPC was incorporated 
as a trade organization in Illinois 
in February. 


= The other two committees 
named at the Chicago meeting 
were the finance committee and 
personnel committee. 

James L. Lemmon, Lemmon, 
S. D., was elected v.p., and J. M. 
Jones, Salt Lake City, was named 
executive secretary. 

Organizations making up the 
American Sheep Producers Coun- 
cil include the National ‘Wool 
Growers Assn., National Wool 
Marketing Corp., National Live- 
stock Producers, National Grange, 
National Farmer’s Union, Na- 
tional Lamb Feeders Assn., Ohio 
Sheep Improvement Assn., Pacific 
Wool Growers and New Mexico 
Wool Growers Assn. 


Acquires Goldsmith Lists 
Hudson-Fulton Mailing Service 
Corp., New York, has acquired 
Goldsmith Bros. (stationer and 
printer) mailing lists and is mak- 
ing them available to clients. The 
lists contain more than 1,000,000 
names on Addressograph plates 
and include 1,732 advertising agen- 
cies, 17,009 banking institutions, 
167,701 doctors, 13,984 hospitals, 
19,503 hotels, motels and inns, 3,677 
wine and liquor dealers and 618,573 
companies, corporations and small 
businesses in towns of 50,000 pop- 


ulation or less. 
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influence... 


dynamic 
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.».the way to set a market in 


How many people must you move to sell a market . . . regardless of its size? 
The answer is relatively few — if you move the right people. 


In every business, industry, and trade .. . there are a few people 
whose behavior, opinions, and buying habits influence the behavior, opinions, 
and buying habits of those with whom they come in contact. 


oe ae ogee eae 


Sell these key people and you’ve sold the market. 


The way the leaders move is the way of the trade. Their influence is felt 
throughout the trade . . . reaches down through distribution channels 
to move the ultimate consumer. 


This is dynamic influence—the power of a few men to move many... 
to set an entire market in motion. 
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CHILTON gives you the power 


to move the men with 
dynamic influence... 
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Chilton readers are leaders 


From the advertisers’ standpotut.. . 


the finest editorial matter, the most effective format, are a 
sheer waste unless a publication is read by the right people 


—the people with dynamic influence. 


Chilton quality control of circulation assures complete cov- 
erage of the people of dynamic influence in the markets 


we serve. 


Whether by paid or by controlled circulation, the most 
painstaking selection and rejection build the kind of audi- 
ence that controls the purchase of our advertisers’ goods 


and services. 
Yeo... Chilton readers are 
men of dynamic influence. 


CHILTON 


COMPANY 


_ (INCORPORATED ) 


CHESTNUT AND 56TH STREETS 
PHILADELPHIA 39, PA. ~ 
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Advertising Age, September 26, 1955 


GIFFORD PLUME, 20 years with Faw- 
cett Publications, New York, has 
been named to special duty under 
the direction of Roger Fawcett. 
Previously he had been ad man- 


ager of True and the Fawcett 
Women’s Group. 


|lice and the health people,” 


| 


Rochester Bans 
Buffalo Meat and 
Meat Products 


ROCHESTER, N.Y., Sept. 20—A 
small feud between the cities of 
Buffalo and Rochester added a di- 
mension last week when Rochester 
health officials put an embargo on 
all meat and meat products from 
Buffalo. 

According to Rochester health 
officials, the Buf falo-produced 
meat doesn’t meet “‘the same high 
standards” as Rochester meat. 

Buffalo health officials, however, 
say that Rochester is motivated by 
“economic interests” rather than 
health, and they point to the expe- 
rience of Buffalo brewers in Roch- 
ester. The brewers have been 
trying to crack the Rochester mar- 
ket without success ever since re- 
peal—although they haven’t had to 
cope with a formal embargo. 


we Edward A. Atwill, exec. v.p. 
of International Breweries, says 
Rochester interests have been try- 
ing to baby their home industry 
right along. 

“It’s a matter of politics; our 
truckers are persecuted by the po- 
lice; the amount of beer we sell 
down there I could wheel down 


in a wheelbarrow,” Mr. Atwill 
complains. 
The Buffalo Brewers’ Assn. 


agrees with him: 
“We know it’s all done with the 
cooperation of the Rochester po- 


0 0.0.07 a700 


GIVES YOU COVERAGE 
OF THE NEW AND GROWING 
ELECTRIC HEAT AND 
AIR-CONDITIONING MARKET 


A Business Magazine for the Elec- 
tric Heating and Comfort Cooling 
Pistributors and Jobbers, Dealers, 
Contractors, Salesmen and Instal- 
lers, Heating Men in the Electrical 
Companies, Public Power and Elec- 
tric Utilities, and Manufacturers. 
| A voice and ‘‘literature of the 
Art’’ for a vigorous, young, and 
potentially great industry serving 
the ever increasing demands of 
America for better, more comfort- 
» able living. Produced by a publish- 
: ing organization with 35 years of 
experience and background in 
trade journals serving, counsel- 
ling and leading Automatic Heat- 
ing fields. 

For manufacturers of parts, tools 
and supplies used by electrical 
heating and air-conditioning deal- 
ers, here is the way to create 
preference with dealers—to educate 
and help them sell and service 
your products 


Here is your opportunity to get 
» head start in a field that will 
zoom as TV has. 


HEATING PUBLISHERS, Inc. 
2 W. 45th St., New York 36, N. Y. 


ae — a. 


an as- 
sociation leader remarked. 

“The police ticket our trucks; 
just won’t let them park. And the 
|city makes it hard on any retailer 
who buys Buffalo beer—any beer 
not made in Rochester, for that 
| matter.” 


New Textile Radio Group 
Elects Poston President 

James P. Poston, genera] man- 
ager of Inter-City Advertising Co., 
| Charlotte, N. C., has been elected 
| president of the new Textile Radio 
Group, formed by radio stations 
in the Piedmont sections of the 
two Carolinas to enable advertis- 
ers to deal with one central sales 
office instead of each station. Oth- 
er officers are James Beaty, 


WRHI, Rock Hill, S. C., vp; 
Charles W. Brunt, WTOB, Wins- 
ton-Salem, N. C., treasurer, and 
Edward G. Gardner, WORD, Spar- 
tanburg, S. C., secretary. 

Stations in the group are WORD, 
WTOB, WHRI, and WOHS, Shel- 
by, N. C.; WSAT, Salisbury, N. C.; 
WCOG, Greensbofo, N. C.; WMRB, 
Greenville, S. C.; WAIM, Ander- 
son, S.C.; WCRS, Greenwood, S. C.; 
WBBB, Burlington, N. C., and 


WAYS, Charlotte. Milton Scarboro | 


has been named general sales man- 
ager of the group, which maintains 
offices in Charlotte. 


WTSK-TV to Change Letters 
WTSK-TV, Knoxville, 
will change its call 


Tenn., 
letters to 


25 


WTVK about Oct. 18 when it moves; gan commercial operations Oct. 18, 

to new studios and offices atop | 1953, is a primary affiliate of CBS- 
Sharp’s Ridge, overlooking Knox-|TV and a secondary affiliate of 
| ville. The u.h.f. station, which be- ABC-TV. 


Grade Up Your Advertising! 


SERVE You 


| 


J. M. BUNDSCHO, INC., Advertising Typographers 


| 
| 180 North Wabash Ave. * RAndolph 6-7292 * Chicago 1 
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has 
grown 


A Market 


San Diego County alone 


IN POPULATION 
SINCE 1950 


Atlanta, Georgia, 
New Orleans, La., 
Portland, Oregon, 
Dallas, Texas, 


Denver, Colo., or 
Seattle, Wash. 


with 316,000 watts on Channel-8, 


KFMB-TY, SAN DIEGO 


ee 


9 %,* 


GREATER than: 


* directional 


San Diego County alone 


has % Poot 

grown 8 
IN RETAIL SALES 

SINCE 1950 


The Nation’s 15"* 
Market in Bldg. Materials 
s 


KFMB-TV’s Coverage is 
where the West grows fastest 


* ¥% San Diego Chamber of Commerce 
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How can you afford half-a-man when the 


same dollar will sell a whole man? 


Can you cut your rising advertising costs... now, today? 


Yes, you can. Sharpen your media selection. Look hard at what 
you really get net for every advertising dollar you pay out. 


If you have a product for men, this is particularly true today. 
Most media reach some men, even the women’s books. Maybe 
you've been buying the so-called dual-interest magazines. 
Stop and reflect. Who makes the final decisions in your own 
family? Does the split personality of dual-read media mean 
you're only buying half-a-man? 


} 


A man is at his absolute best — an independent thinker and 
buyer — in the situation he likes best. And usually has selected 
himself. Thus, he’s easier to sell when shining his car than 
shopping in the supermarket with his missus. He’s easier to 
sell at a poker party than a tea party, easier to sell alone in 
his basement workshop than at a drive-in with the family. 


A man is easier to sell in the pages of his very own magazine. 
Here you get him at the 100 percent attention level . . . no 
woman peering over his shoulder, no women’s pages peering 
up at him. A man is easier to sell in a magazine he, himself, 
goes out and gets. . . deliberately reaches for in place of any 
other .. . and happily hands out a premium price to read. 


What magazine? Why TRUE, The Man’s Magazine, of course! 


Proof that the Man must be sold is abundant — in man- 
ufacturers’ surveys, and ad readership studies. TRUE’s 
representative can lay it out for you — quickly. 
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|a product 


| tor men, 


eet more 


if you have 


sell-per-dollar 


Men spend more money at the newsstands to buy one issue 
of TRUE, than men and women together spend to buy one 
issue of LIFE. Men spend over $80,000 more for TRUE, per 
issue, than all newsstand buyers do for LOOK. Men spend 
twice as much, issue for issue of TRUE, as all comers put 
down at the stands for COLLIERS. 


Two million men read TRUE, America’s largest selling man’s 
magazine. This is more men than read any magazine or any- 
thing else we can think of, with the possible exception of some 
of the mixed-market mass weeklies. 


Why this high-volatile eagerness for TRUE? Because it’s a 
man’s personal property, as much his own as his pipe, or his pet 
putter. He doesn’t have to share it with his wife, fight over it 
with the kids, or save back issues for grandma. 


Why TRUE’s high temperature circulation growth . . . from 
500,000 in ’44 to 1,800,000 (ABC Guarantee) January, 1956? 
Because TRUE is broad, not narrow ... for the mass man, not 
the pseudo sophisticate, the one-sport-fanatic, the clothes 
horse, the news hound, nor the business bore. 


TRUE is for today’s active man, the man of many interests, the 
all-around man, call him what you will . . . the regular Joe, 
the “true” man. 


Every month TRUE’s contents page spells that out vividly ... 
“true adventure”, “in the news”, “personality”, “outdoors”, 
“hunting”, “aviation”, “foreign”, “fishing”, “fact crime”, “your 


7? <« 


job”, “your clothes”... 


TRUE covers the complete 360 degree circle of the interests 
you have — and all your preferred male companions — all 
“true” men of decision. 


Your TRUE representative carries compact research to tell 
you all you want to know about our 2,000,000 men .. . age, 
income, jobs, sports, hobbies, possessions . . . and low net 
costs, Call him in right now. 


ett eee. 


THE MAN'S MAGAZINE | 


Newsweek 
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Make Pay TV 
Campaign Issue, 
Sarnoff Urges 


RCA Head Also Advises 
Advertisers to Jump 
onto Color Bandwagon 


WASHINGTON, Sept. 20—RCA 
Chairman David Sarnoff today 
proposed (1) that political candi- 
dates take a stand on fee tv in 
the 1956 election campaign and (2) 
that advertising people begin tak-| 
ing their stand in support of color | 
tv now. 

In an address before the Adver- 
tising Club of Washington, he con- 
tended that American families 
have a direct stake in the opera- 
tion of our broadcast system. 

“The ultimate decision [on fee 
tv] for good or evil, will have a| 
direct impact upon their everyday 
life, their economy and their cul- 
ture,” he said. 

Proposing that the issue between 
“free and paid television” be con- 
sidered by those who draft the 
platforms of the major political 
parties, he said, “I do not think I 
am exaggerating when I suggest 
that the issue is as important to our 
entire citizenry as was, for exam- 
ple, prohibition in its time.” 


® He was introduced by George 
C. McConnaughey, chairman of the 
Federal Communications Commis- 
sion, who presented him with the 
adclub’s achievement award for 
outstanding service to radio and 
television. Virtually the entire FCC 
was on hand to witness the pres- 
entation. 

The RCA chairman told adclub 
members to be mindful of the fact 
that the swing to color tv is gaining 
momentum, and that the U. S. 
now is witnessing the beginning of 
the breakthrough of color tv. 

“By the end of 1956,” he said, 
“I believe it will be a major factor 
in the industry.” 

“Back in 1947,” Mr. Sarnoff said, 
“at a convention of radio broad- 
casters held in Atlantic City, I 
urged them to get into television 
promptly. There were those who 
disagreed. But those who followed 
my advice have had no cause to 
regret it. 


GROWING 


in circulation... 
10,000 per issue 


GROWING 


in advertising... 
28 new advertisers 


in 1955 


... join 113 top advertisers 


selling through... 


The National 2% 
Future Farme 


Owaed aad Published by the Future Formers of America 


Box 29, Alexandria, Virginia 
Phone Edgewater 9-5133 


Bi-Monthly in 1956 


“With the same sense of con- 
viction I venture now to proffer 


'the same advice about color tele- 


vision. It is the natural, inevitable 
step.” 

The public is becoming more 
color conscious right down the line, 
he argued. 

“If you have any doubt on that 
score, look at the peacock hues of 
the latest automobile models. Look 
how the average kitchen and play- 
room are breaking out in rainbow 


pigments. Look at the reds and 
blues, the greens and yellows of the 
new containers in which so many 
products are now being offered. 

“On their display floors and 
store shelves, merchandisers are 
compelling attention for their cars, 
kitchen equipment, and endless 
other goods which heretofore were 
sparing in the use of color. 

“A revolution in packaging is also | 
under way. Business is calling upon | 


artists, color experts and lighting) 
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specialists to pace this revolution. 


= “Only recently a leading cigaret 
manufacturer announced a new 
color package—brightened and 
more attractive, so that it would 
appeal to color tv audiences. More 
and more, the wrapper of gum or 
candy, a cereal box, a coffee can, 
a tube of toothpaste will be de- 
signed with an eye on the power of 
tv to convey color to perfection. 

“Virtually every product which 


you of the advertising fraternity 
are concerned with will increas- 
ingly be recognized and sold by its 
distinctive color combinations. The 
human eye, after all, has been 
created to behold, appreciate and 
discriminate colors in every phase 
of life. Color is to vision what mel- 
ody is to sound. 

“The alert broadcaster and spon- 
sor is therefore embracing color to 
keep abreast of progress and to 
take fullest advantage of what tel- 


Edward Small, master 
owman, of Monte Cristo 


movies’ fame. 


Lin <a ai ; 


- “~~ Alexandre Dumas’ 4 


a = ne 
amet, ee 


pe 


he 


beak = 


" - is wg 


ess ona ndiiiilcis 


“ia * fo ae eae PERO ir We ged Bhocs e Se 
Wt i BUEN 6 EERE peck aie cae pr he ey Seo resies de Ee are CSN 
7 Tees * y~ . P : bn Se dey re pv yi bg Sh sical: Sod Me ge sig Dea hope cit ae te hy alae fat a Bey Re Sk ae ee ae CR, pele ate ot Ole arte, —— 
SEY FS = wm . > } 4 iar . \ = 1 oi ¥ Saaa K —- 2 es y ee 
4 ¥ \ ; t - - - a ae a norman —_ ry . 
ee e 
7 
= 
cs 
=e 
is 
he 
ts 
2 
i 
ee 
| 
a io : , hs : 
: a ae * i ra oe a AS 1H ; , ; 
= LS seins’ 
; ti 4 , - j r id } : ae 
J f= j 4 é . 4 che 
a ; & = a 
. 2 ae 
2 \ : say 
: z | 0 Us - OO 4 tt t eC Wor | 
: of Sa 
. a 
: pa : ‘ *.*¢ * A 
: Ene" st = 
ne Yr a a 4 ‘ i a 7 a Lad r ra “2 
Rie ¥ : "Si a Ne 
; 4 Nee as ¢ L 5 ok ‘ : 
gs Sh * Apr ae 
 & ie ee ee = 
er ; : es is 
oS ; es Fe :. Pc eg rt PyiAs aS ry " C eget 7 4 ee i em r “ =e % =}: + & 
| edad , : ‘ les / an a ep ie Be Sh eiaaeeca ee ae f- f Se aa ; ; 
Visa i ? ; ee oe hee ic Aes cd ene, en : Sp Ra ~ . 
ene es ‘ 2 RCE i eae, A RE es! RH aes js ee oe ; are ‘ 
; : Sines ad oc Nellans s F = 
Sra esr ae Nae ee eran aah in eta | la ieell — ee on ee r . a 
ae en ee ym aotearoa aaa <2 ial ‘ 3 Pe 
‘Saal Bee at ee eee RG OP a RM ae oe * 2 : 
sa ch a 20 te aac ee et ae ei inc ds Lt Pere es "ee 
2 ws, ae et ao .-" y - 5 
swe Fett 7 AE te Oe ee o e 5 
a ‘ ets ot Fe a i in, ne eRe eee a - vets : 4 a sy 
| ae oe 4 ee >> erate a) on ee : Oe ne omen ae Ne i a en oe ot ae ; - : vy rs 
ree "FE et om ea ne a a So ee ae 7 , , ve ail g 2: Sa aera ae 
SE Pe ee ey | Ee ii ba i a a. MS re Ty ca es DES ace eS ee ‘ a 
mies, os A : ‘ iene a Ae ae 
ey ‘ : . a, ae at Mt ae 
| 3 _ Produced for quality by a Za "a 
Sty Pept a eae, ca ME - ee ae x * t ra 
ase a Nye ere rh pm ial fi of aie es a sei 
é ill oe a ial Capea np tn =P fat . 
: ss oy ial : ey tas : a= eae ? i 
ee Mier Nae” gall nce oti = : : 
‘rae a ae, sues ee 
= on ee aera a 
; eee i * ine oe aes 
: ey [aa a ~ ; 
my = “wiges en ne 4 > a 3 = 
ae ae eae Mh ton alin —— X : 
Biss = ey Neda mmr i nee a as oa ae " = 
shoal ciel 7 ae eras ee Rae 4 ia 
3 | Bay amiga ea amet a eat ; ee, = 
ae 7) ee ys ig ce a 
“Ep ite ah 5 ’ 7 pi ae ys 
; te | ie . fs iow a 
oe Pee. \ * Se i ee = Le : 
; oe taal 6 SE aurea a } ~ ja Z x aa 
: Fe ac oy, a, aft eas os Ne ¥ = ‘ 5 pee == . - 
; — , agers FES a Ses MGA, ‘asl j ; es 4 sr" : i ts 
; ae Gas ae Meee Ce At ee ee ee i le oa hit oe 
. Stee Be yeh fe > {cee er oe fies setae oo ae “ a ng Teese “ <a - = 
; ie. pais eile ae (ES Se a eg eae ‘ — = cee - 3 
Th SUA me %, 2 gt = i a Vfl 2S AS a UR, of a a - ee ~ —_ rs 
eae Br val Ea Va rie he. te al oT al * A ee Boe 
: Soe ees ke 0 ea eae ijepogt al alate , a iy Ea 
De ie 8) ee cot hd i acs re ga: Cent . i pc 
ee a aM ce ee a Re a ee ee 
r Ss ae sa Nae Rit > * eres Se in agree Sy etd 
si —_ a rn Set ennili, 0 a ee a a 
Zs . POM a sc o> ee i - ‘ an i 
< : ; Sin 7 
he 3 Soe wT Pantani a ae arch Pes es ‘ F i a 
, | ae : Ce ett : — A A cee 
| me : 4 — Pe ' Li 
fe: a 2 7 fee ae 
ae / hac oe ae ee 
) | on ; Ss . 4 We sl Te eee a ‘i 
3 st by e ae ake Bee A oe ee 8 B,C ao. «ee saw 
| 2o yr 5 a aia Sik i. 7 SAM ea eae ae Soo i Bik oes Bnet fie baer eee a 
; Ps oa aM eer ie i 8 a Bede “hi eo ee ea <3 
| ’ : : os Saale Pi oe al ie + eee ea jee Laan Cer sm aan 
| ‘ ; ; RS , ‘ . Pa seasaer | Le MN aR ceils iad, taht en i “ en ee Pine: oe 
; ; are F Pe eee - Pe git aoe tal ea ; ma Ry en Se ee 
he. wt , ee a eee ae Sat ae e 
. ; ie ® | ll ey) aE bg = 
a >. = wept: _ jee : vn 6 ia | me wee si e 
| ¢ . = ne 2 ‘a % ore % 
4 va a . ra : 1 a ow : a 3 A 
; a ; Pg = aaieoe: se Sn Be es a ae 8 ik ae nee eR Sa Fe Oe oe 
a : oe ‘ . 5 Be aber 2 an ae Stele pi pet tp te Se Sieh 51 - we aM om : 
‘ AN Ses] L - & ne 3 oe ie a oe SR RON Sk ar cae a | ae eee oe “_ bet ae Ae 
FS) F / a oe ee : . te se, Wem & has Sa TRS ote 
; . j ee - ie a te es kt e = Se oe ah ame. SN ule“ — 
’ e ay " Cis <i ‘e en, oar ad 4 a , eo we Fe 5 3 ead ora 
ted ——— . - Ss eee, ; i aun oR eae gis ee. a eo 
. rs hes ere . ee ay men ee age 1 gi atic Cee oe 
—. of Sf ae ; — * 2 ee (ie «eee a 
’ a ; er . i. +) 4 a = sae a = ea ROA ee Wie ge ee ae a 
o tigi Fe im aad ee Le eee ae eee eee ee 
. a eZ Beha P ‘ a ‘pageants a: mee oe 
e . sae. : Pot ee , emer : elie = ae a le 
A i - : ae. : Perey NA ee) 7 Us ie 
V*S>~ Zy) A“ | S pit ema eae Andre Maurois i 
eee i ht a ae eae ; 
i... » } Sait pay A » a Sie coe ‘ 3 7 ea, |.\ ae +e — 
a a Bee Bet Pa sO 7) r) * e ‘ ie on ee eh Oe” a iE as 
— la ae Tha - eek Tae ee ies! co eee ae he es ae ee wad * Ex, 
. i leh Sa we epee he 5 ae 2 ey oe Pip Shc, re ai ee ce uP. : ; 
4 pen ge” RR Tae pean Pee ee ae Een re be ee 
é Pha A aih y ih eee ie ee aa ats on 7. Ti = Pine. Ss * oe 7 
NN _ oO : é Fo fel a Pe en fe is | Juha actean eal nS, 
~0 \| uture to —! te ; v~ ee ae ee a vo a : na 
: ei —-—_-—2 Speers % fe —- = (5 a es eg =e 2 
ae ° Y we fr iad ie ae ss ee , pw ee : 
eS = a . —— “eas 2 oe hele Ot Sa en ge ean a ee. cm . a 
: steacd <a ; aa rs <a eas a. " eh a ears a Bat ee : 
rs Re A pees. Se a ee ee “) ee ey a i ‘Bia: ii 
7. . ' je ee ot DAP eg RO oe me RE ee a Pers s 
ot, Tae eae .- Ts sae sat ‘ A es 
7 rs Se ? i ae " 
f gy ie 2 By 
a iy oan : 
4 4 Y y Me : = 
Ee S ec: 
; yO * ; ae a 
ies = nae ? “i 
a E, | ee: ae : 
ie / m8 , aes ee ee oo eee 4 afr a 
Zest ee i A rs Boer fg. oS 7 ‘ rial pe : 
a : 7 ; ag : 
‘pir ER ee, ae reek 5 s es 
Pee) ee age ora 
Pig. ro, ere Ae Sa i 
: aie a ae ee i bs eae oe ee ‘ 
See ate ee A ge Je : 
wae apn see ves Ea tks Ste i By ‘ ove ne 2 Ge We 
Lg ae AAR ae eee 
a eee eee 5 ea —_— Be, Peng sa 
> i , oe eetales +e ee a. 5 
aad ae Oe het a pata son geo a 
- i ae 3 Ce a Pe i ent es ee = s 
aiile Si ce ane es nae amy! te *» % ae : a 
aes a daa ae Oe a - es 4 ce ex : v 
ae a ee Ps ae eit <a ; Me 
: a. os om 2 : 
: A cipareen eh eee Cae Bh sepa ori —s*?3s]--E-N-E-E-E-5-E-E-E- oe 
re en eat ee ear eee ene ine “ug a ape ais 2 rs -. 
£ ees gee : a « = : ee : : ; 
ge as ae eae — P * ma Wee” 5 
vee 7h ee eee ts ? 3 ee one 
. ae +3 oy he oe cs 4 # e: ial S | 
POS She eae Ding x 4 Or nr ee Moo oOooopoOoOoSo 
P > — re .. pte Cis >) A ai - : 
Fe —a* GS ag ahs U, re a be i 
ee f 2S i: ae r . ; 
<j ; 4 se 7? Pa 3 an 3 ; % rai 
hee eet ‘ ie ge . : 
‘ : 1, as . atts. BS iy 
Te or eg oie are 4 
nee “eas ’ al - 
ao ee SE ieee RIEL yee Bee a : LS. i 
eee Dele Spt Relies ae Leh ans : 
Sn 3, SRS on ge aoe Pa pe * vy 
ie ia i fll Y , : : noe A Bt Fe A hp SS ces : 3 
; ss Foe ohiiat gadt) Arise Sienna eee: eieemrgmae eS a ee ee ea ’ sarigin : 
© > . 
7 i , q 3 ‘ “an , a i F f 3 ‘ \ a 
a te 2 Oe Gy Ves ee Fe ee ei ag es ale a eg” ee ee a ee, eve a ae oe ye ee ee SY <9 ; vhs OS GE ee ee Sere ae S ee " F ‘ ~ ge * an \ Vea 
hk ia! Re ae fT ly eae AFCO nF = AY ho COS es eg eh a Rhee ge LS red od Bs ce she BE irs Pt as aN Ne aE ee Re Oe ee ees we ae ee Po AR re ee BA dS FR ae oe ED Brena, OO ty ge er a ee ge ts 
Se kgs Saat eh BRS ON ysis See cy Rap CS cic. wt CORO hy Wier ne Hotie Cs apa* Sp eet ae irae fig Be gouty ech Se ey aS sg ote oo ot tia Bee) AOE DE fire ged, oe} Be oe LO nie We meee cram te 
er cain, passe’ eA tae EO eee te eh sa he hg eek reece eee eo 0, Teg alr, a Alper Sata NT Meare ete idea iat We wees i Vebie at AS tla o> Mb Wy hy Mae © at ao PY HOO Ed) Wing amr ef ci oe ON ane i tye Peel LS Goth em ee cd oe Tah ew teat 8s a Pm tS eat ag hu aie cae Serie oS 
De ed “Fat eS ie cede fis “ary fe x PS fe et eee Fe ity See ners. eI Sy oe ot ite eee eRe Pee il Ean Pe ee yi Te bo ata et een Fo ae Mca ee ON ree aoe =: a ee eS ap ¢ iboag a Lint dot SE Sa Tt ta 
Cite, se eS ¥2 +r : eee et CaP Pte te es eat ne OS ee a ORE ah bom rie isis big he a or Pee Me ae RES Wether OB! ose 3 Gk pee ota ae tee a, ee Os eS hes Vie ee Fes eRe OS RE 2 eT i, SE 
Sie el Sidlel Sanee ys cake eeot, ee ee Weg et ee AR aie Vig erage ee mdi ig LO eRe fons ge Gbiie eM Sortie SAB NEC le Fat a) eRe RIA m5 
en Be Es ub RON pe Gu, SEU ya be Nee rare AY clad 5 oe Pe ake ek OT SUCRE, Pathay rs Sone 4 ot Sue “SLRS PTC, SOM Ce ela el ee eT ee a meee Sita > MMe see ig Se tla, FG, GN RC ge Po: ee Bre cae ne ih oa ah kcal” cere, Mek Se er ake 2 hak ok CR a o6 Ss Oh see ioe) 
: 4, aT cu ah ON pp OG DL ae madre cee He sind che Pee Mads Reh ns a GRR "Wary eet et ga | SARS PC, SMa Mm a at ks ener SEED OC te ir, WG ial Re Sea iat Wat ek ber ie gre Uae SS dh. Rtas kh Ge, cpa Soe Maar PRL DR Pei fee EL OP Ee hc, mee Gia mee 


Advertising Age, September 26, 1955 


evision has to offer. It seems to me text to note that a New York hotel | Three Officers of |g 


that the broadcaster who is in a| is installing color sets in 50 rooms. 
Guenther Publishing 


position to add color to his pro-| He said, “This ought to be a hint 
grams and fails to do so is handi-| for some alert Washington hotel to 
Acquire Ownership 
New York, Sept. 20—Control of 


capped in the race for business.|do the same.” 
the Guenther Publishing Corp., 7 


“The sponsor who adopts a wait- 

ing attitude will lose markets to| Hamilton to C. L. Miller 7 
competitors who go all out for| Robert F. Hamilton has joined ; = 
color. Nearly everything worth the|C. L. Miller Co., New York, as|publisher of Financial World, has) poe, ie 
effort and cost of selling at all de-| media director. He was formerly|been acquired by Richard J. An-| 
serves the extra attention and| with the Ellington Co. Geyer,|derson, president; Ralph E. Bach. 
memory appeals of natural color.”| Cornell & Newell and Young & 
Rubicam. 


At one point he departed from 


Bach 


Voss 


AN 


| The three men purchased the 
exec. v.p., and Arthur E. Voss, v.p.| controlling stock in the corporation 
and treasurer. | grows the estate of the late Louis 


ee 
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this brand new half-hour TV series is for 


. advertisers who want the very best! | 


if your product calls for an exciting, quality. 


dramatic program which appeals to every 


member of the family—’’The Count of Monfe 


Cristo” is the treasure you cre seeking. 


; 4 a ob adventure! 


477 MADISON AVENUE, NEW YORK « nee 5<2100 
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we | Guenther, founder of the publica- 
'| tion, and various minority stock- 


holders. Direction of the organiza- 
tion was delegated to the three by 


|Mr. Guenther several years before 
| his death in 1953. 


The corporation’s present active 
management, all of whom have 
been associated with Financial 
World for many years, will con- 
tinue in office, and the policies 
of the magazine will remain un- 
changed, the new owners said. 

Mr. Guenther founded Financial 
World on Oct. 1, 1902, and first 
published it in Chicago. The mag- 
azine moved to New York in 1905, 
where it has since been published. 


Kaye Joins Toledo Store 


Bennett Kaye has been appointed 
sales promotion manager and pub- 
licity director of Tiedtke’s De- 
partment Store, Toledo. He for- 
merly was associated with Amos 
Parrish & Co., New York, and op- 
erated his own agency in Chicago. 


DECATUR 


The Boom City 


of Illinois! 


SPECTACULAR INDUSTRIAL 
EXPANSION ALREADY 
SHOWING SALES IMPACT! 


@ Only Metropolitan Illinois 
market to show a retail sales gain 
in 1954—up 2.6% (S.M. 1955) 


@ Third in business activity 
among 32 Metropolitan areas in 
the 5 states of the 7th Federal Re- 
serve District—up 6.8% (Federal 
Reserve Bank Survey) 


@ Consistent Sales 
ment “High Spot" city 


Manage- 


Reach All the Big 
DECATUR Trading 
Area Market With... 


THE 


HERALD 


AND 


REVIEW 


100% family coverage 


DECATUR METROPOLITAN AREA 
Pop.: 108,800. Retail Sales: $140,338,000 


62.1% family coverage 


DECATUR OFFICIAL RAND McNALLY 
10-COUNTY TRADING AREA 


Pop.: 284,600. Retail Sales: $308,747,000 


49.4% family coverage 


TOTAL HERALD AND REVIEW 
15-COUNTY MARKET 


Pop.: 408,300. Retail Sales: $434,980,000 


Write for “The Decatur Story” 
Complete details on the amazing 
Decatur market 


DECATUR 


Herald ana Review 


A Lindsay-Schaub Newspaper 
Member Illinois Color Comic Group 
Jann and Kelley, Inc. * Nat'l. Reps. 
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d The top-circulation TIMES Service Weeklies can sell YOUR product, too . 
)- ; 
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N. Y. Stock Exchange Likes Advertising, Will 
Do More of It, But with ‘Proper Restraint’ 


New York, Sept. 20—Uninhib- 
ited advertising will not do for the 
New York Stock Exchange. 

Ruddick C. Lawrence, v.p. of 
the Exchange, made this clear 
here last week in a talk before the 
Market Research Council. 

Mr. Lawrence pointed out that 
even though research studies in- 
dicate a huge market of potential 
investors, the New York Stock 
Exchange will continue to use the 
proper restraint in its advertising. 

He said the Exchange’s advertis- 
ing will stress “at every oppor- 
tunity” the following four “cau- 
tionary” points: 

1. Understand the risk—and tail- 
or your investment to the amount 
of risk you can afford to take. 

2. Be sure you have a cash re- 
serve for emergencies. 

3. Get the facts. 

4. Seek good advice. 


a “I’m sure,” added Mr. Law- 
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Break the seal, pull up—and it’s a floor- 
stand! Saves dealer-time, dealer-trouble. 
From supermarket to ‘‘mom-and-pop” 
store, it makes sure the product is not 
only in stock but on sale. 


Want to talk about “Jack-in-the-Box”’ 


and your product? Just call The Man 
From Gibraltar... 
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m Gibraltar’s ‘‘Jack-in-the-Box’”’ shipping ; 
carton is new...bright with color...sells : 
the product even en route. Printed by 
LY Varnicolor Process with rubber plates 
in high gloss red, blue and yellow 
0 on snowy-white corrugated. 
p “‘Jack-in-the-Box’’ ships as shown, filled 
with merchandise. But that’s only the 
half of it... 
0 
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DISPLAY DIVISION 


Gibraltar 


CORRUGATED PAPER COMPANY, INC. 


NEW YORK: LACKAWANNA 4-9684 
NEW JERSEY: GREGORY 1-1450 


rence, “that if most advertisers 
were to place such handicaps on 
their agencies, there would be a 
wave of mass suicides along Mad- 
ison Ave. 

“The answer is that we just 
don’t want people to invest in 
stocks unless they know what they 
are doing and unless they are 
able to do so on a sound basis.” 
Mr. Lawrence emphasized, how- 
ever, that the Exchange, and fi- 
nancial companies in general, will 
be making increasing use of mar- 
ket research and advertising in 
the years to come. 

“The Exchange estimates,” he 
pointed out, “that between now 
and 1965 our corporations will 
need a staggering $375 billion for 
plants, products, tools and jobs. 
We estimate that of this amount 
from $40 to $80 billion of new 
equity securities may be offered 
to the public. 


a “This represents two to four 
times the recent annual rate for 
new equity financing. Institutional 
investors alone can’t supply that 
kind of money, We must look to 
literally millions of American in- 
vestors to furnish the new equity 
capital necessary to our expand- 
ing economy.” 

Mr. Lawrence said the Ex- 
change’s “Own Your Share of 
American Business” campaign will 
be guided every step of the way 
by the findings of market research 
studies. For example, the new 
drive launched by the Exchange 
last week will try to clear up mis- 
conceptions and areas of ignorance 
uncovered in recent surveys. 
“What are dividends—who gives 
’em?” “What is a common stock— 
and why?” These are two of the 
topics to be discussed in the cur- 
rent ad campaign. (The Exchange 
surveys found that only 23% of 
adults can define common stock 
properly.) 


a Mr. Lawrence said every ad also 
will urge readers to get in touch 
with a broker and will offer free 
literature. In addition, the Ex- 
change is offering its member 
companies tie-in ads and will list 
their names in the classified pages 
of some 400 telephone directories. 

What audience does the Ex- 
change hope to reach? Mr. Law- 
rence said research studies show 
that efforts to broaden share own- 
ership should be mainly directed 
toward these three groups. 

1. The 2,000,000 non-share own- 
ing families with incomes of $5,- 
000 or over who have considered 
investing in common stock in the 
past year. 

2. The 5,500,000 non-share own- 
ers in the executive and profes- 
sional groups. 

3. The broad mass market of 
12,000,000 non-share owning fam- 
ilies with incomes of $5,000 and 
over. 

Reporting results of the previous 
programs, Mr, Lawrence said: 

“Our best estimates show that 
during the past three years the 
number of share owners in pub- 
licly-owned companies has in- 
creased by 1,000,000 and now 
stands at 7,500,000.” 


Nieteld to McCann-Erickson 


McCann-Erickson, Chicago, has 
appointed Dr. S. Jaye Niefeld as- 
sistant director of marketing serv- 
ices. Mr. Niefeld most recently 
was director of research of Henri, 
Hurst & McDonald, Chicago. He 
also has been on the staff of the 
Bureau of Social Science Research. 


Engel Joins Display Workshop 

Alfred Engel, formerly with 
Kling Studios, has joined Display 
Workshop Inc., Chicago, producer 
of point of purchase advertising, 
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For the 3rd quarter 


July, August, September, 1955 


FAWCETT WOMEN’S GROUP 


SORIUS 


delivered a 


| in exeéess of 


230.000 


* Publisher’s Estimate 


FAWCETT PUBLICATIONS... NEW DETROIT . CHICAGO . SAN FRANCISCO . LOS ANGELES 
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Lloyd Howard Adds Two 


Lloyd S. Howard Associates, New 
York, has been appointed to handle 
advertising for Chester Packaging 
Products Corp., Yonkers, maker 
of treated polyethylene film, and 
for Sutton Studios, New York, 
manufacturer of parchment lamp 
shades. 


ASK YOUR LAWYER 
ABOUT THIS 


Test CASE AND COMMENT’s stature 
and depth of penetration with your 
lawyer. Let him tell you of the active 
interest all lawyers have in this pock- 
et-size collection of professional help, 

information, humor. Use CASE AN 

COMMENT to reach the largest legal 
market you can buy. Guaranteed 
100,000 controlled circu ation—actual 6 
mos. av.—128,459 . . . plus 22,697 bulk to 
law students. It’s economical! For sam- 
ples, facts—write CASE AND COM-. 


MENT, Dept. AA59, Rochester 14, N. Y. | 
or National Publishers Representa- | 
47th St., N. Y. C., | 


tives, Inc., 114 E. 
Plaza 3-5171. 
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Egan Sirinsky Yamato 


SOMETHING TO REMEMBER—Irene Yamato of Orchids of Hawaii Inc. 


we comes Bob Egan and Harry Sirinsky of Foote, Cone & Belding to 
the New York Premium Show. 


Develops Merchandising Concentration 
to make the sales difference... 


... your best ad dollar buy to stimulate 
sales to the top buyers who do 75% of 
the gasoline service station business 
every year! 


[)evelop pS — more good prospects for new business because 


SUPER SERVICE STATION is read regularly by most oil 
jobbers, T.B.A. marketing executives and gasoline station operators 
— the men who make up your market. 


Mi erchandising - through sound, know-how editorial 


content that consistently helps improve, expand and develop 
better station operation —the most significant asset you can gain 
to get a larger sales volume for your product. 


oncentration — exclusively to the needs and interest 


of the larger one-stop stations with convenient locations — real 
penetration to the top Ysrd who do 75% of the total gasoline service 


station volume. 


Get the full facts for yourself! Ask 
your SUPER SERVICE STATION 
representative to show you why it 
pays, in more ways than one, to 


“Super” advertise your line. Ask es- 
pecially for your free copy of SUPER 
SERVICE STATION'S new booklet: 

“It’s a Huge Market.” 
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Network Gross Time Charges 


Source: Publishers Information Bureau 
NETWORK RADIO 


Jan.-July Jan.-July 
July, 1955 July, 1954 1955 1954 
American Broadcasting Co.* ....$ 1,676,650 $ 2,098,823 $ 14,992,049 $ 17,269,420 
Columbia Broadcasting Sys. .... 3,122,096 3,821,234 27,063,223 33,536,043 
Mutual Broadcasting System .... 1,022,255 1,481,767 9,205,231 12,555,497 
National Broadcasting Co. ..... 2,452,364 2,127,192 18,715,886 20,697,370 
0 RR RA ee $ 8,273,365 $ 9,529,016 $ 69,976,389 $ 64,058,330 
NETWORK TELEVISION 
| American Broadcasting Co. ...... $ 3,263,803 $ 2,310,281 $ 25,032,408 $ 17,517,945 
Columbia Broadcasting Sys. .... 14,635,011 11,861,534 108,326,852 77,777,963 
DuMont Television Network ...... 131,105 623,455 3,035,785 7,128,390 
National Broadcasting Co. ..... 11,966,760 8,149,533 90,777,503 70,443,559 
WOO i...nisidissttitaeesnwnidl $29,996,679 $22,944,803 $227,172,548 $172,957,857 
NETWORK RADIO TOTALS BY MONTHS 
ABC cBs MBS NBC Total 
January ............ $ 2,487,140 $ 4,181,787 $1,372,532 $ 2,744,204 $ 10,786,663 
February ............ 2,387,900 3,950,767 1,291,938 2,584,620 10,215,225 
ROIS Scccononvcataaoe 2,445,765 4,393,441 1,446,535 2,953,486 11,239,227 
SE pésviciscvsigacs 2,096,355 3,837,124 1,365,658 2,624,671 9,923,808 
BE eiscantecincess 2,080,272 3,921,807 1,450,889 2,652,560 10,105,528 
pee. Se 1,817,967** 3,656,201** 1,255,424** 2,703,981**  9,433,573** 
TE teacGummenins 1,676,650 3,122,096 1,022,255 2,452,364 8,273,365 
ee as, $14,992,049 $27,063,223 $9,205,231 $18,715,886 $ 69,976,389 
NETWORK TELEVISION TOTALS BY MONTHS 
ABC CBS DuMont NBC Total 
pe ee: $ 3,718,195 $ 15,831,141 $ 723,960 $13,172,695 $ 33,445,991 
i 3,567,696 14,694,726 597,275 12,419,641 31,279,338 
I aiiccistevnss 3,806,425 16,036,896 628,625 14,102,093 34,574,039 
gece 3,527,558 15,426,214** 462,335 13,285,933 32,702,040** 
DD: - senctovnoasrviin 3,606,427 15,978,680** 273,640 13,591,687 33,450,434** 
eee 3,542,304 15,724,184** 218,845 12,238,694** 31,724,027** 
DD \acockassndeate 3,263,803 14,635,011 131,105 11,966,760 29,996,679 
| eee $25,032,408 $108,326,852 $3,035,785 $90,777,503 $227,172,548 


|*In order to maintain continuity and comparability with previously published data, an 
adjustment factor of 1.817 has been used by PIB in calculating gross network radio 
time charges for those nighttime network radio programs where ABC Rate Card No. 6 


| was in effect. 
| **Revised as of 9/14/55 


| 
| 
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'FutureLine to Phil Gordon 

FutureLine Corp., Chicago, has 
appointed Phil Gordon Agency, 
Chicago, to handle its advertising. 
A campaign is being planned to 
promote the company’s Future- 
Line auto safety belts through di- 
rect selling channels. 


ARF Elects 3 Subscribers 
WTWA, Thomson, Ga., and two 
advertising ag encies—MacFar- 
land, Aveyard & Co., Chicago, and 
Mumm, Mullay & Nichols, Colum- 
bus, O.—have been elected sub- 
scribers to the Advertising Re- 


'search Foundation, New York. 


YOUR MESSAGE 
HERE IN 
COLOR! 


Operating in Exclusive 
Conjunction with the 


puts YOUR sales message into the 
hands of above average families 
right in their homes. The large 
cardboard put in laundered shirts 
by laundries becomes a “minia- 
ture billboard” for less than the 
cost of a 2¢ post-card. 


On one side is YOUR advertise- 
ment commanding single, undi- 
vided 100% attention—in addition 
to the original impact of only 
YOUR single sales message on a 
shirtboard, there is home-reten- 
tion value, too. That’s because 
there is entertaining, useful and 
interesting material on the re- 
verse side—coloring and cut-outs, 
recipes, sports schedules—mate- 
rial designed to keep the shirt- 
board in the home and insure 
long-life. 


The profits of Shirtboard Advertising are now available to you and in 
exclusive conjunction with the AMERICAN INSTITUTE OF LAUN- 
DERING (your guarantee of circulation). Distribution is now avail- 
able for all of Chicagoland—Eastern and Western markets will soon 
be available. Distribution in Canada available now. 


AMERICAN INSTITUTE 
OF LAUNDERING 
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Builder 


delivers the entire 


... Mot justa shite asm 


PRACTICAL BUILDER — with its big coverage of builders — exposes 
advertisers to every facet of the light construction market. Its builder 
readers erect 7 out of every 10 dwelling units . . . do most of the industry’s 
remodeling and repair business . . . are responsible for 60% of all new light 
construction. 

Manufacturers — in setting up their 1956 sales 
and advertising plans — must appraise the building 
market picture in total —cannot settle for just a 
mere slice of this market! 

To help you reach the Whole Light Construction 
Market with your advertising, PRACTICAL BUILDER 
provides: | 


DONT SETTLE 
FOR LESS— 


The forecast for 1956 is that even with high level 
building volume . . . production will continue to 
exceed demand in most product categories. This 
means increased competitive selling and the 
need for as big a sales target as possible. Don’t 
settle for less. 

42.0% of the Light Construction 
Volume is NEW residential building 
— small town, suburban and 
metropolitan areas. 

39.2% of Light Construction Volume is 
remodeling, alteration and repair — 
a market for all building materials, 
tools and equipment. 


5.1% of the Light Construction Market 
is new industrial building (small 
factories, warehouses, etc.). 


3.9% of the Light Construction Market 
is miscellaneous non-residential 
building (schools, churches, 
auditoria, etc.). 


3.6% of the Light Construction Market 
is public utility. 


The Biggest Builder Buying Power 


The Most Readership, and Best Results 
for Your Advertising 


The Most Effective and Economical 
Builder Coverage 


The Lowest Advertising Rates. 


Practical 


* 
*Builder® 


© Industrial Publications, Inc., Chicago 3. 
Also publishers of Building Supply News and 
other leading building industry magazines. 


5 South Wabash Avenue « Chicago 3 


3.2% of Light Construction Volume is 
commercial building (stores, bowling 
alleys, etc.). 


2.8% of the Light Construction Market 
is farm service buildings. 


0.2% of the Light Construction Market 
is all other private building. 


(1954 Building Figures: Source, Dept. of Commerce) 
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,330,000 WOMEN 


Read The WORKBASKET Every Month! 


ARE YOU MISSING THEM 
WITH YOUR ADVERTISING MESSAGE2 


The WORKBASKET 


A 6&8 68 8 8 i SS BS ae ee Oe Te Ae ae Ee OS SS ee SS ee ee 

543 Westport Road . Kansas City 11, Mo. 
NEW YORK CHICAGO PASADENA, CALIF. DELAND, FLA. 
118 East 40th St. 360 N. Michigan Ave. 234 E. Colorado St. 202 Conrad Blidg. 
Murray Hill 5-8964 Andover 3-6929 Ryan 1-9155 1417-W 
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Advertising Age, September 26, 1955 


Weeklies Warned 


That Ad Rates 


Can Be Too High 


New York, Sept. 20—A warning 
was issued last week to weekly 
newspapers against temptation to 
raise national advertising rates so 
that they cover not only the 16.7% 
which goes to agency commission 
and cash discount but also the 
representative fee, which in some 
cases amounts to 13%. 

Paul C. Smith, president of 
Weekly Newspaper Representa- 
tives Inc., cautioned that the 
“transferring” of newspapers’ sell- 
ing and servicing expenses to ad- 
vertisers “would only invite diver- 
sion of advertising dollars from 
newspapers to other media.” 

“Some advertisers,” he contin- 
ued, “have already sought to spend 


IN COLUMBUS, 
OHIO 


’ (ef % So] "THE CITY OF THE FUTURE” 


Our Classified advertisers tell you why 
The Columbus Dispatch is the best buy in 
Central Ohio. For the first eight months 


of 1955 they placed 576,226 ads totaling 
6,285,609 lines—almost a four-to-one 
preference in the evening and Sunday 
/ field. 

This isn't new—it's been going on for 
years—and it's getting better all the time 
... The Dispatch produces the results our 
advertisers expect. 


Nadas on ainives: 6 


O'MARA & ORMSBEE, Sasudworatet 


New York ® Chicago ® Detroit ® Los Angeles ® San Francisco — 


dollars through the local dealer 
because of a high differential 
existing between newspaper retail 
and national rates. As we see it, 
the inevitable result in each case 
would be loss of newspaper lin- 
age.” 


® Mr. Smith’s remarks were made 
at the request of the organization’s 
board of directors, which sought 
comment on some views expressed 
by F. R. Grapperhaus, publisher 
of the Delmarva News, a weekly 
newspaper at Selbyville, Del. The 
News is represented for national 
advertising by WNR. 

Mr. Smith said that Mr. Grap- 
perhaus believed that only by 
increasing the national advertising 
rate to cover the agency commis- 
sion and cash discount and the 
representative’s fee “can the 
weekly newspaper realize a fair 
profit which it must have to stay 
in business.” 

Mr. Smith said that WNR 
“developed 131 new accounts for 
WNE-serviced weekly newspapers 
for a total billing in excess of 
$930,000” last year. 


= “We do not believe,” he said, 
“that a newspaper should regard 
the expense of the representative’s 
fee as a production cost to be 
borne by the advertiser. Nor can 
we agree that weekly newspapers 
are the ‘only producers’ who pay 
for such servicing without passing 
on the cost of such service to the 
national advertiser in the form of 
a higher national rate.” 

He said radio, television, out- 
door and magazines all offer 
variations of “one order, one bill, 
one check” service, which he 
called “clearing house services.” 
This arrangement, he added, 
makes it easy for advertisers and 
agencies to do business. 


Contadina Ad Drive 
to Include Sunday 
Supplements, Radio 


San Francisco, Sept. 20—Bri- 
sacher, Wheeler & Staff launched 
a fall promotion program Sept. 18 
for Contadina tomato paste which 
is double the size of last spring’s 
campaign conducted by the com- 
pany. 

The campaign, which will run 
through November, will utilize 75 
major U.S, newspapers and 50 ra- 
dio stations in Contadina’s market 
areas. 

The agency kicked off the 
campaign with the placement of 
four-color half-pages in Sunday 
supplements, backed by multiple 
insertions of small space b&w ads, 
all of which feature recipes. 

A saturation radio schedule has 
been planned, with a musical jin- 
gle. Theme of the entire campaign 
is, “Use the Secret Ingredient of 
America’s best cooks.” 

Contadina tomato paste is packed 
by Hershel California Fruit Prod- 
ucts Co., San Jose. 


‘Reader's Digest’ to Resume 
Arabic-Language Edition 

In January the Reader’s Digest 
will resume publication of an 
Arabic-language edition to circu- 
late in Egypt and other Arabic 
speaking countries of the Middle 
East. Advertising rate for a b&w 
page, one time, will be $125; for 
color page, $200. Starting circula- 
tion will be a minimum of 50,000 
copies monthly. 

This edition, the Al Mukhtar 
Min Reader’s Digest, was founded 
in 1943, but stringent currency ex- 
change and import restrictions 
forced its suspension late in 1947. 


Albright to Sullivan, Stauffer 

Rodney Albright, formerly sen- 
ior film producer at Biow-Beirn- 
Toigo, has joined Sullivan, Stauf- 
fer, Colwell & Bayles, New York, 
as tv production supervisor. 
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| ...like WCAU, Philadelphia 


WCAU.-TV talks to more women more often in the daytime than the two other 
; Philadelphia TV stations combined. The WCAU-TV aggregate 8 a.m. to 6 p.m. 


women's audience, totaling nearly 4,000,000 women viewer impressions, is 79% 


Sr 


greater than Station B and 201% greater than Station C. Senses upon siqenst 


WCAU.-TV is the only Philadelphia TV Station operating at both maximum power and maximum height. 


The Philadelphia Bulletin Radio and TV Stations + CBS Affiliates + Represented by CBS Radio and Television Spot Sales 
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Adman Sets Up Shop 
Rating Used Cars for 


Prospective Buyers 


New YorK, Sept. 22—A Long 
Island adman is making himself 
unpopular with automobile dealers 
who specialize in selling old 
wrecks under a veneer of fresh 
paint. 

L. Matt Van Wagner, of Mal- 
verne, L. I., is getting their goats 
with his Used Car Inspection Bu- 
reau, which he set up last spring. 
It is now a going business here, 
and Mr. Van Wagner is talking 
about expanding it to something of 
national scope. 

The bureau is a franchise oper- 
ation which now covers 52 service 
stations in the New York metro- 
politan area. If you are interested 
in buying a used car, you can take 
the vehicle to any of these stations 
and get it inspected for $10. The 
station keeps $5, and Mr. Van 
Wagner takes the remaining $5. 

Each car gets a thorough inspec- 
tion, and the prospective buyer 
gets a written, detailed report on 
what condition the car is in, in- 
cluding how much it might cost to 
rehabilitate it. 


e Mr. Van Wagner told AA his 
customers are more than willing 
to pay $10 to make sure they are 
not buying a lemon. He reported 
that the bureau’s volume has gone 
up steadily; it is now handling 
about 100 cars a month. 

This represents only a tiny slice 
of the number of used cars sold 
here, but Mr. Van Wagner expects 
his business to grow as more peo- 
ple hear about the bureau’s oper- 
ation. He even feels that the bu- 
reau will encourage more people 
to buy used cars. 

The bureau is being promoted, 
on a small ad budget, through 
Gamut Advertising Agency, Gar- 
den City, L. I. Outdoor posters, 
newspapers and spot radio are be- 
ing used. 

Mr. Van Wagner admits he fa- 
vors outdoor because of his con- 
nection with the medium. He is 
president of the Van Wagner Co., 
outdoor contractor. He founded the 
company in 1923. 

“I have been selling outdoor for 
30 years,” he told AA, “and now I 
have found out for myself that it 
really sells.” 


es Mr. Van Wagner emphasizes in 
his advertising that he has no con- 
nection with any dealer. ““The Used 
Car Inspection Bureau is a com- 
pletely independent, unbiased or- 
ganization that neither buys nor 
sells cars,” the ads point out. 

His ads also state: “Here at last 


Its Reasonatle 


and it’s expedient to buy 
THE NEW BUY, TOO 


Take a new look at this new buy and 
vou will find it reasonable to conclude 
that The All-Florida Magazine is espe- 
cially adapted for getting a desired re- 
sult. Now, full color advertising is 
available in a magazine of proven reader 
acceptance—read by more than 300,000 
families. It has more circulation, more 
home delivered circulation, in markets 
that are not covered by any other pub- 
lication (printed or distributed) in 
Florida. 

USE THE NEW BUY, TOO 
TO COVER ALL OF THE 
FLORIDA BOOM MAR- 
KETS... Produced by the 
New Perry Process. 

This new method of printing direct 

from original engravings on high grade 


stock reproduces advertising of excel- 
lent refinement. 


“ALL pays 


= 


WEEKLY MAGAZINE 
OCALA, FLORIDA 
Represented Netionally By 
JOHN H. PERRY ASSOCIATES 


is a service organization that will 
help you buy a used car with com- 
plete confidence and peace of mind 
that you are not buying someone 
else’s headaches.” 

Mr. Van Wagner told AA he is 
careful about licensing service sta- 
tions. He said he does not issue a 
franchise until he has made a com- 
plete investigation of a station’s 
reputation. 

The prospective buyer pays $10 
to get a first car inspected, but he 


can get a second and a third car 
tested for only $5 each, provided 
they are brought in within the 
same week. 

The bureau also is seeking busi- 
ness from the used car owner who 
may want to have an expert opin- 
ion on the condition of his car. 


ae Mr. Van Wagner said cars 
brought to the bureau stations for 


‘appraisal have needed from $15 to 
‘$300 in repairs, He adds laugh- 


Advertising Age, September 26, 1955 


ingly that “gyp dealers” have not} 
exactly been pleased about pro-| 
spective customers returning with 
a long list of repairs that cars 
need. 

“On the other hand,” he said, 
“the legitimate dealers hail our 
service, knowing their cars can 
stand a rigid inspection. One such 
dealer invites prospective custom- 
ers to take the car to us before) 
buying. Another actually puts his 
salesman in the car with the pros- | 


pects and drives them to our sta- 
tion.” 


Swink Promotes Calkins 

Charles F. Calkins, agricultural 
copywriter on the Dr. Hess & Clark 
account at Howard Swink Adver- 
tising Agency, Marion, O., has been 
appointed farm and radio director 
of the agency. Before joining Swink 
in February, Mr. Calkins was di- 
rector of radio and tv of Conklin 
Mann & Sons, New York. 


—<_. Pe. isd, 


tion’s Business. 


NO END TO HOUSING BOOM? Builders are 
putting up 100,000 dwelling units a month. 
9 out of 10 are single family houses. Why 
do more and more Americans want a house 
that’s all their own? What are the reasons 
why the housing boom will roll merrily 
along? Be sure to read “Trend to Single 
Houses Expands Boom” in September Na- 


Business. 


A LOOK AT YOUR FUTURE, 20 YEARS AHEAD 
... This country will have 221,000,000 people 
by then. Will there be enough jobs to go 
around? What about food and shelter? 
What’s going to happen to living conditions? 
How about leisure time? What will happeh 
to our cities? Don’t miss “People, Products 
and Progress: 1975” in September Nation’s 


HOW TO CASH IN ON GOVERNMENT RE- 
SEARCH ... Each year Uncle Sam spends 
more than $2 billion on research. And more 
and more businessmen are capitalizing on 
the government’s reports. How to get this 
material? What are your sources? Is there 
any cost involved? Better read “250,000 
Ideas Ready for Use” in September Nation’s 


Business. 
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New Printing Plant 
Ignores Old Dictum 
Forbidding Color Use 


LINCOLNWoop, ILL., Sept. 20— 
Because officials of the Magill- 
Weinsheimer Co. are color con- 
scious—as becomes printers these 
days—a new trend may be set in 


the American graphic arts indus- 
try. 


Advertising Age, September 26, 1955 


For the first time, a major print- 
er has rejected the long-held be- 
lief that the use of colors on in- 
terior walls in press rooms, the 
ink-mixing department and other 
strategic production areas would 
interfere with the blending of inks 
and matching of printed colors. 
The Magill-W einsheimer Co. 
opened a new $1,250,000 plant in 
this Chicago suburb this month, 
and its decor is anything but color- 
less. 


Since the company has created 
and produced printed merchandis- 
ing aids for 50 years, Alfred J. 
Weinsheimer and Harry J. Leahy, 
chairman and president respec- 
tively, reasoned that it would be 
good business to apply their 
printed merchandising techniques 
and customer psychology to their 
own plant. 


® The company retained Faber 
Birren, New York color counsel, 


ized colors for use in the printer’s 
new plant. In the master color plan 
'that was developed there are bril- 
liant hues and subdued ones—each 
with a purpose. Wall tones are pale 
and unobtrusive. Machinery and 
equipment are neutral in color. But 
a uniform brightness has been en- 
gineered throughout the plant and 
office areas. 

Every color means something. 
For example, equipment likely to 


and Birren developed 21 standard- 


«Nations Business 


“America needs a million salesmen.” That was 
the subject of a Nation’s Business article in the 
August issue .. . an authoritative roundup on a 
critical shortage that affects everybody’s busi- 
ness. This reporting is typical of the forward- 
looking articles to be found in Nation’s Business 
... for Nation’s Business is close to the pulse 
of business. 

Before the August issue was a week old, reader 
mail started flowing . . . a vice-president and 
sales manager of a large Minneapolis firm 
wrote: “/ think this is one of the finest things | 
have read on the subject. It is well put together 
and authoritative. Send 200 reprints.” The 
owner of a West Coast concern: “Send 25 re- 
prints. It is the finest of its type I have read in 
many years.” 

In the same mail, 14 different companies re- 


quested more than a thousand reprints of “Amer- 
ica Needs a Million Salesmen” for their execu- 
tives. All within the week of publication! 

Such spontaneous editorial response is a 
characteristic of Nation’s Business readers. Part 
of the answer may be found in the fact that of 
the 750,000 businessmen who subscribe to Na- 
tion’s Business . . . over five-hundred-thousand 
are presidents, owners and partners . . . “busi- 
ness-owners” who make decisions for their com- 
panies. Over 80% of Nation’s Business readers 
own a part of their business. 

Long-time Nation’s Business advertisers know 
this. In fact 68 advertisers have advertised in 
Nation’s Business for 10 to 39 years. Their ex- 
perience lends weight to the fact that action-in- 
business results when you advertise to business 
in Nation’s Business. 


Nation's Business 


Job outlook brightest ever race = 
Trend to single houses expands DOOM secs ss 
Engineers’ traffic trivks save lives esce « 


Washington +» New York 
Cleveland * Detroit + Los Angeles 
“Chicago + San Francisco 
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cut, crush or shock workers is 


/painted a vivid orange. Electrical 


controls are clear blue, and fire 
protection equipment is—what 
else?—red. 


Bond Stores Buy Newscasts 


Bond Stores Inc. has signed a 
contract with KCBS, San Francis- 
co, for 14 newscasts a week, one 
of the largest radio news package 
deals in recent northern California 
history. The contract calls for a 
52-week series of 10 and 15 min- 
ute newscasts, which began this 
month. The contract was arranged 
through the San Francisco office 
of Biow-Beirn-Toigo. 


‘Scholastic’ to Increase Rates 

Scholastic Magazines, New York, 
will increase its b&w page rates 
about 12% with September, 1956, 
issues. The rate will move from 
$4,900 to $5,500. At the same time, 
the circulation will be increased 
from 1,550,000 to 1,750,000—an ad- 
vance of 13%. 


Pick the 
GREENVILLE, S. C. 


a Market — 


With population of 494,212 in 
City & Retail Trading Zones, (ABC 
9-30-53) the Greenville market 
leads all others in South Caro- 
lina General Merchandise Sales. 


Here's the Comparison: 

GREENVILLE $45,782,000 
Columbia 40,970,490 
Charleston 25,500,460 


Sales Figures from Sales Manage- 
ment May 10, 1955, Survey. City 
and Retail Trading Zones from Audit 
Bureau of Circulations’ latest figures. 


The Greenville Market also leads 
all others in South Carolina in 
Population, Incomes, Retail 


Sales, Autos & Trucks, Wages 
and Employment. It's your first 
market in South Carolina. 


Bic ake LOS aan = ft pam 
j cers ck er ane 7 oe ne Ed 3 peat TF ak : 3 * J ; fh dy ek : E t ; 
ia 
ae 
Dest H | 
tO ae 
ef 
oe { 
oe 
Bs H 
gg 
ee } 
=f 
ae 
= ee 
... an 
es i 
— 
‘ 
} Ese eee 
i | 
a 
ets 
j Page. ee % 
{ > ip) as di ii ‘ 
¥, rg gig - a , 
S . ey 7 4 4 3 y 
| _ - = 
¥ 2 —— ae ' ; ¢ a ' b 
4 ¢ . 77 . 
“ yi bes d f 
| ene es, => gM - Re ¥ & — 
» Bx ~ 2 EP “ :. — 3 ; 
f cap oa ee a j By 
cag is oe - a. —— < ee ; a 
x ™ iis: ei fe — ga x: ; ae ¢ ; : £ 
as Pie of se : ' fe ‘< goed . 7 » oe us Sy et ‘ : 
; re _ er | a 
— cord ss 4 oe ' NS — 
is be bi - See ¥ Mi es 5 ee 9 # % ‘ 
: . 2 aay -\ a. ‘  . : “} ; ‘a is .. 
i) 4 Pe c fae. . ane ' ‘J ie , - PSA , 
| : ‘ 3 " “y a a = Be - - as es. 3 de 
: _ . : = . cS “7 i. : 4 % . a <j 
1) 4 ; eu > a ag fail > %% f ” 4 © GS soa of ¥ > 
: 4 ; i iy, te s i i is: é4 De Joa y ei ai 
‘h } Le oe i a % a ie oe ¥ + Ee 
' ’ P < gah “% er See F - atti a p ’ a ; = 
' a me <i emete F B ras “ a a. p ; aa 2 ‘ 
a a et es anes * es. Nz ee ae 2 ; — 2 *. ; 
is ye i e “e * : & P ; pee. ag = as ; & ‘@ 7 . ; . *« 7 ae ma - os * + y 
7 > ‘ See a / i 2 : 5 Pe 7 ‘ Ger wee ee a 
2 wie 9 ; ie ; se aa a - * a my, a 
% “ am a mm ee Pash ¢ e es as : i 
i : = ’ - ‘ cai . bh a j 
. J —__ be = = ag ae E s 
| Ugo amt y | cel ho G 
>) ? . on : Be a = = es ‘ 
ad : ‘ ‘ m : ’ tae Fe Pid f en 
i «ad ‘ a. - ceo ‘ i: “ . RIS 
+ Pema w= : : ee eek . ee BGs. 
$ a i “4 5 oe ait’ & s ce 4 a : ts a x scm oa) Boe - 
~ Jah fS : y . ' * ee : ‘ . 
oR a if = a ee * Fei a " - 
Pa : - F & ? ¢ 3 3 “4 1 ® Sal 
, z z 4 ‘ 4 Ms. . i : les 7 = 
2 : J Fe. 4 hy oes we : ¢ : Pie -_ 
. : “ee a re ; ‘ "e # Bee . 
pry. * Bee spa 4 * Re Fo 
: , Pe. : oe es &: — -§ & , aa wots 
eg 4 a ae R " 3 : x a a 7 “ 
Pe . - . sn? % $ ‘ , rm PR & ’ 
: ‘ Sa ae i ~ : . 3 a "ee a ; 3 
” ‘a x ren a > eee ae » ed pe. ™ ‘ és y 2 Fil ay . a { eS F 
a * ee ‘ fs sie ee, i, :e “a . Se. : , a 
tem —— a a i : Rate f oi . pa . ae aig P's Ros Lt ee os e sh 
| Sa OE ee ts _~ Ade Be. —_— oo me a 
i 4 ae A , a = = ie ~ . ae - es :* ‘s 2 Pe Bee er Z F 4 ne’ eI: Ul - —_ 
‘ a 2 a i ie : be ata are re ; 5, € - a Ke, ae tog a’ # : 
a i. en es Page Nope hs ; oa sl fn ae Gs ot as ; 4 ; a : 
\ we Ft eo a ll a ae CY. —— _ 
: ‘ . oe 5 ae et ko eee — > ah — oe se ne a i a igiy ee 
il oe Se ees ees a ae PO sg pe wi a on : a ee j ee Maa 
s ee ~ Be _ Fae, > Dee eo. 9 ae -— Wee <4 see Pe eg ik Pi 
a a be : ag sce oa a ne * ee ae i. eee 
4 s On . iar 7 ae P we 4 t . aa ure 
i i aa - = ae ee a) “i, tats Se a ‘ tate 
a ——- ae is i ee he ee " Tee =. ae in sg = 
— ke 4 = ee ia 4 ee sal ‘ 
; 3 o i . — ee os em * eae e 
¥ ¥; & bel WA J af Tay ‘an fa a 7 
i i ’ ait 4 % ee a bate 
ig: ; , ; RS. ‘ oe 
7 ay a 5 eee: 
it ; Pe al = / Wee sa 
> rs : 5 i act 
| ‘ af my + a in ie ii 
= et 
“ a ° " é 
, 
ay 7 
j . —— i 
ee 
’ 2 
| baa aR: 
P ’ : *. ge 8 
Pe i = , 
sf Wertire to you ‘ulure 
ie ; leading industries tovecast 
ee: eos 1975 
: eT 
1] j 
or ~ ' ~ 
. cs — 
—~ Tt a 
| GREENVILLE, ” Hous v8 p TOUS MOns, 
| 
‘ tvinine 
3 hia gs eel os 
i 2 PPE ae “ a a ee < a 
j 
, Daily Circulation 99,506 
‘ y ircuiation ’ 
A a " . t zi ES : " ° ; ys: He 
r aie See ud q is PASS | Ae 4 5 Fepe ss, aie See ea ase = Ne e042 : ee = % ae “) adie AP ben ya Ig : Ee a 3 fe a han a ‘ ae aay ipa I a ae 
ao teh eo : ake 2 Fials tee RMN Sage DN erie ar PS te OR Aen alge CORRS OE St LS Ss gh at bee Mee, Oe Dg Jl Sa te ye Pee Le eae oy, Be Na alg oy he eae Bo cere vee ST Re Se 2 Be i hE Pye RIAN SSS Mae By Me { 4 Se Nie Ses 
CWkahe ok, ck ne age. bh A ae marten, Pees e. ae ee EN ee et tS aCe ee a ke, EAN Pers. ALR Sob aR, et Se Pe ee ok Chet HS Seg wo ae. Bu Nene Fae eng te fies har or ad sce ie ab : Fie es ee io ges eco Feet ESS Cara F55 ed aay ee es ge g elf 
A We es ee et AO a ae rei SAY : ea 5 97 ae Le ee RS Ge ee ee ae ee ee ao ae es = eh girs ene PO ae ES eT ae hare One, eae Moa ee aia Say Jo ae ge Seas Ere ee Saeed Cate en ae Ses oe Rg aN 
PaO era res Vlg Peas i ates oS Cer Wee Le fie Fe ot Rr et Se Cm ronal cas SMe Ores FD) een ee Sea Bi SS De Cas Sak Sie ot tena Se aa ene balloe = OMe emai met ere Ne fe a Re wee Se LAMP LON TNL Coa eh yg Maras iN Pac Cte. oy ir Beem eo eee poeta, ty 
cow INE EMTS 9 darth aes a ger Ae ETc meas tied Sg Tee PRM Ry Sueres aw peep nk yen Ear oy Se hay Satire eNO Deb apa Rte SA gh Mas tee ig A Re wee ee ae Pa ee hg ne MOS A eg ee 4 oe Oe Sek eek gh ram es oe toe + oy 


we = 


38 


Ballantine Buys TV Film 
“Highway Patrol,” the Ziv syn- 

dicated film, will be seen twice 

weekly in New York—once on 


al 


WRCA-TV and once on WPIX— 
under the sponsorship of P. Bal- 
lantine & Sons, Newark. William 
Esty Co. services this account. 


a Formacia, Moderne. 


the direct route to the heart 
of the giant LATIN AMERICAN 


drug and cosmetic market 


LA FARMACIA MODERNA is read 


tegularly by more than 18,000 Latin 


American retail druggists, wholesalers, 
importers, and other carefully selected 


buyers . . . 41% more than any other 
medium covering this market! 


Write today For Facts and Rate 


Down Beat — Up 


a maher 
publication 
Publishing since 1934 


_*s 


~ THE CANTERBURY PRESS 
2001 Calumet, Chicago 16, Ill. 
Whirl — Music — Bev 


erages 
Radio y Articules Electricos — Elaboraciones y Envases — La Tienda — 
Radio y Articules Electrices Catalog File — Bebidas Annual Directory 


Card! 


Beat — Geuntry and Western Jamboree — Record 
— Bebidas — La Farmacia Moderna — 


More Promotion 
of Business Paper 
Advertising Urged 


NEw York, Sept. 20—Too many 
publishers do no advertising at 
all or have inadequate budgets, 
William K. Beard Jr., president of 
Associated Business Publications, 
told the first fall meeting of ABP’s 
promotion and research round ta- 
ble here last week. 

Mr. Beard urged that more pub- 
lishers and agencies use more ad- 
vertising to sell advertising. 

Many of the people who depend 
on advertising for their livelihoods 
“think that it’s something that’s 
awful good for the other fellow,” 
Mr. Beard asserted. 


® Business paper publishers aren’t 
the only ones who do too little ad- 
vertising of their own organiza- 
tions, he said. “‘There are probably 
only a dozen advertising agencies 
that aren’t in the same boat.” 


ie ai ee ee ae Ee en 3 
Regie Wiese gaan” is a Sg 


J 7 oh] Ca 


Advertising Age, September 26, 1955 


Mr. Beard pointed out that me- 
dia promotion is judged more crit-| 
ically than any other advertising 
because it is produced by people 
who are supposed to be experts. 
The ads of publishers and agencies, 
he said, should always be of top| 
quality. 

Publication promotion managers 
attending the meeting were also 
urged to tie in their individual 
‘efforts with the business paper 
promotion efforts of ABP to help 
assure that they get their proper 
share of ad budgets. 


Houlihan to ‘Family Circle’ 

Arthur T. Houlihan Jr., formerly 
on the sales engineering staff of 
Aluminum Co. of America, has 
joined the New York sales staff 
of Family Circle. 


Siesel Co. Names Officers 
Harold J. Siesel Co., New York, 
advertising agency, has named Nan 
Morrison and Leonard M. Scherer 
v.p.s and John Cisneros treasurer. 
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"Ob, he can be a real nice guy, so long as nobody 
forgets that things have changed in Cincinnati.” 


BETTER NOT TRUST your own memory too far. Things have changed 
in Cincinnati. Today, the CINCINNATI ENQUIRER leads the daily* field 


in City Zone Circulation, and in Retail, General, Total Display, Clas- 
sified and Total Advertising Linage. (Source: A. B. C. and Media 


Records, latest 6-months’ figures.) *There has never been a question, 
of course, about the Sunday Enquirer's leadership. 


CINCINNATI ENQUIRER SS : 


SOLID CINCINNATI 
READS THE 


ee 


this hat says Thanksgiving 


your Lee says Thanksgiving, too 


Lee 
bales 


Onty $1100. Other Lee Hats 


50 te $20.00 


» The Freeh Ht tne Comment, Gusher. Conn 


THANKSGIVING HATS—The Frank H. 

Lee Co., Danbury, Conn., will run 

this ad in the Nov. 25 issue of 

Collier’s as part of its fall ad drive. 

Similar seasonal ads will appear in 

Esquire, Sports Illustrated and 
Vogue. 


Lee Hats Will Use 
Four Magazines in 
Ad Drive This Fall 


DANBURY, CONN., Sept. 20—The 
Frank H. Lee Co. will promote its 
line of men’s hats this fall with 
a national magazine advertising 
drive. 

A series of nine ads, eight in 
full color, have been scheduled 
from this month through December 
in Collier’s, Esquire, Sports Ilus- 
trated and Vogue. They are timed 
to conform to a five-event retail 
promotion calendar—Back-to- 
School, Back-to-Work, National 
Hat Week, Thanksgiving and 
Christmas. 

Six weeks after retailers were 
first shown the campaign and tie- 
in point of sale materials, the en- 
tire supply of posters and counter 
cards was exhausted. Requests for 
tie-in mat ads exceeded any pre- 
vious season’s orders, Lee officials 
said. 

Each of the ads features seasonal 
hats and Lee models. E. A. Korch- 
noy Ltd., New York, is the agency. 


Three Building Material 
Publications Form Assn. 

Three regional building material 
dealer publications have organized 
Building Materials Associated 
Publications to offer combination 
rates, single plate service and sin- 
gle billing to advertisers and agen- 
cies. Members of the group are 
Mississippi Valley Lumberman, 
Minneapolis; Retail Lumberman, 
Kansas City, Mo., and Wood Con- 
struction & Building Materialist, 
Xenia, O. 

Under the new setup, advertising 
may be placed in all three publi- 
cations, or in any two of the three, 
with a single order placed with the 
secretary of BMAP, 1011 Lumber 
Exchange Bldg., Minneapolis. A 
four-page folder describing the 
group is available from the secre- 
tary or from any of the three 
publications. 


Bryan Houston Moves 
Bryan Houston Inc., New York, 
has moved to larger offices at 730 


Fifth Ave. 
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IN SAN FRANCISCO... 
IT’S THE EXAMINER 


In any market one newspaper is Newspaper Number One. 


In San Francisco and northern California, it’s The Examiner... 


first in news, circulation and advertising. 


The San Francisco Examiner is represented 


nationally by Hearst Advertising Service. 


b ol € pe ae 
Te LH Ea 
7 igs at er 


‘Cad SPR ae. 6s 


= 


— _—— 


oS ae 


F bein 
cen 


Stay 
See ional 


sie Rseeitagh ed. awh vr adees a eyes is a Re Ss egret Peed + ote < Z at Ds ae ft ‘colds caine ay “<2 ead gs eg an } Fy RO SN, td sehen te ty 
i 
= | 
= 
si ‘ 
‘ ! . 
“ 
| A fi a 
aa (v) (9) 
o-. . os 
fo a ve eee 
. | WY aD 
' AAPL 
ae \ cacme | 
= (4 
e i i 
3 
: | ee : 
| 4 | 7 a oT =a ap 
a -- | te = | | se ae a 
~ 4 | wen Soe 5 a. ——— Peco 
a Bll = ae — ss 
# Li Pane Nee ee —_raScs a = ; ae & 
= I| ———— ——— -, ZI Pe 
| w~ PR ernteena =e |. = 
Fo wie ee ei PL Hy als Pe S 
| poy | [PSU Hervey LOS ea Ue FI a Va g El] oa 
| HS ‘lg, SNS ee ae rs ve 
2 y fle y POF | AL a oa UT Tre AY ARS A! ( “; 4 ’ ry oe 
a Fj acs (\5' f MAN 7 rT 1) \ \ | — ead VV BLY 
a - \ fa: LAA Ie oF \ ‘\\lo ANV\Ni q 5 + 2 aly: Pa 2 _ 
mi) hts Rep Sens RTI WT" Ja AIMEE (Wier oe 
An ——— 4" b Z eeerd . : . j O P ud wr: 2 ~ 
Yq {" Se { y ‘ — = - oo Te ue\l —— rh. 4 
he FEC | | SCRE ANA A 
i tas 7 or a a ~ 
a ae = ae A ) 
: f’ : \ 7 WY \ /\V 
§ \ Y / i 
| SN fell. Stinit Cable Cars Javidabeer, 1 | 
| —. 7} 
Sam Phan” 
q 
ich ao ae a Pad pa Is acl PgR CRE BN INN DUCE ANS oe, SOR a ec a eee an IEEE SL nesdh OR asi Si eee cy ak a gem age 


HEADQUARTERS FOR 


BACK * DATE > MAGAZINES 


FOR ALL RESEARCH PURPOSES 


MIDTOWN MAGAZINE SHOP 


1105—<éth Ave. (bet. 42 & 43 Sts.) 
New York 36,N. Y. © BR 9-2697 


Levers to Harrington-Richards 

Houston Levers, formerly an ac- 
/count executive on the Rainier 
|Brewing Co. account for Miller, 
| Mackey, Hoeck & Hartung, Seattle, 
| has joined the staff of Harrington- 
| Richards, San Francisco, as an ac- 
| count executive. 


A. L. Shuman, Noted 
Adman and Civic 
Leader, Dies at 83 


Fort WortH, Sept. 20—A. L. 
Shuman, 83, retired newspaper 
executive and outstanding civic 


NATION’S LARGEST TRADE TERRITORY 


TWO Separate Newspapers ¢ 30° Line BUYS BOTH! 


1955 GROCERY 
PRODUCT SURVEY 
write for your 
FREE copy 


Che £1 Paso Times 


AN INDEPENDENT NEWSPAPER 
MORNING AND SUNDAY 


El Paso Herald-Post 


A SCRIPPS-HOWARD NEWSPAPER 
EVENING 


leader, died in his home here 
Sept. 12. 

Mr. Shuman was born in Savan- 
nah, Ga., one of 13 children. He 
migrated to Texas around 1900. 
He first worked as a traveling 
salesman for a mercantile com- 
pany at Pecos. In 1904, he came to 
Fort Worth as advertising manager 
and merchandiser for the Bradford 
Dry Goods Co. 

Later, he joined the Fort Worth 
Star, predecessor of the Fort Worth 
S:ar-Telegram, as circulation man- 
ager. He became advertising man- 
ager in 1909 when the newspaper 
became the Star-Telegram. Mr. 
|Shuman retired in 1932 as director 
‘of advertising for the newspaper, 


and resigned in 1945 as v.p. and| rant County draft board from 194 


Advertising Age, September 26, 1955 


director of Carter Publications Inc., 
selling his company holdings to 
associates. 


@ Mr. Shuman helped organize the 
Fort Worth Advertising Club in 
1909, and was a past president and 
honorary life member of the group. 

In 1912, he was one of the found- 
ers of the Newspaper Advertising 
Executives Assn. and served two 
years as its president. He also was 


a founder and president of the) 


Midwest Newspaper Advertising 
Executives Assn. 

In addition to being a member 
of many civic organizations here, 
Mr. Shuman had been active in 
Boy Scout work since 1920. Gifts 
by Mr. Shuman and his wife helped 
establish a Boy Scout camp, an 
auditorium in Fort Worth Chil- 
dren’s Museum and the LeRoy 
Griswold Shuman Museum at 
Worth Ranch. 

Mr. Shuman also helped organ- 
ize the Community Chest here in 


| 1929, and he also served on a Tar- 
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HARDWARE STORE SALES 


Kansas City, Missouri 
Lansing, Michigan 

Rochester, New York 
Dallas, Texas 
Denver, Colorado . 
Chattanooga, Tennessee . 


SAN DIEGO, 


CALIFORNIA 


37,812 


$7,356,000 
4,699,000 
6,403,000 
5,310,000 
6,151,000 
5,282,000 


,oo0o 


You get more for your advertising dollar with the SATURATION circulation of these 
two great newspapers .. . complete, authenticated, “asked-for’’ coverage of over 


REPRESENTED NATIONALLY BY 


Data Copyrighted 1955 Scales Management, Survey 
of Buying Power; further reproduction not licensed. 


90% of the Billion Dol 


Sand 


“SAN DIEGO, CALIFORNIAD 


lar San Diego market. 


iego Union 


EVENING TRIBUNE, 


THE MOST 
IMPORTANT CORNER 
IN THE U.S.A. 


THE WEST-HOLLIDAY COMPANY, INC. 


~ 1946. He was chosen Fort 
Worth’s outstanding citizen in 
1938 by the Exchange Club. A 
library, which the Fort Worth Ad- 
vertising Club presented to Texas 
Christian University last January, 
was named for him. 


WILLIAM HARRIS DAVIS 


ASHEVILLE, N. C., Sept. 20—Wil- 
liam Harris Davis, 70, owner of 
the W. H. Davis Advertising Agen- 
cy, which he established here in 
1921, died Sept. 16. Prior to 
opening his own agency Mr. Davis 
was associated as manager and as- 
‘sistant manager of advertising de- 
partments of various newspapers, 
including the Observer, Charlotte, 
N. C.; the News, Charlotte, N. C., 
the Miami Herald and the Ashe- 
ville Times. 


JOHN O. ELLINGTON JR. 


| SAVANNAH, Sept. 20—John O. 
/Ellington Jr., 53, prominent Savan- 
‘nah advertising executive, died 
|Sept. 16 in a hospital here after a 
brief illness. 

Mr. Ellington was a partner and 
‘president of the recently organized 
‘advertising agency of Pidcock, 
| Ellington and Whitson. 
| He formerly was with the South- 
eastern Advertising Agency here, 
and was a director of the Adver- 
tising Club of Savannah. A grad- 
juate of the University of North 
Carolina, he had been associated 
|\with the advertising business for 
‘the past 28 years, having worked 
‘in New York, Boston and Phila- 
_delphia. 


ARTHUR G. LOMAX 

SEATTLE, Sept. 20—Arthur G. 
Lomax, 57, who spent his life in 
advertising work here, died of 
heart disease in his home Sept. 15. 
'Early in his advertising career Mr. 
‘Lomax worked on the Seattle 
Times and the Seattle Post-Intel- 
ligencer. In 1939, he joined the 
Strang & Prosser agency, where he 
became a partner. Later he was 
with Pacific National Advertising 
Agency, and also was advertising 
manager of Littler Inc. At the time 
of his death he was in free-lance 
,advertising work. Mr. Lomax was 
a member of Greater Seattle Inc., 
\civic promotion agency, and was 
a recent chairman of the city’s I 
Am An American Day promotion. 
He had been active for many vears 
in American Legion affairs. 


JERROLD ARNOLD 


PaLM DESERT, CAL., Sept. 20— 
Jerrold (Jerry) Arnold, 56, vet- 
eran West Coast adman, died Aug. 
30 in his home here, Mr. Arnold 
began his advertising career in 
1925 as a junior account executive 
with Logan & Stebbins, Los An- 
geles. Later, he became southern 
California manager for Beaumont 
& Hohman, where he worked for 
many years until forced into a 
four-year retirement because of 
ill health. He returned to the agen- 
cy field in 1940, joining Dudley L. 
Logan Advertising as an account 
executive. He later was made a 
partner and v.p. when the company 
became Logan & Arnold, with of- 
fices in New York and Los An- 
geles. Mr. Arnold most recently 
was general manager of Market- 
ers Inc., Los Angeles. 


DAVID LUCKMAN 


New York, Sept. 20—David 
Luckman, 35, a senior merchandis- 
ing manager at Gimbel Bros. de- 
partment store, died here Sunday 
after an illness of several months. 

A brother of football star Sid 
Luckman, Mr. Luckman had pre- 
viously been in merchandising 
posts with James McCreery and 
Abraham & Straus. 


Weiss Joins Lewin, Williams 
Sanford Weiss, formerly copy 
chief at Hirshon-Garfield, has 
joined the creative staff of Lewin, 
Williams & Saylor, New York. 
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“T never thought I'd celebrate the day 
another magazine outsold my FARM JOURNAL!” 


I'll bet you never thought I would be happy to see another magazine 
outselling my FARM JOURNAL. I didn’t either. 

It all began shortly after we acquired Country Gentleman. As you 
may know, we addressed a letter to the 1,082,000 former non-RFD 
subscribers of Country Gentleman saying, in part: 

‘“*Y our address indicates that you do not live on a farm or ranch 

.. . Unless you do have a real honest-to-goodness business 

interest in farming, TOWN JOURNAL will give you the most 

for your money.” 
With but a brief description of the magazine’s purpose and main 
editorial features, in competition with the biggest and finest farm 
magazine ever, nearly three-fifths of the respondents have said, “‘Make 
mine TOWN JOURNAL!” 

More than all of the many compliments from friends in advertising 
—even more than its rising volume of advertising—this response 
from these wonderful families tells me we have another great winner 


ye a 
TOWN JOURNAL 


The Family Magazine of Home-Town America 
Circulation nearly 2,000,000—Graham Patterson, Publisher 


in TOWN JOURNAL. 
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SO WRITES Arthur S. Cotins, president of Moser & Cotins in Utica, 


New York. His “for instances’, quoted below in part, make interesting reading —point 


up, again, that you don’t need big ad budgets to stir up excitement. Particularly in 


Fortune. For Fortune gets results...as advertiser after advertiser agrees in Fortune’s 


Results Case Book. Why not ask to see a copy? 


Fortune Magazine, 9 Rockefeller Plaza, New York 20, N. Y. JUdson 6-1212 


even have the eaetiance that somebody vould drive up in a Cadillac car, with the adver- 
tisement in his hand, and ask to have the furniture pronto that was advertised in FORTUNE 
Sure enough, a customer did drive up, from a distance of 100 miles or more. But he ar- — 
rived in a Jaguar convertible; and he carried the magazine, with his finger in the ‘portion 
~ «¢ =. eee ctl eoereee our Oe became aa » ee. ~~ ee | ‘set 


"Then they received three special ‘Geers os the May setup, from dealers vho wanted ~ 
everything illustrated in the advertisement -- even to the pieces of ceramics. I worden 
whether they were just for display purposes. The answer was that they were to fill 


orders | compubers vho. et an oe anita of what was — * the adver 
tisement. | es. fearadet : 2 : ae ae 


"The Sandioe news dealer tn | Herkimer Standard's tint town used to Ai a standi | 
with FORTUNE for one copy a month. N ® = order 


—or LLB 


Taetion -- and that Meio rll followed, not only to fill the pipe. ui ores 
orders which are coming directly to Standard dealers from FORTUNE readers | 


7 is another aspect in this situation to which Tt : per like your 
We up-state agencies usually face the task of getting would like to cali your attention 
awfully hard digging and sometimes such results are a long time in coming. In the case of 
_ Standard, I first called on them 35 years ago -- and was literally thrown out by the nap 
of my neck. And now, 35 years later, their FORTUNE campaign is kicking up all sorts c 
. I'm gett ee pereaae ick out of = 
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STANDARD FURNITURE COMPANY ’s Continental Executive Suite 
shown below was pictured in a recent advertisement which appeared in Fortune. 
For some interesting background notes on this advertising, please note Mr. Cotins’ comments. 
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Why Do Most Canadian Advertisers 
Test Their Campaigns in the Pages of 


¢ London Free Press 


Westein Ontarivs Foremest Meurpaper 


BECAUSE: 


@ they consistently find that the readers of the London Free Press mirror 
the reactions and buying habits of people across Canada 

@ the London Free Press is Canada’s most cooperative test paper with 
stock checks, promotional cooperation, split runs, and all the extra aids which give 
a “‘crispness’’ to their whole campaign 


@ London is a pure market with only one newspaper to buy 


The Truce of the Bear 
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ONTARIO'S LARGEST DAILY NEWSPAPER 
CIRCULATION OUTSIDE TORONTO 


94,437—Publisher's Statement, March 31st, 1955 
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TRUCE OF THE BEAR—Ad showing bear, part of a Gray Mfg. Co. series, 
features Kipling’s poem on the bear that stands like a man. Syng- 
man Rhee is an example of the ads quoting noted persons on com- 


munism, 


The Board of Directors of a leading 
U.S. corporation met in Paris this 
spring. They didn’t go for Long- 
champs, or even to be in Paris in 
the Springtime. 

This was their way of dramatiz- 
ing the company’s growing inter- 
national commitments—and their 
faith in the current dynamic ex- 
pansion of international trade. 


More and more U.S. businesses, 
large and small, are participating 
in the huge new markets overseas. 
For instance: 

A business-machine maker now 

finds 20% of its 169-million-dollar 

sales overseas— A razor-blade 

maker now finds 50% of its 141- 

million-dollar sales overseas— 


The 165 million people in the U.S. 


make up only about 9.9% of the 
people in world markets now open 


to normal U.S. trade. This means 
almost limitlessopportunity among 
one-and-a-half billion people to ex- 
pand our markets abroad. 


The J. Walter Thompson Com- 
pany has long believed that you 
can get maximum results in these 
overseas markets only by on-the- 
ground operations. 


That’s why we first opened our 
London office 56 years ago—and 
have since opened 22 offices in over- 
seas markets where it was obvious 
that the greatest opportunities lay. 
We have been in India for 26 years; 
in South Africa for 27 years; in 
South America for 26. 
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For your next Board Meeting- 
should you, too, consider Paris ? 


In virtually every major interna- 
tional market, ours is the largest 
advertising businessin the country. 
For instance: Ours is the largest 
advertising agency in London. Our 
office there has 485 people. In Aus- 
tralia, we have an aggregate of 
210; in India, 271. 


You may be interested in overseas 
markets now. Or in a study of their 
potentialities for the future. In either 
case—we believe our experience and 
on-the-ground facilities in every major 
free market of the world are something 
which you would like to explore. Write: 
J.Walter Thompson Company, A9B, 
420 Lexington Avenue, New York 17, 
New York. 


J. WALTER THOMPSON COMPANY 


New York, Chicago, Detroit, San Francisco, Los Angeles, Washington, D.C., 
Miami, Montreal, Toronto, Mexico City, Buenos Aires, Montevideo, Sao Paulo, 
Rio de Janeiro, Santiago (Chile), London, Paris, Antwerp, Frankfurt, Milan, 
Johannesburg, Cape Town, Bombay, Calcutta, New Delhi, Sydney, Melbourne 


! Gray Manufacturing 
Receives Award for 
_Anti-Communist Ads 


HARTFORD, CONN., Sept. 20—Gray 
Mfg. Co., maker of electronics and 
dictation equipment, has _ been 
awarded a special “patriotic ad- 
vertising award” by the Sons of 
the American Revolution. 

The company received the award 
for a series of ads attacking com- 
munism and the very idea of trust- 
ing the communist nations in any 
truce. 
| The ads have been running in 
‘the American Mercury, Army, 
Navy, Air Force Journal, U. S. 
News & World Report and a num- 
ber of electronics and ordnance 
trade publications. 


is Many of the ads quoted leaders 
who are outspoken against com- 
-munism, such as Syngman Rhee, 
president of Korea; Walter S. Rob- 
ertson, Assistant Secretary of State; 
Sen. William F. Knowland; Gen. 
Nathan F. Twining; Gen. Matthew 
'B. Ridgeway; Adm. Robert E. Car- 
ney, and the late Sen. Robert A. 
Taft. 

One ad featured Rudyard Kip- 
ling’s poem about the bear that 
stands like a man. 

In accepting the award, Walter 
Ditmars, president of Gray Mfg. 
Co., said, “The business and finan- 
‘cial community has a very direct 
obligation to combat communist 
doctrines which would destroy cap- 
italism as the cornerstone of the 
American way of life...‘Soak the 
rich’ taxation is the gospel of com- 
munism—not Americanism. It is 
an alien precept in a country 
where the fond dreams have been 
that the poorest might become one 
of the richest.” 

French & Preston, New York, is 
the Gray agency. 


Mueller Macaroni in Drive 


Mueller Macaroni Products, Jer- 
sey City, began its biggest advertis- 
ing program Sept. 22 with weekly 
insertions in 27 newspapers, radio 
spots on more than 20 stations, 
co-sponsorship of WOR-TV’s “Mil- 
lion Dollar Movie,” the Ruth Lyons 
tv show in Ohio and tv spots in 
Boston and Birmingham. Scheidel- 


‘ler, Beck & Werner is handling 


the advertising. 


| Texas PRSA Chapter Elects 


Paul Cain, president of Cain Or- 
ganization, Dallas-Fort Worth, has 
been elected president of the North 
_Texas chapter of the Public Rela- 
_tions Society of America. Other 
officers elected include Charles E. 
Yeager, Texas Industries, v.p.; 
‘Derby Hammond, Southwest In- 
surance Information Service, sec- 
retary, and Mabel Duke, Watson 
Associates, treasurer, 
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Fashion begins 
with the fashion-minded 

few and invariably 

results in mass acceptance 

for a product. 

Case in point: HI-FI, 

Aimed originally at an audience 
of upper-income audiophiles, 
this newest of fashions has 
created a market of the highest buy- 
ing frequency. HI-FI sales have 
risen from 0 in 1951 to $300,000,000 
ae in 1954. Another sign that... 


the only Reh 
fashion magazine 
for men 
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Electrical Group | 
Joins Philadelphia 
Utility in Ad Push 


PHILADELPHIA, Sept. 20—The 
Electrical Assn. of Philadelphia 
and the Philadelphia Electric Co. 
will run a campaign of 68 ads in 
the city’s three daily papers and 
about 300 insertions in weekly 
neighborhood papers during the 
next three months in order to 
promote electrical appliances, 

The newspaper ads, ranging in 
size from 800 lines to full pages 
for the dailies, and from 56 to 630 
lines for the weeklies, will be 
supported with car cards, radio 
and television spots and outdoor 
posters, making the drive the 
heaviest in the history of the elec- 
trical industry here. 

In addition, the association is 
offering to run dealer prospect 
parties and provide retailers with 
direct mail pieces and even mail 
them to their own prospects, 

An initial campaign is being 
built around electric clothes dry- 
ers, with dealers participating 
through listings. 


a Similar promotions will be built 
around automatic heaters, electric 
ranges, dishwashers, home freez- 
ers, automatic bed coverings, 
lamps and general housewares. 

In most cases, the Philadelphia 
Electric Co. ads will run simul- 
taneously with the association ads. 

Al Paul Lefton Co. is the agen- 
cy for both the association and the 
Philadelphia Electric Co. 


Richard Meltzer Adds Three 

Richard N. Meltzer Advertising, 
San Francisco, has been appointed 
to handle advertising for George 
Blaufuss & Son, Napa, producer 
of Saxon apple cider and juices. 
The Los Angeles office of the 
agency has been named to handle 
advertising for The Barraclough’s, 
a new restaurant scheduled to open 
soon in Park La Brea, Los Angeles, 
and for Globe Coffee Shops, a sub- 
sidiary of the Barraclough com- 
pany, with retail outlets in Los 
Angeles. 


Air Time Productions 
Appoints Kemble Co. 

Kemble Co., Santa Barbara, Cal., 
advertising agency and public re- 
tions counsel, has been appointed 
exclusive national representative 
for Air Time Productions, new 


Use records by stars like these 
as your next premium 


Churchill 


These are just a few of the famous, big-name 
recording stars whose records are now being 
offered as premiums with real mass appeal. 


Put your product name right on the label. 


Here is a partial list of other great names 
available to you! 


% Paul Wing Milt Herth Trio 


Get complete information today. Write, wire 
or call any of the offices listed below, 
Dept. AA-107. 


155 E. 24th St., New York 10,N.Y. © MUrrayhill 9-7200 

445 WN. Lake Shore Drive, Chicago 11, Ill. + Whitehall 4-3215 
1016 N. Sycamore Ave., Hollywood 38, Calif. + HOllywood 4-517! 
1525 McGavock Street, Nashville 3, Tenn. + NAshville 5-669! 
in Canada, Call Record Department, 

RCA Victor Company, Ltd., 1001 Lenoir St., Montreal, Quebec 


ee 


TMKS.© custom 


record 
sales 
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television film production facility. 
Air Time Productions, located at 
the Santa Barbara Airport, is 
headed by Ray Dietrich and Jack 
Wood. Cartoonist Frank Webb is 
art director and chief animator. 
The new company is specializing 
in 16mm animation and live action 
films as well as news release cov- 
erage of the coastal counties. Cur- 
rently under production is a se- 
ries of animated cartoon announce- 
ments for Patterson Ford, Santa 
Maria, Cal. 


Seabrook Farms Names Two 

| Thomas F. Costello, former as- 
sistant manager of the Red Heart 
division of John Morrel & Co., and 
Luke Franklin, former manager 
of market and consumer research 
of the Birds Eye division of Gen- 
‘eral Foods Corp., have been ap- 
pointed field sales manager and 
manager of market research, re- 
spectively, of Seabrook Farms Co., 
Bridgeton, N.J., processor of quick- 
frozen fruits and vegetables. Both 
are new positions. 
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Hazelwood Joins Keeling 

Keeling & Co., Indianapolis 
agency, has appointed Jackson 
Hazlewood a v.p., effective Oct. 1.| 
Mr. Hazlewood, with the Cleveland | 
office of Fuller & Smith & Ross for 
the past 13 years, currently is an 
account executive on the Alumi- 
num Co. of America account. 


BBDO Moves Middleton 
Harold E. Middleton has been 
appointed director of media of the 


Pittsburgh office of Batten, Barton, 


Durstine & Osborn. For the past 
nine years, Mr. Middleton has been 
director of media of the agency’s 
Chicago office. 


‘U. S. News’ Names Fisher 

U. S. News & World Report has 
appointed Edward Fisher to its De- 
troit advertising sales staff. Mr. 
Fisher formerly was with Mechan- 
ix Illustrated and with D. P. 
Brother & Co. and the Detroit 
diesel division of General Motors 
Corp. 


way to accom 


APPLY BUSINESS PAPER 
ADVERTISING HERE 


Sound and consistent product adver- 
tising is the best, quickest and cheapest 


in building an order. 


BASIC SALES STEPS. 


plish the preliminary steps 


CREATE 


AROUSE 
INTEREST 


= 


CONTACT ili 


PREFERENCE 


METHODS CHART for increasing sales power 


FOR GREATER SALES 
PRODUCTION HERE 


(See 
— 


SPECIFIC 
PROPOSAL | 


ORDER 


With Advertising (Mechanized 
Selling) functioning properly on 
Steps 1, 2, 3 the salesman can 
concentrate more of his valua- 

ble selling time on the impor- 

tant job of producing finished 
orders. 


KEEP CUSTOMERS 


... apply advertising to help 
the salesman hold the line 
against competition—lay the 
foundation for future sales. 
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‘Life’ Reports Ad Record 

Life reports it will close the 
third quarter. of 1955 with an es- 
timated $25,150,000 in ad revenue 
and 907 ad pages—both new rec- 
ords for the period. The revenue 
figure is 9.4% over the previously 
third-quarter high, set last year. 


Buchen Extends Division 
Buchen Co., Chicago, is extend- 
ing the services of its international 
division to handle accounts which 
it does not also handle domestical- 
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ly. Heretofore, the division had 
only accepted regular clients. 


Boland Promotes Holsinger 
Frank W. Holsinger has been 
appeinted research and media 
manager of Boland Associates, San 
Francisco. Mr. Holsinger, a grad- 
uate of Harvard Business School, 
has been a copywriter with the 


agency for the past five years and 
'prior to that was divisional adver- 
tising manager of Armco Drainage 
& Metal Products Co., Berkeley. 


Group Sets Up 


Award. 


|who has made 


Canada Packaging 


Golden PAC Award 


Toronto, Sept. 21—Members of | at the association’s annual ban- 
the Packaging Assn. of Canada quet Nov. 8. 


are being asked to nominate a| he board of judges that will 
candidate for the Golden PAC | make the final decision is com- 


| standing contribution to Canada’s 
packaging field.” 

Any resident of Canada may be 
nominated to receive the award, a 
|3-dimensional replica of the PAC 
‘symbol, which will be presented 


_posed of F. J. Brennan, district 


The award will be made for sales manager, American Can Co. 
the first time to honor the person | of Canada, Montreal; J. P. Gled- 
“the most out-| hill, 


president of Wonder Foils 


App 


McGRAW-HILL 


PUBLISHING COMPANY, 


330 WEST 42nd STREET, NEW YORK 36, N. Y. 


INCORPORATED 


preference for the product he’s selling. 


business publication advertising. 


At any given moment, the average industrial salesman’s list of 
accounts will provide examples of the various steps to a sale. 
You'll find prospects he’s trying to contact ... others whose 


interest he has aroused .. . still others who have evidenced a 


He’ll have examples of the pay-off steps, too. Accounts to 
whom he has made specific proposals . . . orders awaiting signa- 
tures. And, if you don’t think the tally of orders is high enough, 
the circumstances may be the answer. 

“‘Bird-dogging”’ for prospects, for instance, may be costing 
orders from immediate buyers. But this is one situation that 
can be changed. You can ‘‘mechanize”’ the first three steps to a 
sale—and buy your salesman more time for the pay-off steps— 
by using Business Publication Advertising. For pennies per 
call, your advertisement in business magazines will reach new 
prospects with the same story your salesmen tell in their early 
visits—what you make—how it helps—why it’s better. 

Perhaps, in re-evaluating industrial salesmen’s time, you’d 
like to see the McGraw-Hill booklet, ‘How Many Accounts 
Can Your Salesmen Handle?” Ask your McGraw-Hill man for 


a copy. And the next time you figure out quotas, figure in 


Me a 


Sn 


OVER A MILLION MEN IN BUSINESS AND INDUSTRY PAY TO READ McGRAW-HILL BUSINESS PUBLICATIONS 
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Ltd., Montreal, and director of 
marketing, J. Lyons & Co., Toron- 
to, and C. H. Willis, sales promo- 
tion manager, Appleford Paper 
Products, Hamilton. 

Nominations are being accepted 
only on official forms by members 
of the association. 


Weller Slates Tool Drive 


Weller Electric Corp., Easton, 
Pa., will break a new campaign for 
its power tools with a page-and-a- 
half ad in the Oct. 17 Life. Weller 
power sanders and soldering guns 
and kits will be featured. The cam- 
paign will continue through April 
with insertions in Family Handy- 
man, Mechanix Illustrated, Popu- 
lar Mechanics, Popular Science, 
Radio Electronics and Radio & TV 
News. Arndt, Preston, Chapin, 
Lamb & Keen, Philadelphia, is the 
agency. 


Newill Rejoins Ted Bates 

Philip Newill, free-lance writer 
for the past few years, has rejoined 
Ted Bates & Co., New York, as a 
copywriter. 


GROUP DO YOU 
WANT TO SELL 
IN CANADA ? 


Canadians like their own 
national business publications. 
A recent survey* explains how 
much. Here are some reasons 
why: 


- « « because they’re edited for 
Canadians with an eye to 
Canadian needs, 


because the books provide 
good advertising display 
and sound, readable 
editorial matter. 


because space costs are 
low in relation to the 
publications’ deep pene- 
tration in the national 
Canadian market. 


Write to-day for information on 
Canada’s 105 BNA publications. 


*Gruneau Research 
Bulletin 1954 


on request. 
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First seven months 1955 we gained 
2,012,145 lines (19.6%) over our biggest 
year, 1954. This is progress. Ten consecu- 
tive years of impressive gains. 


(Media Records) 
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Advertising Age, September 26, 1955 


‘Management Likes Business Press Ads, But 


Cuicaco, Sept. 21—Conflicting 
views of management attitudes to- 
ward business paper advertising 
were expressed here yesterday at 
a day-long meeting of the Chi- 
cago Dotted Line Club, arranged 
and sponsored by Associated Busi- 
ness Publications. 

On one hand, Louis Fairchild, 
president of Fairchild Publica- 
tions, New York, believes that 
“management is just waiting to be 
sold. 

“Management wants to buy,” he 
said. “We hurt our cause when we 
settle for a one-time ad.” 

On the other hand, Albert E. 
Paxton, regional v.p. and western 
sales manager of McGraw-Hill 
Publishing Co., New York, said 
|management men are “the omes 
who most often put obstacles in 
the way of sales.” They are the 
ones who feel that ad budgets can 


Space Stil] Must Be Sold, ABP Session Hears 


be “pared at will,” he said. 

But Mr. Paxton was not pessi- 
mistic about the problem of sell- 
ing management. He advised rep- 
resentatives to work with ad man- 
agers to help them sell their top 
executives on the functions and 
benefits of advertising in business 


papers. 


® Echoing the sentiments of Mr. 


Fairchild, Thomas Haire, presi-| 


dent of Haire Publishing Co., New 
York, said, “All people want to be 
sold. They don’t buy, they are 
sold.” 

“People test us to see if we de- 
serve the business,” he added, and 
it’s the salesman’s job to stand 
up to the test. 

He warned against what he 
called “the one big ailment of the 
advertising business—gossip. 

“The ad business talks too much 


THE NEW YORKER MAGAZINE, INC. 


ANNHOUNCES... 


. « the opening on October Ist 
of an advertising sales office 
at 155 Montgomery Street, 

San Francisco 4, California, 

and the appointment of 
Mr. Richard E. Mann 
as West Coast Manager. 


Telephone: Sutter 1-8346 


. . and the opening on January Ist, 1956 
of an advertising sales office 
at 633 Shatto Place, 
Los Angeles 5, California, 
under the direction of 
Mr. Howard Hoover. 
Telephone: Dunkirk 7-1231 


NEW YORKER 


Other advertising offices: New York, Chicago and London 


|about people,” he said, “and too 
many salesmen permit themselves 
to be distracted from selling by 
gossip.” 


® Also on the program were J. 
Sidney Crane, Simmons-Boardman 
Publishing Corp., New York; Her- 
bert Stamats, Stamats Publishing 
Co., Cedar Rapids; Sim A. Kollin- 
er, assistant director of research, 
McGraw-Hill Publishing Co., New 
York; Robert E. Smallwood, v.p. 
and circulation manager of Sales 
Management, New York, and John 
B. Babcock, director of informa- 
tion services, ABP. 

Mr. Fairchild sounded a highly 
optimistic note for the future of 
business papers. He pointed out, 
as did Mr. Babcock, that the 
growth of the business press is 
second among media only to tv, 
with an increase of 568% in 1954 
over 1940. The number of trade 
papers has risen from 10 in 1850 
to 1,900 today, he added. 


® Answering the question, “What 
To Do When the Man Says, ‘Who 
Reads Trade Papers Anyway?’” 
Mr. Kolliner told representatives 
to “stop feeling apologetic. It’s not 
a sensible question to begin with.” 

Mr. Kolliner pointed to several 
readership studies on a variety of 
books that indicate that men in 
industry and business are read- 
ing the editorial content and ad- 
vertising extensively and inten- 
sively. 

One study comparing business 
papers with general consumer pub- 
lications showed that business pa- 
pers stacked up 62% of the men- 
tions, against 31% for publications 
of general circulation, he said. 
And among business papers the 
thicker books, he added, are voted 
most useful in preference studies. 


® The old problem of the editorial 
vs. the business side of a publica- 
tion was raised in the question pe- 
riod. 

“Why do business paper editors 
have such a high-hat attitude to- 
ward space salesmen who make 
editorial suggestions?” was a ques- 
tion from the floor. 

It was answered by a number of 
publishers present: 


eG. D. Crain Jr., Advertising 
Publications, Chicago, said, “The 
salesmen see the publications’ field 
from their own point of view, 
while the editor sees it from the 
reader’s viewpoint. His judgment 
is usually better.” 


e Mr. Fairchild: “Our editors are 
inclined to be independent, and 
we encourage them to be.” 


e Herbert A. Vance, Vance Pub- 
lishing Co., Chicago: “Editors vary. 
We have one who thinks that if 
he uses a salesman’s suggestion he 
may help the salesman at the ex- 
pense of his readership.” 


e And from the salesman’s point 
of view, Mr. Paxton said, “It is to 
a salesman’s interest to have an 
independent editor. If an editor 
starts accepting the suggestions of 
one salesman, the others will ex- 
pect the same favors, and editorial 
quality may suffer.” 


Gray Mtg. Beosts Donahue 

Charles H. Donahue Jr., with 
\Gray Mfg. Co., Hartford, since 
1950, has been appointed assistant 
to the general sales manager, with 
responsibilities for advertising and 
sales promotion. Mr. Donahue, who 
formerly was sales promotion man- 
ager, will headquarter in New 
York. 


Wright Gets Rough on Rats 
Wright Advertising Agency, 
Pittsford, N. Y., has been appointed 
to handle advertising and public 
relations for S. C. Wells Co., Le 
Roy, N.Y., maker of Rough on 
Rats, “quick killing” rodenticide. 
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where your best customers gather 


your best salesman sells 


...at the National Hardware Show 


Navy Pier, Chicago— October 17-21, 1955 


MI WILL BE THERE... with a brand-new 
booth ... displaying hardware, building 
supply and sporting goods advertisers’ 
products .,. distributing literature, an- 
swering inquiries . . . helping sellers gain 
dealer acceptance faster. If you’re exhib- 
iting, or just taking in the Show — pay us 
a visit. We'll be happy to talk — or listen 
— about hardware, sales, advertising, or 
the weather. 


BUT THAT’S NOT ALL! MECHANIX 
ILLUSTRATED sparks your selling all year 
with ... Advertising Reprints for your 


sales staff, distributors, retailers—a Mail- 
ing List of 10,000 top hardware stores— 
another of over 8,000 building supply 
dealers — full-color Promotion Folders 
with your ad inside — MI Covers for dis- 
play tie-ins and mailings — Consumer 
Panels to get new product data, test out 
ads, provide market facts. 


MI WORKS 2 WAYS FOR YOU... by 
building acceptance with trade show ex- 
hibits and dealer merchandising... by 
motivating more consumers to buy your 


product. And every issue delivers your 
message to over a million “do-it-your- 
selfers” who'll spend their shirts off for 
hardware, equipment, supplies and 
materials. 


WHATEVER YOUR PRODUCT... tools, 
building supplies, power machinery, 
automotive accessories, outboard motors, 
garden equipment, guns, glue, cement, 
aluminum ... if men use it, MI readers 
buy it! So come see us at the show in 
October. Find out right now what the 
“MI MILLION” can do for you! 
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ILLUSTRATED 


SEE Mi MERCHANDISING IN ACTION! 


Visit MECHANIX ILLUSTRATED’s new 1955 Exhibit at the 
Show ... See products of these and other leading Hardware, 
Building Supply and Sporting Goods Manufacturers .. . 
On display at our Booth No. NI70A... 


AMERICAN FLOOR SANDERS LYMAN GUNSIGHT 
ARROW METAL PRODUCTS MARLIN FIREARMS 


ATLAS WORKSHOP TOOLS MASTER RULE COMPANY 


BRIDGEPORT FABRICS MERCURY OUTBOARD MOTORS 
BROWN SPEEDY SPRAYER MIGHTY 7 VICE 
BROWNING ARMS COMPANY MOSSBERG ARMS 
BOSTROM HINGES PANELYTE 

BURGESS BATTERIES PLASTIC WOOD 
CASCO PRODUCTS PLUMB TOOLS 
CHALLENGER HAND TOOLS PROTO HAND TOOLS 
CHANNELLOCK PLIERS REMINGTON DUPONT 
CHRIS-CRAFT BOAT KITS REX PASTE 
CLING-SURFACE ROCKET WALLGRIPS 
DEWALT POWER TOOLS ROGERS GLUE 


DOUGLAS FIR PLYWOOD SCOTT-ATWATER MOTORS 


DREMEL ELECTRIC TOOLS SHOPSMITH POWER TOOL 
DURO METAL HAND TOOLS SKIL HOME SHOP TOOLS 


EVINRUDE MOTORS SOUTH BEND LATHE 
FAIRCHILD ELECTRIC TOOLS STANLEY TOOLS 


FIRZITE WOOD FINISHER SYNCRO SANDERS 


FORMICA 3-IN-ONE OIL 


GEMCO ANCHOR NAIL KITS UPSON PANELS 


SEE US... GREENLEE TOOL COMPANY U. S. PLYWOOD CORP. 
BOOTH NO. N170A HOMASOTE 


WARREN DADO SAW WASHERS 


JOHNSON MOTORS WELDWOOD GLUE 
KEDMAN SCREW DRIVERS WELLER ELECTRIC TOOLS 
LEPAGE’S GLUE WONDER PASTE ) 

A FAWCETT PUBLICATION LUFKIN RULE X-ACTO KNIVES AND TOOLS 


67 West 44th Street, New York 36, N. Y. = Be 
CHICAGO * DETROIT * LOS ANGELES ¢ SAN FRANCISCO LUMINALL PAINTS ZON 
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Parker to ‘N.A.R.D. Journal’ 
James R. Parker, formerly with 


John W. Cullen Co., Chicago, news- | : 
paper representative, has been ap- | Business Pap er 


pointed western advertising man- ; : 
ager of the N.A.R.D. e man-| Publisher, Dies 


published by the National Assn. of| SEATTLE, Sept. 20—Miller Free- 
Retail Druggists, Chicago. /man, 80, president and publisher 


“13” IS LUCKY IN FORT WAYNE 


and for many years one of the 
You can bet that “13” is lucky in Fort Wayne, ~ 
center of Indiana's rich Golden Zone Market. In 


PERSONALIZED MEMO PADS Miller Freeman, 


“From the Desk of" (client’s name imprinted) 
A big ego gift at small cost for Christmas 
or reminder giving. Printed on fine quality 
20% bond (442 x 6%” sheets). 5 pads of 
50, $3; 20 pads (1 name) $7.50; assorted 
names, $1 ea. extra. Print names plainly. 
Prepaid orders sent postpaid. 

BRAYER PRESS, 51 Lenox, Rochester 11, N.Y. 


dustrial journalism, died at his 
|home Sept. 18 of heart disease. 
Mr. Freeman was the son of a 


fact, your advertising dollar is on a sure thing 
because you're getting a big 13-county 
return. 

The 488,000 ple in these 13 coun- 
ties spent $561,067,000 in retail sales last 
year. You can get part of this business. 


For more facts on this sure bet write for the 
new Golden Zone Market Book. 


FORT WAYNE 


| Confederate soldier. He came to 
Seattle from Yakima in 1897 to 
found his first publication, The 
Ranch. In 1903 he established Pa- 
cific Fisherman and in the same 
year founded Miller Freeman Pub- 
| lications. 

As the trade publications in the 


Miller Freeman group expanded, | 


Mr. Freeman established offices in 
San Francisco, Los Angeles, Chica- 
go, New York and Vancouver, B. 

Currently the publications in- 
clude Cleaning & Laundry Age, 


FORT WAYNE NEWSPAPERS, INC., Agent 


Che News-Sentinel © THE JOURNAL-GAZETTE 


Represented by Allen-Klapp Co.—New York—Chicago—Detroit—San Francisco 


Advertising Age, September 26, 1955 


'\Construction World (Vancouver), 
Log, Lumberman, Mining World. 
Pacific Fisherman, Pacific Laun- 
dry & Dry Cleaning Journal, Pacif- 
‘ic Work Boat, Pulp & Paper, S:a 
& Pacific Motor Bort, Western 
‘Baker and Western Canner & Pack- 
er. 


| 


= Mr. Freeman was a leader in 


West’s best known figures in in- conservation of ocean fisheries. He} 
was a member of the first Inter- 


national Fisheries Commission, 
through which Canada and the 
U.S. regulate the Pacific halibut 
industry. He was a key man in de- 
velopment of the North Pacific 
Fisheries Treaty with Japan and 
had just been appointed by Gov- 
ernor Arthur B. Langlie to a com- 
mission to consider a pink salmon 
treaty with Canada. 

Mr. Freeman served a term in 
ithe state legislature in 1913. He 
developed Bellevue Shopping 
‘Square in Bellevue, a suburb of 
Seattle, a notable example of post- 
war planned shopping centers. 
Two sons, William B. and Miller 


UY 


The Salt Lake Intermountain Market bas 1 


... Served by 
2 great papers 
with one low rate 


million people. 


It is completely unified, with these people living, working, and shopping together. 


It is served and sold by two metropolitan newspapers, The Salt Lake Tribune and 


the Deseret News and Telegram. With one low rate, they unite all of 


Idaho, western Wyoming and eastern Nevada. 


(MORNING & SUNDAY) 


Utah, southem 


The Salt Lake Tribune 


DESERET NEWS «. 
Salt Lake Telegram (eveninc; 


D 


Represented Nationally by: MOLONEY, REGAN & SCHMITT, INC., Metropolitan Sunday Newspapers 


AL BISHOP has been appointed a 

senior account executive on major 

\food accounts with Ruthrauff & 

/'Ryan, Chicago. Mr. Bishop re- 

‘turns to R&R after a year and a 

half as central division sales man- 
ager of Reddi-Wip Co. 


Freeman Jr., head the San Fran- 
cisco office of the publications. 
Another son, Kemper, manages 
the Bellevue property. 


FRANCIS COUNTWAY 

Boston, Sept. 20—Francis A. 
Countway, 79, onetime president 
of Lever Bros., died here yester- 
| day. 

In 1898 Mr. Countway was a 
salesman for Curtis, Davis, a Cam- 
bridge, Mass., company which 
made Welcome soap, when William 
Lever purchased the company. Mr. 
Lever—later Lord Leverhulme— 
was impressed by Mr. Countway 
and the latter was named auditor 
of Lever Bros. in the U.S. 

Mr. Countway was named presi- 
dent of Lever in 1913. During his 
_regime he insisted that all adver- 
'tising, marketing, promotion and 
product changes be tested on a 
small scale prior to being put into 
_ general operation. 

He retired in 1946 and was suc- 
ceeded as Lever president by 
|Charles Luckman, who had been 
| head of the company’s Pepsodent 
division. 


CHARLES A. SELTZER 

| CLEVELAND, Sept. 20—Charles A. 
Seltzer Jr., director here of the 
public relations department, Ful- 
ler & Smith & Ross, died of a heart 
attack Sept. 18 at his home in 
suburban Berea. 

Mr. Seltzer, 51, joined the agen- 
cy ten years ago. Previously, he 
had worked independently in ad- 
vertising and public relations. He 
was promotion man for the Cleve- 
land Indians baseball club in the 
‘late 1930s. Later he and a part- 
‘ner, Wallen J. Sylvester, operated 
‘their own ad agency. 
| He is survived by two brothers 
| who are well known in the news- 
paper business here: Louis B. Selt- 
zer, editor of the Cleveland Press, 
and Robert M. Seltzer, the paper's 
financial columnist. 

In addition to his advertising 
work, Mr. Seltzer wrote radio 
plays as a free-lancer. 


Catalina Plans Coordinated 
Swimwear Promotions 

Coordinated swimwear for the 
entire family will be promoted by 
Catalina Inc., Los Angeles, in col- 
or pages in eight news, fashion 
‘and home service magazines dur- 
ing May and June. “Sweethearts 
‘in swimsuits” will be the ad slo- 
/gan for matched “for him and her” 
| bathing suits. An “aggressive” 
program is also being planned for 
Catalina’s enlarged men’s and 
boys’ wear line. Mother and 
daughter sets also are due for in- 
creased emphasis. 

Catalina’s resort group of wom- 
en’s suits will be featured in color 
and b&w page ads in Harper’s Ba- 
zaar, The New Yorker and Vogue 
during November, December and 
January. An additional women's 
fashion campaign will follow in the 
|spring with color pages running 
‘in six fashion magazines. 
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Counterfeiter of 
Auto Parts Gets 
Year Sentence 


NEw York, Sept. 20—Charles W. 
Kile, 50, of Primos, Pa., has been 
sentenced to one year in jail for 
worldwide activities in counterfeit 
automotive parts which are said to 
have netted him $300,000 in four 
years. 

Mr. Kile pleaded guilty to six 
counts of an 111-count indictment, 
including grand larceny and at- 
tempted grand larceny. It was one 
of the longest indictments ever 
handed down by a New York 
grand jury. 

In passing sentence, General Ses- 
sions Judge Mitchell D. Schweitzer 
said: “There can be no question 
that your operations have caused 
incalculable damage to the good 
will of the companies, as well as 
substantial monetary loss.” Mr. 
Kile was convicted of pirating 
parts of the Electric Auto-Lite Co., 
Toledo, and other companies. 


® Mr. Kile was accused of cheat- 
ing American and foreign distrib- 
utors by selling inferior merchan- 
dise bearing counterfeit trademarks 
and brand names of three compa- 
nies. Shipments were exported 
from New York to Saudi Arabia, 
India, Mexico, Venezuela, Burma, 
Cuba, the Philippines, Puerto Rico, 
Costa Rica, Guatemala and the Do- 
minican Republic. 

He was arrested on Aug. 24, 1954, 
in a three-part raid by Pennsyl- 
vania police and detectives of the 
New York district attorney’s of- 
fice. About 500,000 bogus parts 
and five trailer trucks loaded and 
ready to leave for shipping points 
were found in his Primos ware- | 
house. 

Another location in Philadelphia | 
yielded 150,000 stamped and pack- | 
aged parts, while presses and 
stamping equipment, phony die) 
plates, a quantity of forged rubber 
stamps and 25 more cartons were | 
seized in a third spot. 


® Frank S. Hogan, New York dis- 
trict attorney, estimated that Mr. 
Kile sold more than 2,500,000 
counterfeit ignition parts—contact 
points, condensers,’ distributor 
points, distributor rotors, starting 
switches and other components—in 
the last two years. Mr. Hogan 
characterized the case as the first 
substantial indictment for counter- 
feiting and misbranding of mer- 
chandise ever obtained in the New | 
York area. 
Mr. Kile operated three separate | 
companies in Primos—the Powell | 
Products Co., the Lincoln Automo- | 
tive Products Co. and the River-. 
Fork Co., at the time of his arrest, | 
Mr. Hogan said. Through these 
companies, Mr. Kile bought igni- | 
tion parts from independent manu-_ 
facturers and used punch presses 
to stamp them with counterfeit | 
brand names, Mr. Hogan said. 
He then packaged them in print-_ 
ed cartons virtually identical with 
those used by the three leading 
manufacturers and sold them for 
export and use throughout the U.S., 
according to Mr. Hogan. 


Y&R Plans Clean-Up Drive 


Young & Rubicam is serving as 
volunteer agency for a civic clean- 
liness campaign for New York. 
Newspapers, radio, tv, and other 
advertising media are being asked 
to contribute space or time valued 
at $1,800,000 during the next nine 
months. 


Mutual Names Herbert 

Theodore W. Herbert, formerly 
with American Broadcasting Co., 
has been added to the sales staff 
of Mutual Broadcasting System, 
New York. 


Mutual Signs Advertisers 
Florida Citrus Commission, 
Grove Laboratories and Norwich 
Pharmacal Co. have signed for 
participations in the multi-mes- 
sage programs of Mutual Broad- 
casting System, New York. Time 
for all three sponsors was bought 
through Benton & Bowles. 


Brand Names to Move 


Brand Names Foundation, New 
York, will move to 437 5th Ave. 
Oct. 1. 


‘Druggist’' Names Howe 


Thomas Howe, formerly assist- 
ant sales manager of McKesson & 


Robbins, Chicago, has 
advertising counselor 
can Druggist, to cover 


ern Pennsylvania and Chicago. 


Auriema Names Furman A.M. 


Geraldine Furman, formerly with 
Schuman & Donchi, has been ap- 


pointed advertising ma 


Auriema Inc., New York, exporter 
in the electronic and allied fields. 


49 


geome 
Take a look at this market for automotive equipment... 


871,359 TRUCKS 88% own all their vehicles : 
210,300 TRUCK TRACTORS 3% lease all their vehicles 
1,081,659 (Over 11% of all trucks 9% both lease and own their : 
licensed to operate in the vehicles = 
U.S.) Want to sell these men? Reach 
200,575 TRUCK TRAILERS them most effectively and eco- 
752,388 BUSINESS PASSENGER nomically through their own 
CARS are owned by ROTARIAN sub- magazine . . . THE ROTARIAN. 
scribers or by firms in which they are | 313.889 Average Total Net Paid ABC (Dec. 1954) 
corporate officers or titled executives. The Rotarian, 1600 Ridge, Evenston, Ii!. 


been named 
for Ameri- 
Ohio, west- 


nager of Ad. 
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Ghe Dallas Morning News 


DALLAS’ LARGEST NEWSPAPER: More people BUY The News . . . more people READ The News . . . more people are 
INFLUENCED by The News than any other North Texas Newspaper 


CRESMER & WOODWARD, INC... National Representative * 


DALLAS merchants realized $373,698,000 of their 
$980,834,000 retail volume last year from 


out-of-town customers — North Texans who naturally turn 


to Dallas, their big, Metropolitan market center. 


What was bought and where was not happenstance. As 
one Dallas store reports, 95% of its non-resident 


charge account customers subscribe to The Dallas News. 


Logically, the advertising preference of the major 
department stores is The News. 


Your Dallas-directed advertising will sell more with 
the advantages of The News’ broader coverage and 
greater influence over the larger, richer 72-county 


Dallas Market that only The Dallas News has the 


circulation to deliver. 


According to Consumer Markets’ Editor, Edwin Goldstein, the buying | 
of non-residents affected Dallas’ 1954 sales volume as follows: . 
% of Dallas City Sales* | 

> Dallas City Sales* To Non-Residents , 

Total Retail Sales... $980,834,000 38.1% | 
*includes both direct and moil order sales 4 


If you'd like to know more about Dallas, the Dallas 
Market or The Dallas Morning News, our representative 
should have the answer on hand — or, The News’ profes- 
sional research staff will welcome your specific inquiry 
addressed to the Advertising Director. 
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E DALLAS MARKET 


New York * 


Chicago * Detroit * tos Angeles * San Francisco : Atlanta 
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Chock Full O’ Nuts Coffee Corp., 
New York, has appointed Sam Os- , 
TERRITORIAL ENTERPRISE trove v.p. in charge of advertising Technique for 
I and sales for the company’s coffee Branding Lemons 


division. With the company since | 
Largest Weekly Paper Io | 1932, he has been closely involved| LOS ANGELEs, Sept. 20—Many of 
The Entire American West 


in promotion of the company’s|the Sunkist lemons marketed this | 
(ASC Audet — Ren Socmatan! vacuum-packed coffee since it |season will have their brand name | 
was launched two years ago. stamped on them, according to 
Paul S. Armstrong, general man-| 
ager, Sunkist Growers, It was not) 
$10.00 previously possible to trademark 
FOR TEN lemons, although California or- 
Now get move- SECONDS anges and grapefruit have carried | 
ment on your TV brands since 1915. 
slides for almost Send for sample The brand stamping of lemons | 
the same cost as reel and descrip- is made possible by new machin-| 
still slides. tive literature. ery which will not damage the) 


fruit. Mr. Armstrong said the 
trademarking of lemons is of sig-| 
- 


Chock Full Names Ostrove Sunkist Finds , 


“More and more, fruits and) 
vegetables are being prepackaged 
in pliofilm bags and various types 
of cartons,” he said. “As these go 
on display in markets, it is im- 


STUDIOS | 


1323 S$. WABASH CHICAGO ILL. 
357 W. 44th ST., NEW YORK 


| nificance. 
! 
a — 


OF SEATTLE oa 


media buyers. . ahoy! 


The people who read the National Geographic (over 2,000,000 
families of them) are the traveling-est men and women you ever met. 
Why, last year they spent almost three-quarters of a billion dollars 
on their principle vacation trips alone! This is only one index to 
how these families spend money — of which they earn lots. Every 
fourth National Geographic family is in the $10,000-and-over 
bracket. The median ($6,593) is 25% above U.S. par. 


We have a good many documented figures on what 


they’ve spent—or are planning to spend— 
I HE NA I IONA I for a long list of products and services. 
Chances are, your particular interest is aboard. 


ES oD RREEIFER Fa relpalecicreahelar Cyphers 
M AGAZI N E National Geographic audience which is constantly making 


so many National Geographic advertisers happy ? 
Washington 6, D.C. 


with a special audience 
i that has above-average buying habits 


i ortant that the brand name be COOPERATION—Rhodes of Seattle, department store, has been coop- 
easily recognizable by consumers.”. eTating with the Seattle transit system in urging their patrons to 


use public transportation to go 
|shopping. Here, Carl B. Williams, 
president of the department 
store, and Lloyd P. Graber, gen- 
eral manager of the transit com- 
pany, install the first bus display, 
“Take This Bus to Rhodes of 
Seattle.” 


Matt Niesen Drops 
TV Film Suits; Gets 
$20,000 Settlement 


| CuHiIcaGco, Sept. 20—Matt E. Nie- 
/sen, who owns a bowling alley 
-here, has dropped his two suits 
|against Peter DeMet, local Pontiac 
dealer, and the Brunswick-Balke- 
'Collender Co, 

In the out of court settlement, 
Mr. Niesen waived all his rights 
to 26 tv films, “Championship 
Bowling,” which were filmed at 
his alleys, and to 26 other films 
using the same format which were 
produced by Mr. DeMet and 
Brunswick. In return, Mr. Niesen 
received a cash settlement of about 
$20,000, AA learned. 

More than two months ago, Mr. 
Niesen filed suits against Mr. De- 
Met and Brunswick when he 
learned that the defendants were 
using the “Championship Bowling” 
format, which Mr. Niesen claims 
he created (AA, July 4). One suit 
asked for an injunction to restrain 
Mr. DeMet and Brunswick from 
producing and distributing the film 
series. The other sought an ac- 
counting of profits from sales of 
the films. Mr. Niesen’s contract 
with Mr. DeMet entitled him to 
20% of profits from the 26 films 
produced at the Niesen alleys. 

Walter Schwimmer, president of 
Walter Schwimmer Co., whose 
company distributes the films, said 
“Championship Bowling” is now 
sold in 114 markets. The films fea- 
ture two star bowlers competing 
instead of traditional five-man 
team play. 


‘The Nation’ Changes Hands 


Freda Kirchwey has resigned as 
editor and publisher of The Nation 
—she has held these positions since 
1937—and control of the 90-year- 
old weekly has passed to George G. 
Kirstein and Carey McWilliams. 
Mr. Kirstein, formerly exec. v.p. 
of the Health Insurance Plan of 
Greater New York, becomes pub- 
lisher, and Mr. McWilliams, au- 
thor and editorial director for the 
past few years, becomes editor. 


Henri, Hurst Names Boyd 


Henri, Hurst & McDonald, Chi- 
cago, has appointed Arthur Boyd 
to its administrative staff. Mr. 
Boyd formerly was with Marshall 
Field & Co., working on special 
research projects and financial and 
economic analysis. 
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The Trend In Houston Is To The Post — 
Reader Benefits Are One Reason Why 


1. 11.2% MORE NEWS AND FEATURES 4. TOP SPORTS COVERAGE—Because 


—Actual word count by Price The Post is a morning newspaper, 
Waterhouse & Co. reveals that dur- the reader gets full coverage of 


ing the first four months of 1955 
The Post gave readers 1,010,563 sports sven wst—-ples latest 


more words in news and features complete ball scores. 

than any other Houston newspaper! 

FIRST IN NEWS COVERAGE—The 5. ON-THE-SPOT NATIONAL COVERAGE 
Post's well organized newsgather- —The Post's full time Washington, 
ing staff includes some of Ameri- D. C., news analysts combine their 
cas top writers. Last year The talents with Post correspondents 


Post and its writers received seven , : 
Texas Associated Press Managing to bring world news to the reader's 


Editors Association awards for edi- doorstep. 
torial achievement. 

_ COMPETENT EDITING — News is +a ees FOR TS Samet 
handled impartially, edited compe- —Each day Post columnists bring 
tently, and presented in an easy- to Post subscribers’ families help- 
to-read, interesting manner. ful ideas for better living. 


The Houston Post gives advertisers the most. 
That’s why The Post is first in linage gains during 1955.* 
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in New York 
it’s better 


in the evening. 


from the fall collection of 
MONTE-SANO & PRUZAN 
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S..- could save every penny and scrimp 
along on a shoestring...She doesn’t. She 
earns a good salary and she spends a 
good piece of it. The pursuit of happiness 
has become a design for living. More 
people everywhere are living life to the 
hilt. More people are on the go and on the 
spend. In New York, these free-wheeling 
free spenders are the people who read 
the Journal-American. The pages of the 
Journal-American fairly glisten and glitter 
with life (the Journal-American is written 
and edited for and by the people who get 
a bang out of life). The dazzling array of 
sprightly columns, the pithy features, the 
sparkling coverage of the news in the 
Journal-American titillate some 681,000 
readers every evening. Titillate? The Jour- 


nal-American stimulates, and irritates and. 
infuriates, and devastates, and ingratiates, 
and instigates, and it never, no never, 
bored anybody. Forget the people who 
buy a newspaper for the book reviews, the 
shipping notes, the obituaries. You. reach 
the live ones with the Journal-American 
(and you reach them at home in the evening 
when there's time to shop the ads). Money 
burns a hole in their pockets. Retailers in 
any town are the ones who know which 
way the wind is blowing — and where the 
money’s coming from. And retailers have 
increased their linage in the Journal-Amer- 
ican nearly 2,000,000 lines in the last 2O 
months — far, far more than in any other 
New York paper. How about you? Are you 
thinking in terms of sales or mausoleums? 
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"YONNE SAYS:— 


HOW GOOD ARE 
YOUR . 
ADS «BN 

=, 
LET'S SEE 
IF THEY MOVE 
MERCHANDISE 


We will test the effectiveness of your 
advertising in Bayonne with a simul- 
taneous 10 week Grocery Store In- 
ventory .. . write or call for details. 


“BAYONNE CANNOT BE SOLD FROM THE ouTsipe’ ing buildings 


THE BAYONNE TIMES 
Bayonne, New Jersey 
Nationally 
Represented by 


BOGNER & MARTIN. 


Old Gold Salesmen Aid in Flood Disaster 


Areas; Bring Free Cigarets to Victims 


New York, Sept. 20—A dramatic 
communique received from the 
offices of Sidney J. Wain Inc., pub- 
lic relations counsel for P. Loril- 
lard Co., reveals the never-before- 
told story of that company’s activ- 
ities during the recent Connecticut 
floods. 

Headlined “I’ll never forget Old 
Gold for this,” the communique 
begins: 

“The dramatic story of how a 
‘routine cigaret sampling operation’ 
was turned overnight into a rescue 
mission for victims of the recent 
Connecticut floods—with typhoid- 
inoculated Old Gold salesmen mak- 
ing their way through knee-deep 
mud and water and among totter- 
in ‘contaminated 
areas’ to bring the relief of a 
smoke to homeless and helpless 
thousands—is unfolded in now-it- 
can-be-told field reports of P. Lor- 
illard Co. (A salesman is brave.)” 


| Some 70,000 packs of Old Gold— | 
Old Gold filter kings—were dis- 
‘tributed free in the “shattered” 
|Naugatuck Valley area and addi- 
tional thousands in the Strouds- 
burg, Pa., district, reports Mr. 
|'Wain’s office. 


\@ “With stores and jobbers’ stocks 
‘flooded beyond salvage, in many 
areas the cigarets brought in by 
the Old Gold representatives—who 
were given the same status as res- 
cue workers—(A salesman is help- 
ful) were the only ones to be had. 
‘This is my first cigaret in 48 hours,’ 
said a weary, haggard victim as 
the first Old Gold automobile ar- 
lrived in Winsted, Conn. And his 
words were echoed throughout the 
/whole disaster zone... ,” the story 
continues. 

Additional words were added to 
Mr. Wain’s words by William J. 
Halley, Old Gold president, who 


Advertising Age, September 2671955 


Edmiston Severinghous 


THE BALL’S YouRS—Lee Edmiston, manager of Keller-Crescent, Evans- 


ville, Ind., agency, and George 


S.1.P. Paints, toss the NCAA-WFIE football to Ted M. Nelson, gen- 

eral manager of WFIE-TV, and his sales manager, Jay Sondheim. 

The signing of a contract for local sponsorship of the NCAA games 
marks S.1.P. Paints’ first major venture into tv. 


Sondheim 


Nelson 


Severinghous, sales manager of 


reportedly had “the highest praise 
for the field men who rushed into | 
relief action in the flood zone.” (A 


salesman, is loyal.) 

“The Lorillard tradition,” said 
Mr. Halley, “is that humanitarian 
responsibilities are part of our bus- 
iness and we are gratified that 
once again, we were able to play 
our small part in helping out when 
disaster struck.” 


® In order to distribute Old Gold 
filter kings “special passes were 
immediately obtained from local 
police chiefs, civil defense officials 
and the Red Cross to enter the 
stricken areas and all the Old Gold 
representatives were inoculated 


In The Cincinnati Market .. . 


CINCINNATI TIMES-STAR CONCENTRATES 


84% OF ITS CIRCULATION IN THE 
ABC CITY ZONE 


Concentrated TIMES-STAR circulation provides advertisers with 
the most effective coverage of the Cincinnati market. With 
97% of its circulation in the City and Retail Trading Zone 
and 84% in the City Zone alone, TIMES-STAR advertisers are 
not forced to pay for the rind. No other Cincinnati newspaper 
can match the effective concentration of the TIMES-STAR. 
Remember, the TIMES-STAR is the largest evening paper and 


strongest selling force in Ohio's second largest market. 


Cincinnati’s ABC City Zone and Metropolitan Area are practically synony- 


mous. 98% of the Metropolitan Area population and 5 of every 6 TIMES- 
STAR readers live in the City Zone. 


CINCINNATI TIMES-STAR | 


GENERAL ADVERTISING REPRESENTATIVES: O'MARA & ORMSBEE, NEW YORK, CHICAGO, DETROIT, SAN FRANCISCO, LOS ANGELES 
FLORIDA REPRESENTATIVE: HAL HERMAN, MIAMI BEACH 


against typhoid (A salesman is 
|\clean), so that they could go into 
those zones ruled out-of-bounds 
to all but relief workers.” 

Northern state sales manager, 
\appropriately named Fred W. 
‘Storm, was “rushed” to Connecti- 
cut to take charge of the Old Gold 
filter king rescue mission, 

He was shaken by the experi- 
,ence. He said, according to Sidney 
J. Wain Inc.: 

“I’ve seen a lot of death and 
‘disaster in my time but this was 
\the most horrible catastrophe I 
have ever witnessed. And the grat- 
itude of the flood victims for the 
cigarets was something that made 
me proud to be a tobacco man and 
even prouder of my company (A 
salesman is reverent). I can still 
hear the words of a man, who 
looked old beyond his years, say- 
ing, ‘I’ll never forget Old Gold for 
this.” I don’t think I shall ever 
forget that moment, either.” 


Juvenile Institute's 
Shopping Column, 
TV Show Debut 


NEw York, Sept. 21—Now the 
kids have a shopping column all 
their own. 

Starting Sept. 29, the Juvenile 
Institute will launch a personal- 
ized advertising column, for 
juvenile products only, in 40 major 
newspapers across the country, 
under the heading “Shopping for 
Your Child.” 

The institute is also packaging 
a children’s tv show, “Perky,” 
which revolves around the daily 
antics of a live-wire seven-year- 
old. It will debut in October as a 
weekly Sunday afternoon DuMont 
presentation. 

“Perky” character merchandis- 
ing franchises also are being of- 
fered by the institute. 

Effie Young, formerly editor of 
Juvenile Merchandising, is the 
institute’s executive director. Leon 
| Pollack, formerly advertising man- 
ager of Helene Curtis Industries, 
is its advertising consultant. 


Aero Buys ABC Radio News 


Aero Mayflower Transit Co., In- 
dianapolis, has expanded its use of 
ABC Radio to 15 five-minute 
newscasts weekly. Caldwell, Lark- 
in & Sidener-Van Riper, Indian- 
apolis, is the agency. 
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HOW LIFE FITS YOUR MARKET 


There are more than 16,500,000 
people in the U.S. who have 


gone to college... and more 
than 39%* of them read 


an average issue of 


This is one of the good reasons why advertisers—for 
the past 9 years—have kept putting more of their dol- 
lars-for-selling in LIFE than in any other magazine. 
LIFE’s total weekly audience of 26,450,000* is larger 
than that of any other magazine. 


% Based on: A Study of Four Media (1953), by Alfred Politz Research, Inc. 
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Over#7000 families-3/ /, 


of the people (15 years and older) in households with 
incomes of $7,000 or over, in New York City & suburbs 


are News readers- 

... The 4,780,000 Daily News readers are your best 
prospects for practically everything—as you'll 

learn from the most significant study ever made of 
New York City newspapers and their markets—in 


Profile of the millions 


based on 10,349 personal interviews, by W. R. Simmons 
& Associates Research, Inc. Visual presentation, by 
appointment only. Inquire any New York News office. 
(Copyright 1955 by News Syndicate Co., Inc.) 


Regular coffee drinkers-40% 


of the women (15 years and over) in New York City & 
suburbs, who served regular coffee in the past month 


are News readers- 


... These women News readers are the best customers 
for everything sold in New York... because there are 
so many of them—2,290,000 in all, and include 

the largest proportion of executives, high income 
occupations, wives, mothers, car owners. 

See this important new New York readership study— 


Profile of the millions 


Presented visually by appointment to advertisers 
and agencies. Inquire any New York News office. 
(Copyright 1955 by News Syndicate Co., Inc.) 


Lipstick buyers- 417, 


of women readers of New York newspapers (City 
& suburbs) who used lipstick in the past month 


are News readers- 


The Daily News audience, which includes 
2,290,000 women—owns most of the homes, cars, 
electric appliances, has most of the jobs, incomes, 
charge accounts, children in school. You can get 
a lot of new data on their buying habits in the 
best study ever made in the New York market 


Profile of the millions 


the guide to better marketing, now being shown in 
visual presentation. Call any New York News office. 


(Copyright 1955 by News Syndicate Co., Inc.) 


‘New TV Film Maker 


| belongings. 


MOVING MOVIES—Verne Reynolds 
and his wife do their film editing 
in their mobile headquarters. 


Is Mobile Operation; 
‘Studio’ Is on Wheels 


CuHicaco, Sept. 20—Here’s a deal. 
A year round “vacation” with pay 
(sometime). Just pack up your 
cameras, editing and viewing 
equipment, a pile of film and your 


Equip a 30 ft. house trailer as a 
workshop for making 35mm and 
16mm films, kiss your job, clients 
and sponsors good-bye, and take 
off. 

Travel from Omaha to Florida, 
swing across the country to Cali- 
fornia and thence to the Pacific 
Northwest. And all the while, shoot 
footage on scenery and landmarks. 

If you follow this route, you 
might run into an adventuresome 
young couple, Verne and Carolyn | 
Reynolds, who are also known as) 
Reynolds Film Service, 1011 N. 
49th St., Omaha (whence their 
mail is forwarded). 


® Challenging the notion that tv 
is a game for big fellows, the Rey- 


Advertising Age, September 26, 1955 


Gwynne Is Sworn in 
as FTC Chairman; 


Anderson Joins Too 


WASHINGTON, Sept. 20—-In a 
double ceremony last week, Fed- 
eral Trade Commissioner John W. 
Gwynne was advanced to the com- 
mission chairmanship, and former 
Gov. Sigurd Anderson, of South 
Dakota, was sworn in as a mem- 
ber of the commission, filling the 
vacancy caused by the resignation 
of Chairman Edward F. Howrey. 

Mr. Howrey has returned to 
private law practice with Gravelle, 
Whitlock, Howrey & Markey. Also 
included in the new partnership is 
David C. Murchison, who has 
served as Mr. Howrey’s legal as- 
sistant during the past two years. 

FTC’s new chairman has been 
on the commission since Sept. 26, 
1953. From 1935 until 1948 he was 
a member of Congress from Iowa. 
In 1946 he was cited by the Ameri- 
can Bar Assn. for distinguished 


am toni 


service. This honor came as a re- 
sult of his efforts leading to the 
adoption of the Administrative 
Procedures Act, codifying and 
standardizing legal proceedings 
before administrative agencies, 
including FTC. 


® Commissioner Anderson was 
elected governor of South Dakota 
in 1950 and again in 1952. Like 
the new chairman, he is a Re- 
publican. 

FTC gets another new member 
on Sept. 27, when William C. Kern, 


a Democrat, who has served as a 

career member of the commission 
staff, replaces Commissioner 
James Mead, whose term is ex- 
| piring. 


Hieronymus to Gardner 
Kenneth H. Hieronymus has 
joined Gardner Advertising Co., 
St. Louis, as a regional account 
executive in the farm department. 
He formerly was executive secre- 
tary of the Oklahoma Future 
‘Farmers of America, Stillwater. 


KOA’S NEW 
Radio Program 


“SCOPE” 


COMPLETE UP-TO-THE-MINUTE COVERAGE ON: 


noldses set up their film service 
last March and started planning 
their trip. 

They lined up jobs, including 
a series of 1-min. scenic spots for 
two major transportation compa- 
nies. 

The major opus the couple is) 
working on to start with is a series | 
of “Video Vignettes,” scheduled to 
go on the market about Jan. 1. The 
series will consist of 26 31%-min. | 
color visits to cities and national 
parks. 

The couple has already covered 
15,000 miles and will go another 
5,000 by the end of the year. They 
have already shot film in 14 cities | 
and eight national parks. 

Eventually, the film-making 
“gypsies” will compile 65 16mm. 


of local color programming.” 


® The vignettes are planned as 
aids to tv disc jockeys who will 
need visual materials to accom- 
pany their music; as five 5-min.| 
shows for sponsors who want sat-. 
uration programming at low cost;| 
as a “name the place” quiz show; | 
as feature material for local per-| 
sonality shows and as emergency | 
fill. | 
Mr. Reynolds, who is 31, 
production manager of WOW-TYV, | 
Omaha, for 3% years. His wife was | 
continuity editor for the same) 
station. Both have had experience. 
behind and before the camera, and | 
both have degrees in radio and tv 
from the University of Iowa. 


| 

| 

Kens-Trailers to Graham | 
Kensington Welding Co., Ken- 
sington, Conn., maker of Kens- 
Trailers for the construction indus-_ 
try, has appointed Hugh H.. 
Graham & Associates, New Britain, | 


to handle its sales promotion and | 


marketing. A program using space | 
advertising, publicity, engineering 
|bulletins and promotional folders 
is being planned. 


CBS Radio Names Heerdt 
Emmett J. Heerdt Jr., formerly 
sales manager of WEEK, Boston, 
has joined the New York staff of, 
CBS Radio Spot Sales. | 


color strips, aimed at “the coming. 


Paul Oblud ™ 


with KOA’s 


eg eee Sao 


SPORTS! 
with KOA’s 
John Henry 


ae 


BY 0 iT ee. PERS ev 
for 


NBC 


Weatherman Bowman 


**§S COP E*’’—on KOA-Radio—can gain 
maximum sales for YOU! 


re ‘ 


MONDAY through FRIDAY 


8 to 8:30 p. m. 


The entire Western Market is YOUR Sales’ “Scope” 
*% 302 counties in 12 states 


* 312 million resident Westerners 


DENVER 
Covers The West... Gést./ 


850 kc 


and 10 to 10:30 p. m. 


(reached by KOA-Radio’s SCOPE) 


(reached by KOA-Radio’s SCOPE) 


e 50,000 Watts 
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ADVERTISEMENT 


Today’s Big Industrial Powers Base 
Future Plans on Building's Potential 


For many years Practical“boom” that wasn’t a “boom.” For 


Builder has proclaimed that Build- 
ing was the most underestimated— 
and undersold—industry in Amer- 
ica. PB’s publishers have pointed 
out that builders are perhaps the 
world’s largest buyers of goods; 
that building material dealers are 
probably the biggest single group 
of retailers, volume-wise and store 
for store, in the country. 

In the past few years a tremend- 
ous increase in the number of man- 
ufacturers producing products for 
the building industry and the intro- 
duction of thousands of new build- 
ing products have been gratifying 
evidence to both Practical Builder 
and Building Supply News editors 
that their efforts are paying off. It 


despite the impressive production 
records so widely publicized, the 
Light Construction Industry (with 
which Practical Builder is primar- 
ily concerned) actually has not met 
our basic building requirements. 
Evidence is the fact that, if we con- 
tinue building new homes at to- 
day’s rate, in 1960 we will be 4 
million houses short of filling our 
basic need. Also, the school short- 
age is widely known; between now 
and 1960 we will need to build a 
classroom every 5 minutes just to 
catch up and keep up. Commercial 
and Industrial building has consid- 
erably accelerated in pace this year, 
and there is ample evidence that 


tire construction industry. 


both segments of the industry will 
experience a real “boom” during. 
the coming 5 years. 

As for Modernization, the re- 
searchers have concluded that in- 
stead of being a Nation of new 
homes, we are a nation of old 
homes. 77% of today’s housing in- 
ventory is more than 10 years old, 
nearly 60% of our houses are more 
than 25 years old. The average age 
of our homes is 25% greater today 
than it was in 1930! Such figures 
indicate why 1956 could be the 
“Year for Modernization” if the in- 
dustry wished—they also illustrate 
why many experts feel that Mod- 
ernization is Building’s Biggest | 
Business. Practical Builder esti- 
mates that the Light Construction 
Modernization volume will be $14.2 
billion for 1955, and Harold Berlin, 
vice president of Johns-Manville 
Corporation, has predicted the fig- 
ure will be $20 billion for the en- 


has been apparent that the building | 
industry is being recognized as the 
great bulwark of American econo- 
my, and that manufacturers are. 
acting to take advantage of the. 
fact. Today, the most encouraging 
evidence of all provides assurance | 
that the Building Industry will | 
probably never again be “under- 
sold” —this is the evidence that, 
base producers of almost every | 
material have Building under the | 
microscope to learn what they can | 
encourage their fabricator custom- 
ers to produce in the way of Build- | 
ing Industry innovations! 


Building's Biggest “Push” 


These base producers — of steel, 
aluminum, wood, plastics, glass, 
gypsum, etc. — have the interest, 
finances and facilities to give the 
Building Industry a “push” that 
could, in the next few years, make 
much of our previous progress 
seem small in comparison. Their 
interest goes beyond today’s hori- 
zon—they are searching for, and) 
finding, what can be introduced 
and sold between now and 1960... 
and on into 1970... 1975. The re- 
sults of this research and experi- 
ment provide a fascinating story 
for everyone with an interest in 
Building, and Practical Builder will 
devote an entire issue to the sub- 
ject (in December) entitled “Be- 
yond Today’s Horizon.” 

What the researchers could see_ 
when they brought Building’s fu- 
ture into focus and determined 
that this was the market on which 
to concentrate above all others, 
should be an infallible guide for 
manufacturers both in and out of 
the Building Industry who are 
making either short or long range 
plans. Take aluminum producers, 
who discovered that. . 


10 years from now, the Build- 
ing Industry alone may take as 
much aluminum as went into 
all uses in 1953! 


Such an astounding prediction 
stems from thorough study of fac- 
tors significant to this particular 
industry, as well as general condi- 
tions that have bearing on any 
sales planning . . . such as projec- 
tion of this country’s long term 
growth; technological progress, 
population growth, the increase in 
“better living time,” etc. For exam- 
ple, worker output has increased 
350% from 1900 to 1955, and auto- 
mation is just beginning. Popula- 
tion has grown from 76 million in 
1900 to 165 million today — may 
reach 220 million by 1975. The av- 
erage work week has shrunk from 
68 hours in 1900 to 39 hours today 
—will be reduced even more spec- 
tacularly in the next two decades. 
The result: More Output, More 
People, All With Greater Buying 
Power. And that means vastly in- 
creased markets in everything! 


Under-Built, Not Over-Built 


All this growth has deeper mean- 
ing for the Building Industry, 
which has been experiencing a. 


You buy all when you buy 


You're paying for it, Mr. Advertiser. ..so why not get it? 
Why settle for less than the entire light construction market ? 
Certainly, your sales promotion program for the year 
ahead must include not part but all of it. And that’s precisely 
what PYactical | builder gives you. It is the only 

‘. builder-book e 
builder-readers erect 7 ov 
all new light construction 
remodeling. It’s as simi 
reach builders. PB di 
the greatest builder-reade 


greatest builder-buyt 


ADVERTISEMENT 


Taking just new home construc- 
tion as a “bell weather,” the re- 
search shows that builders will 
have to provide between 1.6 million | 
and 2.6 million new houses every 
year for the next 5 years just to 
meet our basic physical, minimum | 
housing need! The figures also’ 
show that the American home buy- 
er has amassed the greatest buying | 


power of all time (1960 purchas- | 
ing power will be 100% greater 
‘than 1940’s) to pay for what he| 
‘needs. 


Greatest Marketing 
Potential of All 


Such facts have convinced the) 
basic producers, their fabricators, | 
thousands of manufacturers, 
wholesalers and distributors that 
our population is already pressing 
at the walls of its buildings, both 
residential and non-residential. 


| They are convinced, too, that there 


_ will be ample building business for 


years and years to come, and they 
are staking their future on getting 
their full share of it. 


Practical Builder’s advice to all 
manufacturers in sizing up the 
light construction market is that 
they be sure to appraise it in total. 
In 1954, for example, new residen- 
tial building represented 42%; re- 
modeling, alteration and repair 
39.2%; light commercial and indus- 
trial 18.8%. Except for a few thou- 
sand project builders in large met- 
ropolitan areas who specialize in 
new home construction only, most 


builders do all types of building .. . 


the great bulk of them are located 
in communities of 50,000 and less 
population (where 82% of all new 
homes were erected in 1952). 


Therefore, in setting up your tar- 
gets, be sure you expose your sales 
message to the greatest buying 
power you can possibly reach. 


4 
4 
/ 
Practical 42.5% of the Light 
} Builder 


ited for the entire 


rship, the greatest 


t of every 10 dwelling units; do 60% of 
| do most of the industry’s repair and 
le as ABC: to sell builders you must 


livers the greatest builder-preference, 


mg-power. And all at the lowest cost ! 
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builder-market. Its 


builder-loyalty, the 
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Construction volume is 
new residential building: 
rural, small town, suburban 
and metropolitan areas. 


36% of Light Construction 
volume is remodeling, 
alteration, repair: a steadily 
increasing market for all 
kinds of building materials, 
tools, equipment. 


6.8% of the Light 
Construction Market is 
miscellaneous non- 
residential building (Schools, 
Churches, Auditoriums, etc.). 


6.7% of the Light 
Construction Market is new 
industrial building (Small 
Factories, Warehouses, etc.). 


2.8% of the Light 
Construction Market 
is Public Utility. 


2.7% of the Light 
Construction Market 
is Farm Service buildings. 


2.4% of the Light 
Construction volume 
is Commercial Building. 


0.1% of the Light 
Construction Market is 
all other private building. 


[Above statistics based on 
Department of Commerce 
...0f the light —t cmchampa 
construction industry ’ 
\ 
© INDUSTRIAL PUBLICATIONS, INC., CHICAGO 3 \Q 
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Business Paper Success Story... 


Essley Ads Established Bruxton Prep 
As High Quality Boys’ Shirt Brand 


New York, Sept. 21—The Brux- 
ton Prep division of Essley Shirt 
Co., New York (a subsidiary of 
Publix Shirt Corp.), has, in less 
than two years, firmly established 
with the trade and in the minds of 


|consumers a branded line of boys’ 
shirts, with a striking and colorful 
business paper campaign as the 
major tool in the merchandising 
job. 

The Bruxton Prep line was con- 


AUSTRIAN ADVERTISING 
AGENCY 
16, Wollzeile, Vienna 
Telegrams: OEWERBEGE 
Incorporated Practitioners 
in Advertising 


Member of the International 
Chamber of Commerce 


ceived by Sheldon Berdon, the 
youthful president of Publix and 
Essley. With the aid of Monroe 
Michael, general manager of Es- 
|Sley and also advertising manager 
\of Publix, and Daniel Karsch, pres- 
ident and account executive at the 
Daniel & Charles agency, the line 


‘became a real success. 


Manufacturers in the field had 


mt 


from any attempt to establish 
trademarked lines of boys’ dress 


sumption was that mothers would 
not buy such a line as a preference. 

But Mr. Berdon and his associ- 
ates believed there was a place in 


backed by quality and character 
and sold by the right kind of ad- 
vertising to the trade and the con- 
sumer. 


® They backed up this belief with 
the campaign which began a year 
and a half ago and is still running. 
Described in the trade as a “cut- 
and-sewn” brand—as distinguished 
from knitwear—the Bruxton Prep 
line already has become accepted, 
in the terms of the copy placed 


name in boys’ shirts.” 


for various reasons stayed away | 


and sports shirts. The general as- | 


the industry for a branded line, | 


i 
} 
| 


| 
| 


before the industry, as “the mae, in two colors. 


Advertising Age, September 26, 1955 


The display 
focuses a large drawing of a boy 


Typically the copy runs in pages wearing the featured item, which 


SPECIALISTS IN CUSTOM DESIGNED, MASS PRODUCED, PERMANENT DISPLAYS 
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IDEA 


HAVE HELPED SELL PRODUCTS FOR 


WESTINGHOUSE 
GENERAL ELECTRIC RCA JERGENS 


TUMS 


OLD FORESTER 
CROSLEY-BENDIX 


Unique in form, as 
well as style, Brun- 
hoff 3-dimensional 
metal and glass dis- 
plays have person- 


ANACIN 
PROCTER & GAMBLE 


FITCH 


LIFE SAVERS 
FRIGIDAIRE 
AMANA 


Custom designed for you 
to guarantee distinctiveness 
and sales appeal. Mass pro- 
duced in our own factory to 


ality far beyond the maf x cost. 
limitations of mere : —— 2 
copy and art. ——~ ey - 
— 
Brunhoff room <a 
air conditioner ao ow Set 


_ BRUNHOF 


displays make 
them look like 
they should— 
fine furniture for 
the interiors of 


th 
tasteful homes. Y 


designed by 


Large mass dis- 
plays like this lamp 
merchandiser do not cost— 


bring in income when 
specialists in 


supermarket merchandising. 


1825 FREEMAN AVE 


., CINCINNATI, OHIO 


F MANUFACTURING COMPANY 


provide the lowest possible 


lis referred to as “the most fabu- 
lous” of its kind in the country. 
Often a striking and colorful back- 
|ground of irregular diagonal 
|checks in the featured color, plus 
|black, lends attention value to the 
advertisement. The name of the 
line, Bruxton Prep, is emphasized 
in every piece of copy. 

Below this is a brief description 
of the shirt advertised with sizes, 
colors and retail prices. One sum- 
mer piece of copy deviated from 
this approach by showing a large 
red firecracker about to explode, 
the copy declaring that “Bruxton 
Prep sets off an explosive new fall 
line.” The word “Hellzapoppin” 
stood out below this, with the mes- 
Sage about “a red-hot collection of 
boys’ shirts and sports shirts— 
excitingly styled and priced to hit 
your sales figures like dynamite.” 


® “The campaign has been tre- 
mendously successful in every 
way,” Mr. Karsch told AA. “The 
extent to which it has won the 
trade may be gathered from the 
fact that we have added some- 
where between 20% and 25% more 
good accounts, all over the country. 

“The advertising also attracted 
the attention of a number of good 
salesmen. We were able to place 
these men in areas where we were 
not represented. The coverage, ob- 
tained . through Boys’ Outfitter, 
Daily News Record and Esquire’s 
Apparel Arts, plus The New York 
Times Magazine, proved very ef- 
fective. The striking character of 


the copy, as well as its dignity, 
helped to get the quality of the 
line across. 

“We believe the campaign has 
been handled in a fashion which 
the trade accepts as class—even 
though the line is a popular-priced 
line of merchandise, We see no 
reason why it shouldn’t be han- 
dled in high class fashion. 

“We have also used the copy for 
direct mail and for display cards, 
sending reproductions to every ac- 
count on the list. This, too, has ap- 
parently been appreciated and has 
helped the campaign along. 

“In fact, it has served as a 
springboard for us in the trade, 
following the conception of the 
idea of a branded line in boys’ 
shirts. There is not much question 
but what Bruxton Prep is now a 
good solid trade brand, well known 
and well accepted.” 


® Since the advertising began, the 
company has added 40% in volume, 
proving in substantial fashion the 
way the trade has gone for the 
Bruxton Prep line. 

“It has all been very gratifying 
in every way—a aaa pride and 
joy,” said Mr. Karsch. “It justified 
Mr. Berdon’s basic idea. And the 
advertising we all worked out to- 
gether helped to put it across.” 


CBS-TV Appoints Elliott 

Frank Elliott Jr., formerly of 
WCAU-TY\V, Philadelphia, has been 
named director of sales develop- 
ment for CBS Television Spot 
Sales, New York. 
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big network star! 
masterful quizmaster ! 
penetrating panelist ! 


ee ee _ 


aero 


lightning quipster ! 


Bill Cullen brings new bounce to 
New York every morning on the new 
BILL CULLEN SHOW 


The BILL CULLEN SHOW is not 
just plain Bill. Cullen’s yocks 
are surrounded by plenty of 
good morning music, live, from 
Eddie Safranski’s orchestra, 
news, records, traffic and 
weather reports. All this adds 
up to plenty of new excitement, 
new listeners, new customers. 
Wide-awake advertisers will 
get a big junip on their competi- 
tion by calling WRCA or NBC 
Spot Sales right now. 


WRCA - 660 


qh 8c Radio in New York + Represented by NBC Spot Sales 
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F TC Ado ts ‘Guides’ for It St ff on aonrenaiiaan popresemtaton inf those currently smoking the leading tobacco companies. At one 

Pp S a that cigaret smoking is medically brand named and they do not con-|time the commission had com- 

|petitive brands are considered im- the height of discussions last fall |Other brands, Chesterfield adopted 

and that the industry is entitled to |significant nor substantiated by | nated.” en In proposing the code the com 
quality of what we have accom-| prohibitions, others are qualified. |lieve’ they are current opinions|curb advertising claims of all the| sonable restraints. 


: as A approved is considered proper un- | tain statements which violate other | plaints pending against all major 
to Use in Examining Cigaret Ads 
Proper except where they are | o¢ the possibility that smoking | ‘hemes similar to the controversial 
credit for the cooperation it pro-| scientific proof. | The guides prohibit testimonials | mission took the position that steps 
plished,” Mr. Grandey said. “How-| 
BEFORE 


sales volume comparisons of com-| prc proposed the standards at after it issued orders against 
year “had a very beneficial effect” |the claimed difference is neither | rently applicable when dissemi- | petitors. 
“Only time will tell the lasting|® Some of the guides are definite vertiser “has good reason to be-/|fought, with doubtful success, to industry into agreement on rea- 
the industry’s credit if it remained | 


Ger the advertising guides. Also, | guides. brands except Chesterfield. Soon 
(Continued from Page 3) filtration violat i / ; ; ; ; 
f e the guides where based on “reliable information cur- | contributed to the spread of lung claims formerly used by its com- 
vided. 1 ‘unless they are genuine, the ad-|" For nearly a decade FTC had|were needed to bring the entire 
ever, I feel that it will redound to) 
in compliance with the guides 
which we have adopted.” 

There are some major revisions | 
in the final guides, in contrast to 
the standards proposed by Mr. 

Grandey last year. : 

ew All the rules were rewritten and _ - 

a section of Rule 4 of the original 
draft, which said cigaret advertis- 
ing should not refer to doctors, has | 
been dropped. Rule 6 of the pro- 
posed code, which said cigaret ads | 
“should generally be limited to the 
subjects of quality, taste, flavor, | 
enjoyment and other similar mat- | 
ters of opinion,” has been replaced | 
by a footnote which says, “nothing | 
contained in these guides is in-| 
tended to prohibit the use of any 
representation, claim or illustra- | 
tion relating solely to taste, flavor, 
aroma, or enjoyment.” 

The first two rules in last year’s 
draft, which said ads should not | 
imply that smoking is beneficial, | 
non-harmful or non-irritating, are | 
replaced by a new “guide” which | 
states no representation should | 
“refer to either the presence or | 
absence of any physical effect or | : ; 
effects of cigaret smoking in gen- | ; Op Sa, hg 


iat ALENT OF AN ACADEMY AWARD MOTION PICTURE 


Vs. ae 


ws The commission notified the in- 
dustry that it has directed its bu- 
reau of consultation “to be diligent 
in using mandatory procedures 
where voluntary compliance can- 
not, or for reasons of policy should 
not, be effected.” 

In all, there are seven “guides” 
and three footnotes. 

These guides apply to advertis- 
ing of cigarets in general and of 
individual brands. The guides also 
are written so as to apply to filters 
or filtration. For example, repre- 
sentations implying less nicotine 
content in one brand as compared 
to another through a comparison 


| 
eee 


AIS ‘CELEBRATED STARS IN CELEBRATED 


lis 5" | 
+g ™ Be eee DRAMATIC ENTERTAINMENT AT ITS — 
WALLINGFORD ae Ss. : a ae sie ey | 


Conn. 
Without The 


RECORD & JOURNAL 


Don't be fooled by road 
distances! This 89,000 mar- 
ket is not covered by Hart- 
ford or New Haven newspa- | 
pers. Only The Record & | 
Journal sells Meriden-Wal- 
lingford. In fact, you get | 
97 % coverage with— | 


The Meriden 
RECORD & JOURNAL 


MERIDEN, CONNECTICUT 


National Representatives: 
Gilman, Nicoll & Ruthman 
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Advertising Age, September 26, 1955 


Timothy Buys KMBY 

KMBY, Monterey, Cal., has been 
purchased by B. P. Timothy, one 
of the founders of Avery Knodel 
Co., station representative, from 
Mr. and Mrs. Fred Gwynn. Mr. 
Timothy purchased 75% of the out- 
standing stock of the radio station 
for $50,000. 


Charlotte Gesey to KSFO 


Charlotte Gesey, formerly with) 


KSAN-TV, has joined the sales 
staff of KSFO, San Francisco. 


“Chicago Tribune’ 


Rises to Defense 
of Motivation Studies 


(Continued from Page 2) 
abysmal ignorance of the scope 
and development of the social sci- 
ences in the American universities. 
Our motivation studies using social 
and psychological research by no 
means are confined to this narrow 
arc he is criticizing.” 


| Mr. Martineau goes on to de-| 


scribe some of the work that has 
been done by 
‘then continues: 

“Motivation research is by no 
means as narrow as Politz indi- 
cates. I think somebody should 
give him a book. A subscription to 
some journal in these fields such 
as The Journal of Abnormal & 
Social Psychology, or The Ameri- 
can Sociological 
convince him of the rigorous test- 
ing which goes on in these fields, 


the Tribune and) 


as well as the rich possibilities of! 


this type of research. 


61 


the precision of finality. 
“Someone should remind him 


“He is doing a serious disservice that ‘The Bible’ and Plato’s ‘Re- 


to advertising when he tries to 
restrict the study of human be- 
havior and communication to his 
flat one-dimensional techniques. 

“Unhappily, he ignores the fact 
that business research is a working 
tool for executive decision. He 
would deny this assistance to the 


Review would executive and force him to rely 


entirely on his common sense and 
hunches because the research lacks 


is Seal 
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public’ have no mathematical 
precisions. But they do afford 
enormous insight into human mo- 
tivations.” 


Packaging Terms Manual Out 

The Packaging Institute, New 
York, has published the second edi- 
tion of its “Glossary of Packaging 
Terms” and will make the book 
available at its seventeenth annual 
forum at the Hotel Statler, New 
York, Oct. 31-Nov. 2. The second 


/edition, which contains about triple 
|the number of terms contained in 


the first edition, contains more 
than 250 pages of definitions. Sin- 
gle copies will be offered for $6.75. 


| Quantity prices also are available. 


Siefert Joins Abramson 

William C. Siefert has been ap- 
pointed an account executive by 
Ervin R. Abramson Advertising, 
Milwaukee. Mr. Sietert formerly 
was with Heil Co., Globe Steel 
Tubes and Bucyrus-Erie Co. 


Tools of the Trade 
(Engineer) 


Dotted Line 
(Salesman) 


Personalized 
Initial Tie 


Bull versus Bear 
(/nvestor) 


Legal Eagle 


Blueprint 
(Lawyer) 


(Architect) 


Thank You 


(Ten Languages) 


Personalized 
Golfer Tie 


Card Player 
Hobby Tie 


GOLDEN LINING TIES 


Here are just a few of many ties with 
a unique quality of personalized appeal 
for every name on your Company gift 
list. Golden Lining ties reflect in good 
taste the interests, hobbies, occupations 
and personalities of men eyerywhere. 
They are fashioned of the finest quality 
silks and luxuriously finished with our 
famous Golden Lining. 


We invite your inquiry for our full-color 
Golden Lining Collection gift brochure. 


G. $. HARVALE & CO. 


' 100 Fifth Ave. * N.Y. 11, N.Y. 


| ORegen 5-2325 
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|Hanover Canning Slates 
Campaign in Pennsylvania 


-- Hanover Canning Co., Hanover, 


Pa., will launch the largest adver- 
tising campaign in its history this 
year for its Hanover vegetable 
products. Media schedule includes 
radio, newspapers, tv and outdoor 
posters in Pennsylvania. Campaign 
theme will be, “There is a differ- 
ence.” 

Arndt, Preston, Chapin, Lamb 
& Keen, Philadelphia, is the agen- 
cy. 


Runkle Gets Oklahoma Account 

Lowe Runkle Co., Oklahoma 
City, has been appointed to handle 
advertising for the Oklahoma State 
/Department of Commerce & In- 
‘dustry. The new department is 
charged with the industrial devel- 
opment of Oklahoma, a responsi- 
‘bility formerly included in the ac- 
| tivities of the Oklahoma State 


\Planning & Resources Board. 


4 NOT COVERED BY LOS ANGELES | 
AND SAN FRANCISCO NEWSPAPERS 


California’s Billion Dollar Valley lies inland—isolated from dis- 
tant Coast cities by mountains. This independent, self-contained 
area is bigger than Pennsylvania, has more population than 
Nebraska. 


a Valley families have over $31 billion in spendable income 
gift (more than Kentucky), account for more retail sales than Louis- 
,ood iana.* You’re not selling California unless you’re selling the 
ions Valley. And to cover it in depth, you need the three Bee news- 
r oe papers, each the strong local favorite in its part of the Valley. 

‘a *1955 Consumer Markets 


© AME SACRAMENTO BEE 


NATIONAL REPRESENTATIVES . . . O'MARA & ORMSBEE 


Four Advertisers 
Join to Popularize 
Fruit-Eggnog Pie 


SAN FRANCISCO, Sept. 22— 
Thanksgiving this year may see 
the start of a new American cus- 
tom, born in the merchandising 
offices of four of the nation’s most 
influential food advertisers. 

By Thanksgiving, California’s 
Cling Peach Advisory Board, Knox 
Gelatine Co., Johnstown, N.Y., the 
American Dairy Assn., Chicago, 
and General Mills, Minneapolis, 
expect to polish off a two-month 
campaign to establish “Fruit Cock- 
tail-Eggnog Pie” as a new tradition 


\for holiday feasting. 

| Promotion of the new pie recipe 
opens in November, marking the 
eighth annual fruit cocktail sales 
event. 

First news and views of the pie 
will reach American homemakers 
in November issues of Life, The 
Saturday Evening Post, women’s 
service magazines and Sunday sup- 
plements in 98 newspapers. 


® Following closely and lasting 
until the end of the year will come 
a steady stream of color pictures, 
recipes and promotional material 
via television, Sunday newspapers 
and weekly magazines. 

The new pie calls for California 
fruit cocktail, Betty Crocker’s ho- 
mogenized pie crust mix, Knox 
Gelatine and a commercially pre- 
pared eggnog. With the exception 
of the eggnog, all are items bought 
usually in multiples. 

Advertising and merchandising 
backing for the campaign by the 
four principal companies wil! top 
all prior efforts devoted to annual 
fruit cocktail events. 

Tv demonstrations and commer- 
cials are planned to appear on 399 
tv stations. The shows will include: 
“Disneyland” and “Lone Ranger” 
(ABC-TV) and “Bob Crosby” and 
“Valiant Lady” (CBS-TV). 

Batten, Barton, Durstine & Os- 
born handles the cling peach ac- 
count; Charles W. Hoyt Co. is the 
Knox Gelatine agency; Campbell- 
Mithun handles the American 
Dairy Assn. advertising, and Knox 
Reeves has the Betty Crocker pie 
crust mix account. 


Atkins Elected AFA Governor 

George W. P. Atkins, Southern 
Advertising Service, Birmingham, 
has been elected governor of the 
Seventh (Deep South) district of 
the Advertising Federation of 
America. Other district officers 
elected include Lester Gingold, 
Sears, Roebuck & Co., Memphis, 
Ist lt. governor; John L. Daniel, 
Kaiser Aluminum & Chemical 
Corp., Baton Rouge, 2nd It. gov- 
ernor; Martin Johnson, Social Se- 
curity Administration, Mobile, 3rd 
It. governor; Hal Yockey, Pan 
American Southern Corp., New 
Orleans, treasurer, and Clarence 
Bishop, Protective Life Insurance 
Co., Birmingham, secretary. 


GE Promotes Yarbrough 

Kenneth F. Yarbrough has been 
appointed manager of advertising 
and sales promotion of the New 
England district of General Electric 
Co., Boston. Mr. Yarbrough joined 
GE in 1948. 


: Perea ey fo ~g' ad are i an ee S 


reach 5553 
POLICE CHIEFS 


via this all-selective 
medium! They buy uni- 
forms, communications, 
weapons, traffic sys- 
tems, parking meters, 
conveyances! Get the 
full story... TODAY! 


NATIONAL REPRESENTATIVE 


mc €OPP & Associates 
75 Broadway, New York 36, N. Y. 
15 Fast Wacker Drive, Chicago 1. am 
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It’s Selective! The American was the first family 


magazine to publish articles on regional food dishes. Result: 
425,000 people wrote in asking for recipes from this one series. 

The American is produced to attract the many interests of a young, 
successful group of family readers. Over the years, these readers 


have been conditioned to believe in The American Magazine. Be- 
cause they believe in The American, they respond to its advertising. 
If you want a select, responsive family group of 10,000,000 readers 
—rather than a mere number of thumb-throughers—then the best 
place for your advertising is The American Magazine. 


The American Magazine ... It moves goods because it moves people! 


The Crowell-Collier Publishing Company, 640 Fifth Avenue, N.Y 19,N.Y Publishers of The American Magazine, Collier's and Woman's Home Companion 
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Is your ad run 
«ee through a wringer 
—_——wwenrn gies er nen eeeeeeseem™=S 


relying on limited knowledge of the 
JAYP performer, or is it make to order to 
* fit your purpose. See free booklet. 


WALK advertising typography 


11 E. HUBBARD ST., CHICAGO 11 © MO 4-6134 


(Continued from Page 2) 
search as ‘fakery’ are just as wrong 
as those who claim it will work 
miracles.” 


Ke Marie does t | 


£9 FASTER... 


complete mailings, multl- 
graphing, mimeograph- 
ing, addressing, fill-in on 
multigraphed letters, 
planographing. 
Marie keeps your Mail- 
ing List up-to-date, frees you 
from detail work. For rush ick-up, 
uick service and fast delivery 
ALL WAbash 2-8655. 


a Leller 


Mr. Weir, a familiar gadfly to 
researchers, spoke today as a copy- 
‘writer with more than 20 years of 
‘adwriting behind him. He told the 
‘assembled researchers: 

“Tf there is anything wrong with 
copy research as I, as a writer, see 
it, it lies in the fact that copy re- 
search has not yet, in any of its 
forms, uncovered any evidence 
fundamental to improving the ef- 
fectiveness of advertising. It has 
shown how advertising can obtain 
greater attention, more thorough 
reading, longer memorability—but 
it has not yet shown how it can 


Sheep 1 
431 S. Dearborn Street, Chicago 5, ui.) 


make itself more persuasive. 
“Oddly enough, although this 


Weir Hits Copy Research as Meeting 
of AMA Resounds with Motive Debate 


pseudo-science is called copy re- 
search, its principal contributions 
have been in the realm of art, of 
layout, of typography, of illustra- 
tion. As a consequence, advertising 
| presentation has improved, but not 
jadvertising copy. 


es “If anything—because copy 
pat now, to some extent, pass on 
part of the job to layout and type 
and art—it has become even more 
banal than it was. Consequently, 
if I find anything wrong with copy 
research, it is this: It has done 
more to benefit the art director 
than the copywriter. And I pro- 
test, if it is to retain the designa- 
tion copy research, it should set 
itself to the task of uncovering 
Ways and means of improving 
copy, of helping the writer to write 


one single medium sells this $353,000,000 grocery market 
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['] Indicates Number of Independent Grocery Outlets in Each County 


37% daily coverage in 103 counties 


The World-Herald gives IMPACT to your 
advertising in Nebraska & Western lowa 


Grocers throughout Nebraska and Western Iowa know the impact 
that World-Herald advertising creates in their communities. They 
have seen it spark consumer reaction for many products. The im- 
pressive record of this medium’s ability to move goods is just one 
reason why World-Herald advertisers can count on getting grocers’ 


tie-in advertising 


and in-store sales support. 


The World-Herald’s 103 Plan offers you 5 ether ways to stimulate retail co-operation: 


1. Mailing to alert key retailers to your campaign 


2. Personal 


3 
4. 
5. Split-run 


calls on advertising retailers 


advertising for testing appeals 


3. Campaign presentation to your local sales force 
Assistance in staging local sales meetings 


Regardless of your product classification, this one single medium 
offers the most effective way to sell this growing 2 billion dollar 
market. To sell the 114 million people in this 103 county area, sell 
through the one single medium that reaches 3 out of every 5 families 
in Nebraska and Western lowa—The Omaha World-Herald. Contact 
O’Mara and Ormsbee or write the national advertising department 
of The Omaha World-Herald for further details. 


OMAHA 


252,795 daily 
Average Net Paid Circulation 


WORLD-HERALD 


267,090 Sunday 
for April, 1955 


O’Mara & Ormsbee, National Representatives: 
New York * Chicage * Detroit * Los Angeles * Son Francisco 
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|more convincingly and persuasive- | 


ly.” 

Mr. Weir admitted that in sug- 
gesting that researchers concern 
themselves with the job of pro- 
ducing more believable copy, he 
may be setting an impossible task. 

“I am sure you will agree with 
me,” he said, “that, given similar 
Starch findings on how to write 
‘for high reading, a competent 
writer will do better than an in- 


one.” 

He also pointed out that the 
question of what makes a good 
writer “is a maddeningly inexpli- 
cable thing—like the riddle of 
woman and her charm and attrac- 
tion.” 


a However, Mr. Weir, who is also 
a short story writer, warned that 
good writers are becoming “in- 


he said that if research could shed 
some light on “verisimilitude in 


most pressing problems of the day 
—finding competent writers.” 

Mr. Weir said that “copy re- 
search has missed the boat” in the 
area of credibility. This is why, he 
said, too much of advertising “still 


a lead quarter.” 

“It’s very strange,” he said. “We 
know a play, for example, that we 
see on tv is wholly fabricated. Yet 
we accept the possibility that it 
could be real. Then comes a com- 
mercial, based on a tangible prod- 
uct, and somehow we find it con- 
siderably less credible than the 
play.” 

Mr. Weir twitted the copy re- 
searchers a bit for having a sense 
(of guilt, “in encroaching upon 
/something that is not science and 
can never be reduced to a science,” 
He mentioned that copy research 
people are always complaining to 
him about the resistance of copy- 
writers to research. 


@ In this connection, he brought 
up an article in the Sept. 19 AA 


by Richard D. Crisp, formerly re- | 


competent one, or a less competent | 


creasingly difficult to find.” And. 


writing, it would ease one of the) 


drops on the ear with the sound of | 


time it has been brought to my 
attention that Alfred Politz and 
Dr. Dichter are copywriters.” 

E. L. Deckinger, v.p. and 
research director of Biow-Beirn- 
Toigo, followed Mr. Weir to the 
rostrum and complained about 
researchers always being over- 
ruled “in the agency.” He also 
asserted that the trouble with 
copywriters is, “They’re too lazy.” 

“Not you, Walter,” he added, 
“but most of them.”’ Mr. Deckinger 
said copywriters could come up 
with better copy if they “would 
get off their backsides’” and get 
out and talk to consumers, dealers 
and distributors. 


* Dr. Wulfeck, chairman of Esty’s 
executive committee and an au- 
thority on motivation research, 
had to cut his remarks short be- 
cause of the time element. Reading 
quickly from a prepared talk, he 
hailed motivation research for 
providing advertisers with “new 
nsights” into consumer behavior. 

Dr. Wulfeck compared the pres- 
ent state of motivation research 
with the situation existing in the 
opinion research field back in the 
30s. He said that as more work is 
done in the field, the tools will 
become more precise. 

While he pointed out that the 
techniques of motivation research 
“have been lifted directly from the 
clinical field,” Dr. Wulfeck said 
some commercial users are making 
the mistake of assuming that this 
research will give something like 
a “final answer.” 

It will not do this, but it will 
help advertisers toward a better 
understanding of consumer be- 
havior, he said. Dr. Wulfeck un- 
derlined two factors which he said 
advertisers cannot ignore: 


® People are different, and it is 
important for a manufacturer to 
understand their underlying emo- 
tional attitudes toward his prod- 
uct. For example, he said, a 
manufacturer may have a product 
which he thinks is a mass item, 
but the emotional attitude toward 
the product’s “image” may set up 


‘search director of Tatham-Laird, a “block.” 
_in Chicago. Mr. Crisp had singled | ® Consumer attitudes are com- 
out Mr. Weir and other top copy-/| plicated. It’s not a matter of being 


writers for their frequent “anti- all positive or all negative. There 
research” comments, and he called|may be mixed attitudes. For ex- 


for 
search war.” 


“a truce in the creative-re-|ample, a consumer may have in- 
After reading from ternal hostility toward a product. 
the Crisp piece, Mr. Weir read the However, 


he may still buy it 


front-page headline over the because of other factors, such as 


Politz-Dichter 
| mented wryly: 


| 


fracas 


and com- advertising, distribution, dislike of 
“This is the first the competing brand, etc. 
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@ Calls on more Texas customers than any other 
newspaper. Annual Effective Buying Income ’ 
of trading area, $3,195,668,000. ; 
@ Speaks the language of Texans .. . is invited : 

into over 90% of all Fort Worth homes daily, 
and over 77% of all Fort Worth homes every , 
Sunday. : 
\ 
e@ Is read by over 41% of all families in the 100 } 
Cc i RC U LATION county trading area every day, and by over 
IN TEX AS! 36% of all families in the trading area on , 
E Sunday. \ 

250,090 

BARY Figures based on latest Sales Management 
rete Pg estimates and ABC Audit report. 
\ 
232,344 | | | ) 
- ‘Fort WorTH STAR-T 
ttt FORT WORTH STAR LELEGRAM | | 
tverege ending Merch 31, AMONG. CARTER, J rz wenn. : 
. 
LARGEST CIRCULATION IN TEXAS 
. .. without the use of schemes, premiums or contests—“Just a Good Newspaper” . 
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Radio Improves 
Cost Position, 
Karol Asserts 


CBS Affiliates Told 
New Sales Formula 
Will Boost Billings 


Detroit, Sept. 20—The Colum- 
bia Broadcasting System has re- 
vised its philosophy of selling ra- 
dio time and tailored it to meet 
the changing patterns of listening 
and demands, John Karol, CBS 
v.p. in charge of sales, told CBS 
Radio affiliates meeting here last 
week. 

Because of this overhauling of 
the sales formula, CBS Radio out- 
lets are in the strongest position 
in their history, Mr. Karol added. 

“We all remember when the 
network buying formula was 
largely. 15-minute strips and half- 
hour shows,” Mr. Karol explained. 

“These, in radio, were like the 
one-page ads in magazines. But 
the patterns of listening have 
changed, and we have modified 
our programming to capitalize on 
the change. 

“The final step, obviously, has 
to be a shift in sales philosophy to 
allow the advertiser to buy in re- 
lation to the changing habits of 
listening. 


= “This shift means that now an 
advertiser can buy the equivalent 
of the half-page or smaller ad. 

“As a result, the big advertiser 
now can buy smaller segments of 
more programs, with the result 
that he reaches a far larger audi- 
ence of different people and does 
so more economically.” 

Mr. Karol told the more than 200 
station men attending the meet- 
ing that now the smaller adver- 
tiser can use national radio adver- 
tising and can use it with enough 
frequency to impress his own 
salesmen, distributors and dealers, 
as well as the ultimate consumer. 

“In this new sales pattern is 
also our insurance for the future,” 
Mr. Karol said. 

“For with many smaller ac- 
counts, the loss of any one has 
little effect, while the loss of one 
of a few big accounts can be a 
rather unpleasant shock.” 


a Mr. Karol said the new sales 
approach is working effectively. 
He listed General Foods, Brown & 
Williamson, CBS-Columbia, Philip 
Morris and Liggett & Myers as 
companies which are utilizing it. 

The network sales executive de- 
clared that CBS is the only net- 
work to subscribe to A. C, Nielsen 
“Auto-Plus.” 

“We can now tell prospects 
about certain quarter hours where 
the car audience adds as much as 
60% to the in-home audience,” he 
explained. 

“Columbia alone has_ sub- 
scribed to the new Nielsen survey 
of national audience composition, 
which shows larger numbers of 
listeners per home. 

“By constant study we are able 
to show that many of our pro- 
grams are increasing their reach 
into television homes well out of 
proportion to the growth of tv 
homes; that 20% more homes are 
using radio than television in the 
daytime.” 


a Mr. Karol said CBS is using 
full research in an all-out battle 
against competition of network 
television and print. 

“Do you know what you find 
when you compare the audience 
of some of our daytime strips with 
the big daytime tv shows?” he 
asked. 

“You find that our shows top 16 


‘or more of their tv counterparts, 
and you'll find that tv costs are 
running four-to-one over radio’s. 
We're getting to the right people 
with the data on actual viewing, 
or rather non-viewing, of daytime 
tv—when the set may be on but 
the housewife is in another room.” 

He added that a radio nighttime 
advertiser can reach bigger week- 
ly audiences now than he could 
in 1948. 

“And the cost of reaching them 
is less than the price of a two- 
column b&w ad in many a mag- 
azine,” he asserted. 

As an example, Mr. Karol said, 


| 


| 


“A cost of $50,000 for a tv show 
is virtually peanuts; currently, the 
biggest audience tv program is 
reaching less than _ 14,000,000 
homes. 

“We have proposed an expendi- 
ture on radio of $50,000 a week to 
an advertiser. And for that sum 
he will reach, in a week, 49,000,000 
homes and more than 6,000,000 
automobiles for a total of 55,000,- 
000 families.” 


a Frank Stanton, CBS’ president, 
could find no reason for station 


'owners to fear the future. 


He said television will no more 


pati 


——— 
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spell doom for radio than radio— 
in 1922—was going to spell doom 
for newspapers. 

Mr. Stanton said radio will al- 
ways provide the quickest, most 
flexible and most intimate link be- 
tween the individual and the world 
at large. This very fact, he said, 
preserves radio. 

He said development of the 
transistor makes possible cigaret- 
size radios of satisfactory volume 
and quality. These smaller individ- 
ual sets might alter audience lis- 
tening habits, Mr. Stanton rea- 
soned. 


He reported that in the first 32 


weeks of 1955 there were 8,000,000 
radio sets solda—45% more than in 
the same period of 1954. 


Dunbar Heads Malcolm PR 

R. Malcolm & Associates, Evans- 
ville, Ind., has created a new pub- 
lic relations division and has ap- 
pointed Hugh R. Dunbar director 
of the new division. Mr. Dunbar, 
most recently public relations di- 
rector of Santa Claus Land, Santa 
Claus, Ind., an account ke will 
continue to service, also has been 
with WFIE-TV, Evansville, the 
American Red Cross, WHAS, 
Louisville, and WKIC, Hazard, Ky. 
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GF Boosts Burke Giblin 

General Foods Corp., White 
Plains, N. Y., has promoted E. 
Burke Giblin from assistant to gen- 
eral manager of its Walter Baker 
chocolate and cocoa division, He 
succeeds Clifford Spiller, recently 
named director of marketing for 
the Maxwell House division. 


TvB Appoints Colvin 

William B. Colvin has left the 
creative advertising department of 
the electronics division of Avco 
Mfg. Corp. to join the sales promo- 
tion department of the Television 
Bureau of Advertising, New York. 


Edison Institute 
Sets Coordinated 


‘56 Promotion Plans 


New York, Sept. 20—The 1956 
coordinated promotional programs 
sponsored by Edison Electric In- 
stitute and backed by electrical 
and allied manufacturers have 
been made public. 

Robert L. Coe, residential sales 
manager of Union Electric Co. 
of Missouri, and chairman of the 
EEI residential promotion com- 
mittee, said the programs and ma- 


terials are provided only as a base 
upon which all interested elements 
in the industry can build coordi- 
nated campaigns. The electrical 
appliance manufacturers, distrib- 
utors and dealers can utilize the 
program theme and the calendar 
in coordinating their sales promo- 
tion and sales programs to bene- 
fit from the industry-wide activi- 
ty, he said. 

The complete program, which 
includes types of appliances, time 
to be promoted and slogans for the 
campaigns, follows: 


ae 


ic—No Trick, Drying’s Slick.” 
® Water 


tric Water Heater.” 


® Range—March, April, 
“White Glove Cooking.” 


® Food freezer—May, June, July, 
August—“Freezer Living Is Lei- 


sure Living.” 


® Small load builders (Spring)— 
June—‘“Be Modern—Give 


May, 
Electrical Gifts.” 


® Clothes dryer (Fall)—Septem- 
e Clothes dryer (Spring)—Janu-|ber, October, November—(To be 


ary, February, March—“Like Mag- | announced). 


heater—March, April, 
'May—“Why Worry—Get an Elec- 


May—_}| 
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® Range (Fall)—September, Oc- 
tober, November—(To be an- 
nounced). 


® Small load builders (Fall)—Oc- 
tober, November, December— 
“Make Christmas Giving Mean 
Better Living.” 


Paddington Boosts J&B Budget 


Paddington Corp., New York, 
importer of J&B Scotch whisky, 
will increase its advertising budget 
50% for this year’s holiday promo- 
tion, Increased insertions will ap- 
pear weekly in newspapers in 
leading cities and in Fortnight and 


The New Yorker. Ads will feature 
a novel testimonial by Charles 
Dickens. E. T. Howard Co. is the 
agency. 


Silletti to Matchabelli 

Charles M. Silletti has joined 
Prince Matchabelli Inc., New York, 
as assistant advertising manager. 
He was formerly with McCann- 
Erickson and Benton & Bowles. 


..- about punched cards 
| You can expect just 


go much from 


Limited Coverage 


Collecting market data on punched cards is 
not unusual today. 


... but there is 
about the way 


PENTON 


uses them 


Using these cards as we do to match industrial 
publication coverage to the number of worth- 
while establishments is unusual. 


Reporting coverage figures to advertisers on 
the Standard Industrial Classification* (S.I.C.) 
basis was distinctly a PENTON development. 
We are glad to see that more and more pub- 
lishers are swinging over to this modern 
method of circulation analysis. 


Plant counts will some day be required from 
all industrial publishers. Many progressive 
media buyers request them now. Without this 
information the advertiser is “flying blind” 
because he has no means of checking the 
number of worthwhile units covered (or 
missed) by a business magazine. 


When you’re using a PENTON publication 
you know how many worthwhile units are 
reached. Coverage reported on the S.1.C. basis 


To get the big sales you're after 
in the billion-dollar soft drink 


enables you to measure it in relation to the industry, 

total number of units. You can evaluate the 

proportion of the market buying power you Use the concen- 
are reaching, because information on size or trated, industry- 


type of establishments is also reported. wide coverage 


you get ONLY 
with a vertical 


The ability to buy coverage in this modern 
way is just one of the extra values you get 


when it’s a PENTON publication. pu blication— 
*All manufacturers use this system in reporting to the U. S. Pe ss sony ee 
Bureau of the Census. the 


BorrTrLinG 
INDUSTRY 


DON GUSSOW PUBLICATIONS, INC. 
18 East 49th Street 


CONE new york 17, n.¥. 


a fea T OM 


Publishing Company 


PENTON BUILDING * CLEVELAND 13, OHIO 


| 

| 

_ Information headquarters for the billion- 
| dollar industries they serve — 

® Bottling Industry 

@ Candy Industry 

| ® Candy Industry Catalog 

| and Formula Book 
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yarade parade parade parade parade parade parade parade parade parade parade parade parade parade parade parade parade parad 


Jarade parade parade parade parade parade parade 


How to 
reach more 


inellas County, (Fla. 


families in 


POST ............ 
Se 
COLLIER’S 
LOOK............ 
PARADE ..... 


This is the picture of Parade 


21.4% 
..... L4,0% 
1 Be 2% 
8.3% 
......80,.8% 


coverage* with the 


St. Petershurg Cimes 


Represented Nationally by Reynolds-Fitzgerald, Inc. 


It is much the same in all Parade cities of origin 


parade 


The Sunday Picture Magazine with a minimum of 
20 percent coverage in more than 2400 markets 


*Pinellas County (1955 figures-reflecting a population gain of more than 39% since 1950) 


yarade parade parade parade parade parade parade 
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August Sales of Chain Stores 


oo August —, % Gain ——————_8 months, , Gain 
1955 1954 or Loss 1955 1954 or Loss 

| Food Chains 
Colonial Stores ....$ 25,843,835 $ 24,314,471 + 6.3 $ 213,765,586 $ 197,363,756 + 8.3 
*Grand Union ...... 20,874,689 16,712,968 +24.9 132,717,725 107,909,243 +23.0 
Kroger Co. ........ 91,781,099 81,366,783 +12.8 697,355,207 669,294,592 + 4.2 
National Tea ...... 42,086,094 39,593,332 + 6.3 342,424,004 312,100,942 + 9.7 
SD is os ccodeaes 128,956,509 128,104,467 + 0.8 1,061,535,830 998,899,657 + 6.3 

Group Total ...... $ 309,542,226 $290,092,021 + 6.7 $2,447,798,352 $2,285,568,190 + 7.1 
Mail Order 
eSears, Roebuck 293,786,465 250,246,531 +17.4 1,866,646,393 1,658,865,061 +12.5 
EE ere 10,473,566 9,941,779 + 5.3 71,012,373 71,909,863 — 1.2 
eMontgomery Ward .. 87,180,539 77,685,852 +12.2 548,000,409 511,589,817 + 7.1 

Group Total ..... $ 391,440,570 $337,874,162 +15.9 $2,485,659,175 $2,242,364,741 +10.8 
Drug Chains 
Dy cneneeeades 4,515,051 4,275,359 + 5.6 36,554,832 34,784,909 + 5.1 
err wet 16,663,525 15,408,576 + 8.1 124,064,305 119,481,167 + 3.8 

Group Total ..... $ 21,178,576 $ 19,683,935 + 7.6 $ 160,619,137 $ 154,266,076 + 4.1 
Variety and Miscellaneous 
‘American Stores . 47,020,217 45,580,198 + 3.2 249,548,338 244,615,738 + 2.0 
Bond Stores ...... 4,235,709 4,075,317 + 3.9 — —_ —— 
Butler Bros. ...... 12,208,645 10,284,960 +18.7 72,355,716 64,641,948 +11.9 
Diana Stores Corp. 2,510,830 2,251,518 +-11.2 es —_ 
Edison Bros. ..... 6,250,680 5,716,423 + 9.3 54,479,793 49,576,375 + 9.9 
Fishman, M. H. 1,274,573 1,042,295 422.3 8,422,355 7,440,433 +13.2 
‘Franklin Stores .... 2,845,649 2,524,998 +12.7 5,282,122 4,712,393 412.1 
Gamble-Skogmo ..... 8,994,864 7,697,086 +16.9 68,946,402 63,019,144 + 9.4 
eS 25,392,605 23,638,800 + 7.4 189,435,935 171,683,922 +10.3 
Grayson- Robinson 

a are 7,129,634 5,994,868 +18.9 -— _—_—-_ 
_. = eee 8,480,502 8,066,109 + 5.1 57,582,686 56,230,735 + 2.4 
Howard Stores ..... 1,391,534 1,094,686 +27.1 17,477,695 14,043,058 +24.5 
“Interstate Dept. 

| ERO 5,068,932 4,702,034 + 7.8 34,352,518 32,897,369 + 4.4 
Kinney, G. R. Co. .. 3,785,000 3,321,000 +14.0 28,333,000 25,878,000 + 9.5 
eee, By RS aaa «- 26,225,098 24,240,176 + 8.2 198,563,614 191,344,487 + 3.8 
OE Oe ee 13,001,920 12,798,695 + 1.6 97,175,868 97,312,820 — 0.1 
Lane Bryant, Inc. .. 4,751,031 4,200,475 +13.1 40,854,357 38,009,277 + 7.5 
DESY 3.5 9 kre i'et 11,033,019 9,803,680 +12.5 85,163,458 79,212,403 + 7.5 
SATE 8,714,870 8,044,064 + 8.3 62,755,786 60,499,203 + 3.7 
eMcLellan Stores 4,955,715 4,844,077 + 2.3 30,675,767 31,007,649 — 1.1 
©Mercantile Stores, 

i 2. witteks «6 ¢a« 10,649,000 9,355,000 +13.8 70,628,000 65,510,000 + 7.8 
Miller-Woht Co. .... 2,805,140 2,617,493 + 7.2 —— —_ —— 
more, G. ©. ..... 14,906,382 13,615,130 + 9.5 111,342,054 104,316,663 + 6.7 
National Shirt Shops 1,289,636 1,151,952 +12.0 11,379,023 10,233,229 411.2 
Neisner Bros. ...... 5,179,616 4,931,588 + 5.0 38,958,810 36,958,188 + 5.4 
Newberry, J. J. 16,532,181 15,614,068 + 5.9 107,021,790 102,982,369 + 3.9 
Penney, J. C. ..... 102,198,773 89,710,509 +13.9 682,985,129 623,513,402 + 9.5 
Shoe Corp. of America 5,179,621 4,659,159 +11.2 42,478,990 38,116,791 +11.4 
'Sterchi Bros. Stores 1,485,275 1,212,535 422.5 8,678,651 8,191,712 4+ 5.9 
Western Auto ..... 20,211,000 14,830,000 + 36.3 126,048,000 106,919,000 +17.9 
White’s Auto Stores 2,408,318 1,799,697 +33.8 18,905,219 13,764,927 +37.3 
Woolworth, F. W. .. 58,013,386 52,598,541 +10.2 441,092,255 416,028,692 + 6.0 

Group Total ...... $ 446,129,355 $402,017,131 +11.0 $2,960,923,331 $2,758,659,927 + 7.3 

Combined Total .$1,168,290,727 $1,049,667,249 +11.3 $8,054,999,995 $7,440,858,934 + 8.3 
“Four weeks and 32 weeks. *Four weeks and 21 weeks. “Seven month period. ‘Four weeks and 
21 weeks. *Two month period. *Six month period. 

New Edition of ‘Script Letter’ (numerals. He goes on to deal with 
Tells History, Uses, Methods _§uses of lettering in layout, pack- 

Studio Publications Inc., New aging, free style and commercial 
York, has published a new re- handwriting. Price is $5. 
vised edition of “The Script Let- | 
ter,” by Tommy Thompson. No. 21 ‘Intro Bulletin’ to Bow 
in the publisher’s “How to do it” Intro Bulletin, a literary news- 
series, the book describes the form, paper covering the arts, will start 
construction and applications of) publication in October. Edited and 
the script letter. published by Louis Brigante, ad- 

Beginning with such basics as|dress of the new publication is 
history of and equipment and ma-|Grand Central Station, Box 860, 


iterials needed for lettering, the 
author discusses in detail how to 
determine the slope, make the 
principal strokes, form capitals, 


New York. The monthly tabloid 
will sell for 10¢ a copy. Advertis- 
ing rates are $325 for a page, one 
time. Anthony Cummings is ad- 


|join and space letters and construct! vertising director. 


| 
| 
| 
| 


phone SEeley 


8-1010 


sid LAKE SHORE ELECTROTYPE DIV. 


1224 W.Van Buren St., Chicago 7, Ill. 
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Advertising Age, September 26, 1955 


‘major appliance and equipment 
manufacturers, the association re- 
ports, 

The NRA has prepared ad mats, 
fact booklets and merchandising 
'materials which will be sent to 
'members. In addition, the group is 
‘offering publicity and suggestions 
for tie-in ads to newspaper editors. 
Menu tip-ons, table tents and other 
point of sale pieces will be pro- 
duced and distributed by Standard | hound Lines, has launched a 1,000- | : IMPRINTING Inc CHesapeake 3-2050 
Brands Inc. | Sersen’s ’ r 


69 
R&R Names Nicolin A. E. western cities. Pacific Greyhound jules. Using a luxury theme, copy 
Ruthrauff & Ryan, St. Paul, has/also will use 196-line ads in small-|is based on the phrase “Go mod- 
appointed Robert D. Nicolin an|er newspapers, backed by a heavy jern...go Greyhound...low cost 
account executive. Mr. Nicolin for| program of radio-tv spot sched- | luxury.” 
the past five years has operated 
his own Minneapolis agency, Ni- 
colin-Gousha. 


@ |f Your Printer Doesn't Want ‘em, WE DO! 
(or we'll do it for him) 
IMPRINTING OR OVERPRINTING 


OF FOLDED AND BOUND JOBS 
CHICAGO 7 


Pacific Greyhound in Drive 
Beaument & Hohman, San Fran- 
cisco, on behalf of Pacific Grey- 


line newspaper campaign in major | 17 N. Loomis St. 


RIGHT NUMBER—“Daisy Meadows,” 

who is the living trademark of 

Whiting Milk Co., Charlestown, 

Mass., poses, answering the ordin- 

arily automatic phones used by 

Whiting in its new Dial-A-Menu 
Service. 


Menus by Phone Are 
Provided by Dairy 
(Plus Product Plug) 


CHARLESTOWN, Mass., Sept. 20— 
Whiting Milk Co. is serving up for 
the local housewives a quick and 
easy menu service similar to 
weather-forecasting services. 

A housewife calling the Dial-A- 
Menu phone number, which is 
located in the public relations of- 
fice of Chambers & Wiswell Inc., 
Boston, which serves the Whiting 
account, hears a recorded message 
telling her about the daily menu 
suggested by Whiting, plus mar- 
keting hints, recipe information, 
value tips and one Whiting prod- 
uct. 

The recordings are made daily 
by “Daisy Meadows,” a willowy 
blond, who also plugs the Dial-A- 
Menu service in newspaper ads 
and on the Liberace tv show. 


® A sustained teaser campaign 
kicked off the new service with 
such themes as “Daisies Do Tell.” 
Chambers & Wiswell reports that 
traffic on the telephone lines the 
first week far exceeded expecta- 
tions. 

The receiver setup is capable of 
handling as many as 7,500 calls a 
day. Receivers are set in relays, so 
that incoming calls automatically 
seek an unused line when others 
are busy. 

The unique promotional gimmick 
was conceived by Arthur Norris, 
exec. v.p. of Whiting. 

“We intend to provide the house- 
wife with interesting ideas for din- 
ner—with emphasis on easy prep- 
aration and economy,” Mr, Norris 
commented. 


Restaurant Month 
Will Be Promoted 
With Tie-in Ads 


Cuicaco, Sept. 20—‘‘Whatever 
the Occasion—a Restaurant Meal” 
is the slogan of the 20th annual 
Restaurant Month, which will be 
observed during October. 

The National Restaurant Assn., 
in its monthly news bulletin, re- 
ports that state and local restau- 
rant associations already have) 
started special promotions in their | 
areas. Suppliers, purveyors and 
manufacturers allied to the food) 
service industry also have indi- | 
cated that they will support the 
“Restaurant Month” drive, the 
NRA says. 

The “eating out” theme will be 


official poster. Pabst Brewing Co. 
will publicize the promotion—over | 
its network boxing shows. Support | 
also has been pledged by Armour 
& Co., Kraft Foods Co. and many 


stressed by allied industries in tie- 
in ads in all media. Campbell Soup | 
Co. will print and distribute the 


| 


| 


Will you be building a house like this? 


AME RICAN | 
BuiideR 


At Research Village US Gypsum undertook 
to find out Here's what i it learned about |. 


© UFT-SLAS ROOF CONSTRUCTION FoR HOMES 
© AN OPEN WES STEM STUD SysTEm 
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see the 1955 American Builder 


Lift-slab is just one of the many new light construction techniques that 
builders are watching closely today. This is a fast-changing business that lives on new 
ideas. How do you make a house more salable today? How do you cut its cost? Over a 
hundred thousand subscribers look for up-to-date answers in the editorial and adver- 


tising pages of the 1955 American Builder. 


And only the 1955 AMERICAN BUILDER now offers you the extra 
aim and impact of (1) three regional editions, or (2) a free 
corollary aid like our Light Construction Merchandiser to 
wrap up your “merchandising package,” or (3) “Starched” 
issues to help you keep your new advertising targeted on today’s 
new market. Simmons-BoarDMAN PusuisHinc CORPORATION, 
30 Church St., New York 7, N.Y. 


| Dyonsry appeals of the 1955 AMERICAN BUILDER are not only 
timely, they're balanced . . . between big and small builders 
East and West, North and South, big towns and small towns, 
residential and light commercial construction. The better 
rounded business this balanced coverage can bring you is a 
bigger business. 


“Balanced Coverage Bigger Business” 
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ABC, NIAA Agree 
on Use of SIC 
Classifications 


New York, Sept. 20—Audit Bu- 
reau of Circulations and the Na- 
tional Industrial Advertisers Assn. 
have taken one more step in set- 
tling the controversial issue of 
whether to use Standard Industrial 
Classifications or not in breaking 
down circulation statements of 
ABC publications. 

ABC has agreed to consider us- 
ing SIC classifications whenever 
it reviews uniform classification 
agreements, and ABC papers will 
try to use the system where there 
is no problem of uniformity of 
classifications. ABC policy is to 
review mandatory business anal- 
yses of subscribers to ABC busi- 
ness publications at least once ev- 


ery three years. So, any such 
changes will take place gradual- 
ly over the next three years. 

In industrial fields where the 
problem of uniformity exists, both 
NIAA and ABC will restudy its 
possible use when the U.S. govern- 
ment issues a revised SIC system. 


@ In the past, the question of 
whether ABC should use SIC or 
not has caused a little commotion 
among some ABC publication 
members. 

In the summer of 1954, Iron Age, 
a charter member of ABC, resigned 
from that organization because of 
its failure to take action on an 
NIAA proposal that ABC adopt 
SIC classifications within the met- 
alworking industry. It joined 
Business Publications Audit of 
Circulations, which had adopted 
SIC classifications. 

Earlier this year, a group of six 
ABC-audited metalworking busi- 
ness papers headed by J. E. Black- 
burn Jr. of McGraw-Hill Publish- 
ing Co., who is an ABC director, 


issued a 62-page presentation to 
NIAA and ABC opposing the 
NIAA proposal. 

However, Mr. Blackburn, who 
was present at the latest meeting in 
New York as an ABC represent- 
ative, told AA that he is in full 
agreement with the decision. He 
described it as a constructive move 
which he believes will work out for 
the benefit of all concerned. 


Madewell Names Northrop 

Richard D. Northrop Jr. has been 
appointed sales manager of Made- 
well Co., Boston, producer of point 
of sale displays, exhibit booths, 
specialized displays and silk screen 
printing. Mr. Northrop takes over 
from Laurence H. Sparks, presi- 
dent of Madewell, who will con- 
centrate on display design and 
production. 


Gerald Burns to Farnol 

Gerald E. Burns, formerly with 
Vernon Pope, has joined Lynn 
Farnol, New York, public relations 
counsel, as an account supervisor. 


Quinn 


Sarnoff 


West 


Hinks Kuhl 


HAPPY BIRTHDAY, LUX VIDEO THEATER—“Lux Video Theater” celebrated 
its first year as a one-hour live television dramatic production Aug. 
25. On hand for the birthday cake and celebration in NBC’s tv 
studios in Burbank, Cal., were John West, NBC v.p. in charge of 
the Pacific division; Thomas Sarnoff, director of production and 


France’s largest selling breakfast food is Banania. Behind 


Banania’s rise as France’s favorite “petit déjeuner”. . . is 
Albert Lespinasse. Forceful sales policies and an acute 
appraisal of his countrymen’s tastes have helped him to cap- 


ture his market. Here with his wife and friends, art collector 
and connoisseur Lespinasse relaxes in his Paris apartment 


. .. decorated by the internationally-known Leleu. 


This French market expert doubles 


“3 


-- 
wa 
: 


Chevalier of the Legion of Honor, M. Lespinasse is also an 
active and enthusiastic sportsman. He regrets that he can 
devote only limited time to his favorite winter pastime, 
skiing in the French Alps. An outstanding authority on 
marketing problems in France, he is kept busy not only by 
his own business, but by his contribution as Counsellor of 


the French Board of Trade. 


product sales in two years 


—wins 65% of breakfast food market in France 


business, Pacific division; Ken- 
nett Hinks, J. Walter Thompson 
Co. account exec. working on the 
Lever Bros. account; Stanley 
Quinn and Cal Kuhl, producers of 
the Lux show. 


Kemper Will Ignite 
Fire Insurance 


Drive on Oct. 9 


Cuicaco, Sept. 21—The Kemper 
group of insurance companies is 
launching its biggest promotion for 
one line of insurance in October. 

It will use newspapers primari- 
ly, beginning Oct. 9, to push its 
fire insurance line and its “‘Home- 
owners Package Plan.” The week 
of Oct. 9 is Fire Prevention Week. 

Participating in the drive are 
Lumbermens Mutual Casualty Co., 
American Motorists Insurance Co., 
American Manufacturers Mutual 
Insurance Co. and Federal Mutual 
Insurance Co, 

John W. Shaw Advertising will 
handle the campaign. 


@ Newspaper ads will appear in 
120 markets, and agents of the 
companies are expected to tie in 
with supplemental advertising in 
their communities. 

Direct mail, window banners, 
decalcomanias and window and 
counter display cards will be made 
available to the agents. 

About 200,000 pieces of fire pre- 
vention literature will be distrib- 
uted to community leaders and 
to fire chiefs and fire marshalls, 
and the public will be offered fire 
prevention lessons for children free 
of charge plus information on how 
to build a fire-safe home and how 
to check for home fire hazards. 

Kemper will continue its nation- 
wide “Kemper Approved Insurance 
Advisor” advertising campaign. 


Olin Mathieson Slates Ramset 
Drive in 14 Business Papers 

Olin Mathieson Chemical Corp.’s 
Winchester-Western division will 
use 14 business publications from 
October through January to pro- 
mote its Ramset fastening system, 
a power-actuated fastening tool for 
construction workers. The com- 
pany will also use fractional b&w 
pages in Time. Fuller & Smith & 
Ross is the agency. 


M. Lespinasse is shown in an office of one of his four modern 
factories. He says, “My customers have faith in ReEapEr’s 
Dicest and so have I.” Reliance on Reaper’s DiceEst is 
characteristic of successful advertisers the world around. 
In virtually every market it serves, the Dicest is bought by 
more people at income and occupation levels where buying 
power is concentrated than any other magazine. 


M. Lespinasse credits much of his sales success to the French 
Edition of Reader’s Digest. He says, “Ever since its first 
appearance in 1947, Sélection has been the cornerstone of 
our advertising program. It brings results, because in 
France, as in other countries— people believe in the Digest. 
It is this widespread confidence in the Digest that makes it 
such a highly effective advertising medium.” 


The International Editions of fReader Ss Dige st 


Lowenstein Joins CBS 

Larry Lowenstein has resigned 
as director of publicity and infor- 
mation at Benton & Bowles, New 
York, to become director of press 
information in New York for CBS 
Television. He begins his new du- 
ties at the end of September, 


WINS Names Ostrow 

Leonard J. Ostrow, formerly 
with Pit & Quarry, has joined the 
sales staff of WINS, New York. 
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Insurance Ads Are 
Either Very Good or 
Awtul: N.Y. Life Head 


New York, Sept. 20—Insurance 
advertising has given the public 
“two conflicting impressions” in 
the past year or so, according to 
Clarence J. Myers, president of 
the New York Life Insurance Co. 

He told the annual meeting of 
the Life Insurance Advertisers 
Assn. here last week that, “on the 
one hand, some of the advertising 
in the accident and sickness field 
has been criticized by the Federal 
Trade Commission as falling short 
of desirable standards.” 

“On the other hand, there has 
been a good deal of extremely fine 
advertising in the ordinary field. 
Incidentally,” he added, “we at 
New York Life are acutely aware 
of the pace being set by the com- 
petition in this regard. Such ad- 
vertising has shown a freshness of 
approach, a thoughtfulness, and 
above all a sense of public serv- 
ice that has commanded much fa- 
vorable attention. It has had the 
stamp of high quality about it— 
and that is good for all of us.” 

Mr. Myers said that in the fu- 
ture life insurance companies 
would have to tell their stories 
more often through more chan- 
nels, in order to gain and maintain 
public understanding. 


= “The need,” he said, “will also 
be to tell our story better. It is 
a qualitative as well as quantita- 
tive need. This is an important 
consideration in my judgment.” 
The head of New York Life also 
proposed that insurance company 
managements help the public re- 
lations side of the business reach 
a position of “substantial stand- 
ing” on the policy level. 
He proposed that management: 
1. Recognize that the top re- 
sponsibility for good public rela- 
tions belongs to top management. 
2. Make sure the public rela- 
tions point of view is adequately 
considered in reaching important 
policy decisions. 
3. See to it that the public re- 
lations program has a quality staff. 
4. Keep the public relations of- 
fice informed of what is going on. 
5. Encourage all departments 
within the company to utilize the 
services of the public relations 
office. 


s E. Morton, director of agencies 
for North American Life Assur- 
ance Co., Toronto, said his com- 
pany believes that the advertis- 
ing department should be at- 
tached to, though not necessarily 
a part of, the field agency depart- 
ment. 

“The ideal advertising man, 
with his creativity.” he said, “is 
more closely akin to the field man 
than he is to any other person in 
the company.” 

Advertising and public relations 
people, he said, should take a 
strong part in formulating com- 
pany policy. One of the most im- 
portant functions public relations 
and advertising people should per- 
form in the insurance business is 
bringing together head office and 
field people, he said. 

Al B. Richardson, director of 
public relations for the Life In- 
surance Co. of Georgia, was elected 
president of the association. He 
succeeds A. H. Thiemann, v.p. of 
the New York -Life Insurance Co. 


a A proposal that advertising ap- 
propriations be increased at the 
grass roots level was made by 
George P. Shoemaker, general 
agent for Provident Mutual, New 
York. 

He added the suggestion that the 
agent be built up in his home 
community “through newspaper 
releases and special mailings.” 

“J would develop more cam- 


‘paigns built around the individual ,everyday language the terminology | dental Life, Raleigh, N. C., and 


characteristics of a 


munity,” he went on. “I would not 
humor in advertising material, nor 


tears at appropriate times.” 


be afraid to interject a note of a Awards for outstanding maga-| appointed Crawford D. Paton di- 


| zine advertising went to the Bene- rector of advertising and research. 
would I be afraid to turn on the ficial Life, Salt Lake City; Equit- Other changes in the company’s 


tional advertisements. 


tain definite number of services, 
which I would list in various na- Conn. 


able Life, New York; Imperial | advertising department include the| 


Life, Ontario; Massachusetts Mu-| 


= Mr. Shoemaker also proposed |tual, Springfield; Mutual Life, New |formerly assistant advertising 
that all sales material be coordi- | York; New England Mutual, Bos-| manager, sales promotion manager, 
nated toward one particular end—|ton; Northwestern Mutual, Mil- and of Delight Dixon assistant ad] 
“telling the public that the life in- | waukee; 
surance agent performs a worth | Minneapolis; Prudential, Newark; 
while job; that he performs a pare | Seoueny Mutual, Binghamton, |c, J. LaRoche & Co., and, prior 

| and Travelers, Hartford, to that, director of market research 


Northwestern National, 


N. t., 


Winners in the newspaper ad-| 


“From there I believe I would vertising category were Canada |‘No Ears’ Magne-Tenna Bows 
go on to tell the general public,|Life, Toronto; | 
my policy holders, and my agents’ Life, Louisville; Gulf Life, Jack-| without the familiar “rabbit-ears,” 
prospects, exactly what some of sonville; 
the terms in life insurance policies Manufacturers Life, Toronto; Mu- dailies during September and Oc- 
mean. I would try to translate into|tual Benefit Life, Newark; Occi-'tober. The antenna, developed by 


Commonwealth 


London Life, Ontario; | 


particular with which we so glibly and so Protective Life, Birmingham, Ala. 
agency and do what I could to frequently confuse our prospects,” 
‘publicize that agency in its com-|he said. 


Warner Bros. Names Paton 
Warner Bros. Co., New York, has 


appointment of William H. Fuhrer, 


manager. Mr. Paton was formerly 
a v.p. and account executive for 


for Young & Rubicam, 


Magne-Tenna, a new tv antenna 


will be advertised in six New York 


the Brach Mfg. Co. division of 
General Bronze Corp., Newark, 
will retail at $12.95. 


Lansdale Co. Moves Office 

Lansdale Co., Los Angeles agen- 
cy, has moved to larger quarters 
at 3434 W. First St. 


FOR 
FINE 
orrset §'\\ 
PRINTING! 


Call 


tho-print Co. 
Quality * Service 


710 So. Federal St. Chicago 5, Il. 
Phone WAbash 2-1430 


WFAA-TV's new antenna will reach 1685 feet 


above average terrain... from concrete 


base to antenna tip (1521 ft.) the structure is 51 


feet taller than the Empire State Building! 


In the tower — enough steel to build 320 
average automobiles. 


IZZAT SO? 
a. a 


For one coat of paint — enough to cover the 
outside of 95 five-room houses. 


NOW 
YOU RE TALKING! 


But here are the facts to get excited about: 


WFAA-TV's new 316,000 watt signal — beamed 


from the top of Texas’ tallest structure — will 


create new ‘‘A"’ and ‘'B’'’ contours which include 

1,864,000 consumers (an increase of more than one-third 
million). And Retail Sales in this new area total 
$2,279,624,000 (nearly half-a-billion more than the present 
“A” and ‘'B''). To Egbert the Electron, Business Looks 
Great — for the advertiser who sells via these new WFAA-TV 


facilities. * 


“Target Date: 
November 


51 FEET 
TALLER 


| PETER 2008 
are a 


THAN THE (_ 
EMPIRE STATE 


. 


1,280,000 
POUNDS 
OF STEEL 


a8 650 
yA GALLONS 
~ —S) OF PAINT 
es 
pr 


RALPH NIMMONS, Station Monager 
EDWARD PETRY & CO., Notional Representative 
Television Service of the Dollas Morning News 
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: Advertising Pages and Linage in Farm Publications 


Official Figures for August and Year-to-Date as Compiled by Farm Publication Reports Inc. 
| Publications with an * report directly to ADVERTISING AGE 3 
% 
> pe ye Dis- ; 
i play Excluding Py 
net oamne Poultry, Classified : 
-——Total Advertising, in Pages-——. Total Advertising, in Lines————. in Lines -—Tatal Advertising, in Pages—— Total Advertising, in Lines. ae 
Aug. Aug. Jan.-Aug. Jan.-Aug. Aug. Aug. Jan.-Aug. Jan.-Aug. Aug. Aug. Aug. Aug. Jan.-Aug. Jan.-Aug. Aug. ug. Jan.-Aug. Jan.-Aug. Aug. Aug 4 
1955 1954 1955 1954 1955 1954 1955 1954 1955 1954 1955 1954 1955 1954 1955 1954 1955 1954 1955 1954 ‘ 
Farm Magazines *Indiana Farmer's Guide .. 39.6 $8.2 231.0 221.2 31,639 29,925 181,124 173,827 20,725 21,010 
Kansas Farmer ......... 45.2 6 376.2 370.3 34,378 32,381 285,915 281,409 32.412 
*Better Farming ........ 39.4 47.3 557.0 617.0 16,905 20,292 238,941 264,677 16,364 19,660 me ——— f 
RS Be 4s. msa Gt ‘t , Michigan Farmer ....... 89.8 57.2 494.8 485.7 68,949 43,964 380,011 372,998 64.923 40491 | 
oo aoe 6 435.2 20,177 19,089 = 190,730 185,826 19452 18414 | vinnei Ruralist ....... 63.3 51.8 420.3 375.8 48117 39,381 319,432 285.630 41069 33314 § 
SMational Less Western Montana Farmer-Stockman 91.5 83.4 5615 520.6 69,160 63,035 424,480 393,579 48.307 41762 | 
Edition ...... wake — 629 S011 708.6 26,985 214,983 303,977 26,313 | Nebraska Farmer ......... 84.1 95.6 692.5 668.6 63,548 72,240 523,530 505.424 59.796 69308 * 
#Central-East Edition 724 —— 2082 —— 31,043 89,329 30,366 New Exgland Homestead .. 28.9 30.5 288.1 300.2 20,234 21,363 201,676 210,116 14942 14913 
Southern Edition .... 710 —— 2061 —— 30,471 88,399 29,794 Ohio Farmer ............ 75.5 68.8 545.9 520.7 58,010 52,811 419,253 399,861 54,203 49.362 ‘ 
gWestern, Edition .... 77.0 63.6 735.0 7042 33,045 27.271 315,314 302.118 32,368 26.599 | oregon Farmer .......... 30.8 369 324.9 344.3 23,262 27,909 245,633 260.253 21804 26401 
aunt 2. Nr sao ME ae 721. 06.4 31,520 27,128 SSR SOON 50S 2EAES | Penaytvenia Former ....... 40.6 45.9 442.2 413.1 31,148 35,280 339,573 317,299 28,467 32,680 
H#Southeastern Edition . 37.1 23.5 309.0 287.5 15,929 10,064 132,578 123,351 15,118 9,151 | Prairie Farmer: | 
Southwestern Edition 40.7 31.9 346.6 363.6 17,441 13,695 148,674 155,982 16,480 12,758 Hillinois Edition ...... 111.3 102.1 762.9 720.8 81,032 74,316 555,362 524,684 72,345 66,924 
Weighted Average 2 #Indiana Edition .... 103.4 99.8 751.6 701.1 75,300 72,618 547,162 510,342 66,613 65.226 
| roars aint this 38.8 26.2 325.4 312.3 16,630 11,244 140,036 133,956 15,749 10,323 Average 2 Editions ... 107.4 101.0 757.3 711.0 78,166 73,467 551,262 517.513 69,479 66.075 | 
“Carolina-Va. Edition . 75.9 65.5 734.8 732.9 51,629 44,521 499,689 498,351 49,492 43,354 | fuel — nares as aaa as oes oo —— oo ae ae ae 
$Ga-Ala.-Fia. Edition | 79.6 69.1 7750 751.7 54111 46.972 526.976 511,125 51.797 45,620 WOT nc vccsssess ' : S200 SEATS «(262,128 26,470 = 27.006 
j i Wallaces’ Farmer ....... 127.3 109.1 828.9 778.4 99,836 85,543 649,858 610,239 96,547 83,280 
PS 79.4 685 720.5 707.0 53,967 46,602 489,925 480,758 52,021 45,565 | Washington Farmer coe yer 32.0 37.6 332.1 350.4 24,183 28,410 251,031 264868 22,745 26,902 
deities. -L2.-Ari. Western Farm Life ...... 30.7 29.6 258.0 248.2 24,069 23,224 202,272 194,612 21,111 21,422 
ee 77.2 65.2 716.55 713.7 52.492 44,350 487,187 485,302 50,518 43,282 SHerdsmen Edition .... 69 U8 166.6 184.7 5,383 9,247 130,618 144814 2,552 2,974 
#Texas Edition ...... 778 68.7 736.3 731.8 52,920 46,691 500,690 497,648 50,924 45,583 | Wisconsin Agriculturist 
Average 5 Editions... 78.0 67.4 736.6 727.4 53,024 45,827 500,893 494.637 50,950 44,681 & Farmer ............ 78.4 72.2 616.4 564.2 61,468 56,618 483,219 442,339 60,748 55,996 
Successful Farming ...... 65.4 63.2 679.5 667.7 29,417 28,448 305,756 300.477 28,949 27,980 Total Group ........ 1,336.4 1,270.9 10,527.0 10,139.51,020,277 969,334 8,025,463 7,730,026 917,143 871,147 
Total Group ......... 342.1 311.9 3,464.8 3,464.0 167,673 152,028 1,685,937 1,682,621 162,307 147,514 | #Not included in totals. §This edition also carries all linage appearing in Western Farm Life. 


+tFormerly Country Gentleman. {Central-East and Southern Edition replaced the National Less Western Edition in June 1955. 
Cumulative figures shown for National Less Western Edition for 1955 are for the period ending May 1955. §Changed to + ; 

Southwestern and Southeastern Editions in January 1955. Last year’s pages and lines for Southeastern Edition are an average Farm Linage Trend Figures in Thousands 
of the 1954 figures for Upper South and Lower South Editions. #Not included in totals. 


Monthlies MAGAZINES MONTHLIES 
t*Agricultural Leaders’ : 1955 1955 
BN as diascs conse 14.7 115 1233 1016 6298 4,928 52,895 43,623 6,298 4,928 
American Fruit Grower... 17.2 10.0 269.6 2441 7,431 4,309 116,461 105,443 7,167 4,072 | AUG.|168 | AUG.| 482 | 
tAmerican Poultry Journal: i : ; oa 
#Eastern Edition .... 30.0 25.6 267.7 268.3 12,867 10,964 114,844 115,100 11. , 
#Midwest Edition .... 25.3 22.3 225.8 227.6 10,832 9,576 96,862 97.624 398 02) suty [134 wutyi 3 >8 J 
#Pacific Edition ..... 258 22.9 235.0 2063 11,063 9,844 100830 88503 9675 8918 1954 1954 
H#Southern Edition .... 29.7 28.1 235.0 217.4 12,745 12,058 100,812 93,272 10,381 10391 | AUG auc. 9 
Average 4 Editions .... 27.7 24.7 240.9 229.9 11,877 10,611 103,337 98,625 10.385 9.562 : g 423 
Arkansas Farmer ........ 18.5 126 168.9 139.9 13,958 9,511 127,674 105,748 13,581 9.246 
Better Farming Methods .. 23.3 22.8 263.1 250.3 10,002 9,767 112,868 107,360 10,002 9.767 
Breeder's Gazette ....... 21.2 18.1 1564 1414 9,556 8,149 70,365 63,613 6,396 4, me 
*Broiler Growing ....... 28.0 25.9 268.8 305.5 11,994 11,112 115,300 131,085 9,020 7a6l SE MONTHLUES BI-WEEKLIES CANADIAN 
*California Citrograph .... 24.2 27.0 1918 1829 16,240 18.046 128890 122892 16128 179829 1955 1955 1955 
*California Farm Bureau 
I  sadas ves cecn 4 m2 93.2 4 6,720 10,752 70,427 77,700 6,314 10,220 AUG.| |,020 ! AUG. AUG. | 263 } 
*Carolina Co-operator ... 10. . 74.0 726 4,200 3,780 31,08 30520 4,200 3,780 = 
*Cattleman, The ........ 124.5 1a 848.6 813.8 52,311 50,634 356,392 341,897 12,978 14,557 juty[642 | : JULY JULY| 220 
*Cooperative Digest ..... 4.4 . 416 528 1,845 2,905 17,482 22,193 1,785 2,870 a 
*County Agent & 1954 1954 1954 
Vo-Ag Teacher ...... 168 15.9 215.9 208.2 7,187 6,823 92,630 89,318 7,187 6,823 | AUG. AUG. 
t*Electricity on the Farm 14.0 13.0 86.2 980.1 4,986 4,656 30,759 28.579 4,986 4,656 
*Farm Management ..... 18.3 109 175.4 1268 7,866 4656 75,225 54,376 7,866 4,656 
Farmer-Stockman: 
#Oklahoma Edition ... 39.2 36.5 377.6 379.2 16,825 15,657 162,016 162,681 15,624 14,712 
#Texas Edition ...... 3778 —— 369.1 —— 16,204 158,350 14,915 Bi-Weeklies 
Average 2 Editions .... 38.5 36.5 373.3 379.2 16,515 15,657 160,183 162,681 15.270 14,712 ’ 
*Florida Cattleman ..... 62.1 544 523.9 518.6 26,069 22,868 220,035 217,901 15,701 16.288 Arizona in? Sunes sks 60.55 67.1 599.4 612.7 45,710 50,756 453,123 463,171 44114 49,643 
*Florida Grower & Rancher 22.9 15.8 209.4 180.2 15,575 10,718 142,366 122,511 15,137 10,137 | California Farmer: 
Kentucky Farmer ....... 22.4 20.6 214.7 197.5 17,561 16,120 168,354 154811 16,626 15,144 dtNorthern Edition --» 416 460 4144 413.55 31,411 34,770 313,312 312,609 30,175 33,000 
*Michigan Farm News .... 19 2.3 18.0 19.1 4,498 5,478 41,843 44,512 4,428 5,418 Southern Edition Ti 45.7 405.6 407.2 29,938 34,557 306,598 307,828 28,884 32,787 
*Mississippi Farmer .... 13.3 82 137.6 91.4 10,042 6.205 104,045 68,963 9,881 6,149 Average 2 Editions .... 406 45.9 410.0 410.4 30.675 34,664 309,955 310,219 29525 32,894 
*Missouri Farmer ....... 109 116 1042 915 7,529 8,010 71,660 63,132 6,291 7,634 | “Dairymen’s League News 15.7 139 962 966 11,393 10,129 71,450 70,453 10,881 9,471 
*National 4-H News .... 18.4 14.7 152.7 1355 7,758 6169 64,121 56900 7,758 6,169 Total Group ......... 116.8 126.9 1,107.6 1119.7 87,778 95.549 834.528 843843 84,520 92,008 
National Life Stock #Not included in totals. 
Producer ..........-. 138 92 1108 95.1 10,034 6,701 80,623 69,258 9,557 6,441 
t*Nation’s Agriculture .. 6.1 6.0 61.7 586 3,100 2,678 27,765 26,353 3,100 2,678 All fi tee ties P ss 
*New Jersey Farm & Garden 34.4 35.1 371.5 401.2 15,465 15,791 167,195 180,509 13,444 13,616 igures in the following groups were compiled by Advertising Age 


*Ohio Farm Bureau News 10.2 9.9 842 842 4,589 4,445 37,869 37,878 4,459 4303 | Weeklies 
Poultry Tribune: 


ce tWeekly Star Farmer: 

— — 4 aa ane a. ca oa peed oe foo coe | he Gil ....... 15.8 15.2 1582 170.7 38,881 37,553 389,831 420,579 27.169 28.002 
yom coll — Nia sae 943 RS 4omS 329% eee 196es weirs ibe 9146 Missouri Edition ...... 146 144 152.2 168.8 35,971 35,424 375.024 415.864 24.309 25.381 
See See ee : , , ' Okla.-Ark. Edition .... 13.6 13.3 141.6 159.8 33,403 32,744 348.972 393,397 23.283 24.573 
#Pacific Edition .... 36.9 30.0 352.1 333.5 15,837 12,852 151,043 143,084 12,800 10,289 | five issues in August 1955: four j ee eae : Y 
Average 4 Editions .... 31.4 25.4 317.2 3013 13,477 10,892 136,084 129,251 12,110 9,354 = ; Four tesues tn Augue . 

#§*Southern Farm & Home 9.1 6.4 64.7 55.4 5,087 6,443 36,217 55,443 4,014 5,249 ee 

Southern Planter ........ 28.8 248 267.9 244.2 20,184 17,328 187,529 170,969 19,754 16,902 | Dailies 

*Turkey World ......... 30.5 31.7 366.7 360.3 13,065 13,593 157,293 154.537 12,317 12,509 | chicago Daily Drovers 


*Western Dairy Journal .. 26.4 27.7 2758 267.3 11,312 11900 118327 114696 7,432 7,322| journal 
nn inte ok oes 66? Ge en A ee a Mel amin. 6 | CUCU BK MTD 5408 


|||*Wyoming Stockman- Cerri ‘ . / . 
WEEE cater vac bikas 39.4 31.4 285.2 208.0 29,814 28,110 215,608 186,416 25,497 21,892 | omaha Daily Journal ae a Oe Ae aN OE Ne ee 
Total Group ......... “976.9 8474 7,703.7 7,491.7 482,179 422,977 3,864,856 3,729,907 345,615 306,590 CNR ec vecsceed 26.5 24.1 334.5 311.6 56,369 51,283 711,790 662,892 44,222 35,647 
tJuly-August issues combined. tAugust-September issues combined. §Published quarterly effective April 1955; larger page St. Louis Daily Livestock 
size (1,000 lines) in August 1954; 1955 figures shown are for July-August-September issue. |||Changed from 896-line page Ryo rerrerr 20.8 148 225.6 201.9 44,171 31,487 480,118 429,464 35,455 24,039 
to 756-line page in July 1955. Not included in totals. Total Group ......... ~T54.3 127.1 1,629.3 1,582.5 342,978 285,032 3,618,942 3,534,646 261.141 205.219 
Farm Sections 
Newspaper Monthly Canadian 


¢*Iowa Farm & Home . 29.2 37.2 186.4 2064 29,798 38,325 190,140 212,618 29,222 34,582 ; : 
*Rural Gravure ........ 68 7.0 55.0 63.8 6.756 6,959 55,034 63,746 6.756 6,959 | Le Bulletin des Agriculteurs 42.3 36.5 399.1 401.8 29.627 25,520 279,346 281,263 29,507 25,429 


*Texas Ranch & Farm ... 141 124 127.1 131.4 14,364 12,978 129,591 138,110 12,670 11,186 > mer eae prastancie 23.8 29.9 2968 355.9 17,194 21,506 213,667 256,285 17,194 21,506 
etait r eekly ar: 
Total Group ....... om a s. pad 401.6 50,918 58,262 374,765 414,474 48,648 52,727 | eastern Edition ..... 52.8 63.7 657.4 667.1 52,808 63,653 657,415 667,134 34,464 41,401 
tOne issue in August ; two issues in August 1954. seWestern Edition .... 44.0 51.7 543.9 563.3 43,995 51,652 543,877 563.254 32,549 36,828 
verage 2 Editions .... 48.4 57.7 600.7 615.2 48,402 57,653 600,646 615.1 
Semi-Monthlies Farmer’s Advocate & 94 33,507 39,115 
American Agriculturist ... 33.6 27.9 266.4 2424 24,447 20,312 193,932 176,494 22,649 18,644 Canadian Countryman .. 34.5 40.1 350.5 401.2 24,141 28,090 245,331 280,946 19,412 22,120 
Colorado Rancher & Farmer 30.5 31.2 289.5 272.2 23,084 23,582 218,875 205.762 21,663 22,238 | Farmer's Magazine ...... 149 21.6 203.3 247.1 6,375 9,245 87,233 105,951 6341 9.103 
Seti GUNN o.oo 64.6 69.7 563.7 560.8 50,662 54,616 441,940 439,693 49,850 53,875 | Free Press Prairie Farmer 91.6 75.7 833.8 819.7 96,175 80,312 875,490 866,645 56,351 48,034 
oo a. 979 925 7143 682.4 76787 72522 560,004 535,007 72,662 68,368 | Western Producer ....... 38.6 38.4 375.9 412.2 41,291 41,064 402,199 440,884 22,784 21,669 
Hoard’s Dairyman ...... 40.5 35.5 395.7 371.7 29,490 25,876 288,071 270.604 23,355 20,106 Total Group .......... 294.1 299.9 3,060.1 3,253.1 263,205 263,390 2,703,912 2,847,168 iss 
Idaho Farmer .......... 33.4 39.0 342.3 339.9 25,241 29,499 258,784 256,993 23,565 28,082 | Not included in totals. 1096 186,976 
Garfield Ties Up with Honolulu | Autoyre Sets Biggest Drive N. Y. Assn. Elects Ancona World Airlines, treasurer, and|merly was sales promotion man- 
Agency: Adds Pratt-Low Autoyre Co., Oakville, Conn., a| Victor Ancona, sales promotion|Daniel aust, sales promotion/ager of Norge Sales Corp. 
Sidney Garfield & Associates,|subsidiary of Ekco Products Co.,|manager of American Machine &|™anager, Lily-Tulip Cup Corp., 
San Francisco, has concluded an is launching the biggest advertising| Foundry Co., has been elected secretary. Farm Papers Boost Rates 
agreement with Beam & Milici Ad-|campaign in its history this fall| president of the Sales Promotion Wallaces’ Farmer & Iowa Home- 


vertising Agency, Honolulu, in with color ads featuring Fairfield| Executives Assn. ef New York. Mikuta Formerly with Norge stead, Des Moines, and its affiliated 
which the two agencies will serve|bathroom and closet accessories.|Other officers of the new chapter! In reporting the appointment of| publication, Wisconsin Agricultur- 
each other’s accounts in their re- Media schedule includes American /|of the national association are|Charles S. Mikuta to the staff of|ist & Farmer, Racine, both will in- 
spective areas. Home, Better Homes & Gardens,| Richard J. Brown, sales promotion | Russel M. Seeds Co., Chicago agen-|crease their rates approximately 

Garfield has been appointed to|Home Modernizing, Household,| manager, U.S. Plywood Corp., Ist/cy, Sept. 19, AA incorrectly said| 6%, effective with the Jan. 7 1956 
handle national advertising for Life, Living for Young Homemak-|y.p.; Peter Sarfaty, sales promotion) Mr. Mikuta formerly was sales issue. The agate line rate for Wal- 
Diet-Sweet low calory foods, made | ers, Small Homes Guide and Suc-|manager, Cannon Mills, 2nd v.p.;| promotion manager of Harshe-| laces’ Farmer will be increased 15¢ 
by Pratt-Low Preserving Co., San-| cessful Farming. Ben Sackheim|John F. Forsythe, sales promotion| Rotman, Chicago public relations |—to $2.35, and for Wisconsin Agri- 
ta Clara, effective Oct. 1. Inc., New York, is the agency. manager, Atlantic region, Trans|counsel. Actually Mr. Mikuta for-|culturist up 10¢—to $1.75. 
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This is a reproduction of one of the many 
full-color ads which appear in The Denver Post. 
Advertiser: Oldsmobile Division, General Motors 
Adv. Manager: L. F. Carlson 

Agency: D. P. Brother & Company 

Art Director: L. R. Mange 
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; CIRCULATION 
Evening, except Saturday...............244,045 
Empire Magazine and Comics..........379,568 


A. 8. C. Publisher's Statement 
Morch 31, 1955 
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rotogravure presses of The Denver 
Post which offers you full-color roto- 
gravure advertising in its Sundoy 


Empire Magazine and Comic Sec- 
Deg At tions... and full, R.0.P. color both 
Er daily and Sunday. 
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This figures out on a year’s basis to a sum that, 
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GUARDING THE MONEY—Diebold Inc., Canton, O., contributed this shot 
to the growing Lou Cowan publicity uproar, It shows Steven R. 


Carlin, v.p. of Louis G. Cowan Inc., storing approved quiz-show 
questions in a Diebold safe while Dr. Bergen Evans, Northwestern 
University professor in charge of questions, looks on. 


newsletter which recently got to 
| worrying about how no contestant 
|would gamble on the final $64,000 
| question. This was just before Ma- 
|rine Capt. Richard McCutchen did 
that very thing—and won. 


Lou Cowan Looks 
Like Davy Crockett 
as Tie-Ins Multiply 


NEw York, Sept. 20—This “$64,- 
000 Question” is getting serious— Capt. McCutchen could keep only 
a sure sign of unqualified success $35,080 of his prize after taxes 
in the television world. ($26,560 if he had been single). 

Not only has the Lou Cowan- The tax report offered Louis G. 
produced show been successfully Cowan Inc. a free “tip” on how fu- 
panned by John Crosby and other | ture all-out winners can take home 
brahmins, but it is already be- $15,480 more than this if married, 
ginning to build up the finest col- $21,760 if single. 
lection of caboose passengers since| All the show has to do, it said, 
“Davy Crockett.” ‘is to pay out all winnings in in- 

These include product publicity stalments of $8,000 a year—for 
tie-ins, free rides by local mer- eight carefree years in the case of 
chants and the inevitable collateral Capt. McCutchen. 
tv show (CBS is planning a “$64,- 
000 Panel” of ex-contestants). '® In the merchandising field, the 
most promising development in 
® Most impressive authority to|the Lou Cowan story concerned 
enter the fray so far (saving Mr.|E. W. Edwards & Son, Rochester, 
Crosby) is a J. K, Lasser tax N.Y., department store, which re- 


OF HOUSEHOLD FAMILIES” 


OWN THEIR OWN HOMES: 


"WITH HOUSEHOLD FAMILIES” 
| HOME OWNERSHIP IS A WAY — 


According to the Lasser letter, | 


1discovered the fact that all you, 

need to produce the most popular | 

display in town is hard cash. 
Edwards’ gimmick was simplici- 


| ty itself. To promote Revlon prod- 


ucts, which are sponsored on the 
quiz show, the store merely plunked | 
$64,000 down in a display window. | 


Promptly, a crowd huddled two- | 


deep around the window to see the 
money. 


Witten Heads Juliette Marglen| 


Laurence Witten, formerly v.p. 
and board member of Allied Pub- 
lic Relations Associates, New York, 


has been named president of Ju-| 


liette Marglen Inc., recently ac- 


quired by Faberge Perfumes. Ju-| are planned for Electrical Mer-. 


liette Marglen manufactures nail) 
care preparation. 


‘Playboy’ Elected to ABC 
Playboy, Chicago, has been 

elected to membership in the Au- 

dit Bureau of Circulations. The 


publication has announced it will| Blanks to enter the contest will be | 


increase its size by eight pages 
with the January, 1956, issue. 


‘Sylvania Sets Push | 
for TV, Radio Sets, 


HiFi Phonographs 


also will be used. 
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\in their names and addresses and 
|mail the blanks to the program. 
/Ten winners will be selected each 
/week with prizes ranging from ex- 
/pensive tv sets to less expensive 
company products. 

BuFFALO, Sept. 21—Sylvania Sylvania also has issued its third 
Electric Products Inc. will adver- annual home viewers’ football 
tise its 1956 tv sets, radios and high | guide, a 60-page booklet covering 
fidelity phonographs with a big in detail games which will be on 
space magazine campaign in color television during the season. The 
and b&w plus an increased budget company also has placed heavy 
for trade papers. ‘emphasis on cooperative advertis- 

The drive will include spreads|ing. Distributors using prepared 
and pages in Life in b&w and four mats will be able to illustrate any 


colors starting Sept. 26, and b&w Sylvania tv set because illustra- 


pages in Ebony and Progressive tions of all the sets have been made 
Farmer. Heavy ad schedules also to precisely the same dimensions. 
J. Walter Thompson Co., New 
_chandising, Mart and Retailing York, is the agency. 

Regional Trade Paper for: 


Daily. Regional trade publications | 
PLUMBING & HEATING 


AIR CONDITIONING & VENTILATING 
LP-BOTTLED GAS & APPLIANCES 
Needham 92, Mass. ¢ Est. 1947 


New ENGLAND HOME 


QUIPMENT [JEALER 


NEW ENGLAND, N.Y. &N. J. 


The company also will advertise 
the “world’s simplest contest” on 
its “Beat the Clock” show, which | 
is carried on 89 CBS-TYV stations. | 


available at Sylvania dealers, and | 
all contestants need to co is to fill | 


A GEOGRAPHY LESSON 


. . One of a Series 


CANADA 


These two explorers 
are slightly mixed-up! 
So let’s set them right! 


THEY CAN'T FIND 
WASHINGTON, D.C, 
PROVIDENCE and 
"We CAMBRIDGE in 
P even STATE 


& 
~ everett Ss, 


SEATTLE 


° S14d\9vVd 
3? 


s 


this: 


“~ 


In Washington State, Advertise Where the PEOPLE are . . 


4 ,, & 
‘e Formosa 
° 


“>. 
Oy, Frc 
. POPULATION: - 


Of all TV stations 
in the fabulous 
Puget Sound area, 
only KTNT-TV 
covers all 5° cities 
in its “A” contour. 
*Seattle, Tacoma, 
Everett, Bremer- 
ton, Olympia 


WASHINGTON STATE 


“a 


We, out here in the vibrant northwest corner of the nation, have 
great respect for Washington, D. C., Providence, and Cambridge. 
That's why we are using these cities to tell our story. 
the combined population of these three cities is about 1,200,000. 
And there are more than that number of people living within the 
“A” Contour of KTNT-TV, the CBS television station for Puget 
Sound. In addition, there are 800,000 more living outside the “A” 
Contour, well within KTNT-TV’s INFLUENCE AREA. And average 
incomes in the Puget Sound area exceed the national average. 


Our story is 


Buy KTNT-TV 


316,000 WATTS 


Antenna Height 
1000 FT. ABOVE SEA LEVEL 


CBS Television for Puget Sound 


Represented Nationally by Weed Television 


KTNT-TV, TACOMA 5, WASHINGTON 


“The Word Gets Around... Buy Puget Sound” 
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Holliday Publications 
to Launch Two More 


Holliday Publications Ltd., Mon-| 


time, will be $210. 
Maintenance Engineering will be | 
launched with the February, 1956, | 


treal, has announced it will add issue, and will be published every | 


two publications next year, bring- 
ing its total to 13 publications. 


Product Design & Materials will | 
bow with the March, 1956, issue. | 


With an initial circulation of more 
than 6,500, the monthly magazine 
will be aimed at the men respon- 
sible for product engineering and 
design in Canada’s manufacturing 
companies. Rate for a page, one 


different 


because it is a 


HAYWOOD PUBLISHING CO. 


22 E. HURON ST. 
CHICAGO 11, ILL. 


other month thereafter. The pub- 
lication will go to more than 8,000 | 
engineers in industrial plants, ‘com- | 
mercial buildings gitfid Other major | 
structures. Basic page rate is $225. | 
Media and market analyses are | 
available for both publications from | 
Holliday Publications, 146 Bates 
Rd., Montreal. 


K&E Elects Stephens Dietz, 
L. D. Grittith V. P.s 

Kenyon & Eckhardt, New York, 
has elected Stephens Dietz and L. 
Dickson Griffith v.p.s. Mr. Dietz 
joined the agency a month ago as 
an account supervisor. He former- 
ly was an account supervisor and 
v.p. in charge of marketing of Ogil- 
vy, Benson & Mather. 

Mr. Griffith joined K&E about 
the same time as Mr. Dietz as an 
associate account executive. He 
previously was with Sherman & 
Marquette and Bryan Houston Inc. 


Wise Husband Makes 
Sure His 


Ed Farrell 

Division Sales Manager 
S & W Fine Foods, Inc. 
New York City 


Writes Mr. Farrell: “Because of the broad scope of Advertising 
Age, I cannot afford to be without my weekly copy. 


“There are so many interesting facts reported regarding the 
food industry, of which I am a part, that I regard Ad Age as a 


prime source of information. 


“] make sure to receive it at home so that I can concentrate on 
the articles, and, just as important, to make sure my wife reads 
it in order to acquaint her with what is happening in the busi- 


ness world.” 


Is your wife hep to what is 
going on in your business 
world? There must be some- 
thing to the idea because a 
host of AA readers have writ- 
ten us letters like Mr. Far- 
rell’s. All you need to do is 
to have AA mailed to your 
home—and she'll do the rest. 
A year’s subscription—52 is- 
sues—costs you only $3, less 
than 6¢ a copy. With it you 
get—FREE—a valuable 
handbook, “Point-of-Sale 
Report By Leading National 
Advertisers.” 


Here’s your Coupon 
PSE > SOG a wii 


Advertising Age, 200 E. Illinois Street 


Chicago 11, Illinois 


Please enter my one year subscription to Advertising Age at 
the regular $3 rate and send me free a 
Report By Leading National Advertisers. 


copy of “Point-of-Sale 


Name Title 
Firm 
Addr 
City a ee 


C) Bill company 


(C $3 enclosed 
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CLOTHES FOR 
% FOR WORK AND Piay see Vous cat » | 


LIFE YOU LEAD—H. D. Lee Co. feels 
that its new Life ad, using an il- 
lustration by Saturday Evening 
Post cover artist, John Falter, adds 
“warm-hearted appeal” to its 
advertising. 


H. D. Lee Dresses Up 
Work Clothes Ad by 
Showing Kids at Play 


Kansas City, Sept. 20—H. D. 
Lee Co. is dressing up its work 
clothes advertising with an illus- 
tration by a Saturday Evening Post 
cover artist, John Falter. 

The color page, which appears 
in Life Sept. 26, has made a big 
hit with Lee executives who feel 
that the illustration adds “warm- 
hearted appeal” to their advertis- 
ing. 

The illustration of a group of 
workers being slightly distracted 
from their job by a trio of kids 
wearing Lee Riders trying to re- 
trieve a baseball from a playful 
dog was even applauded by local 
labor leaders, usually piqued by 
the artistic treatment given work- 
ers in ads, a Lee spokesman said. 

Lee will back up the Life ad 
with counter card reproductions 
and newspaper ad mats for dealer 
tie-ins. Grey Advertising Agency, 
New York, handles the account. 


Streator Named to Hertz 
System Ad Committee 


Frank B. Streator, president of 
the Utah Driv-Ur-Self System, Salt 
Lake City, a member of the inter- 
national Hertz Rent A Car System, 
has been named to the Hertz ad- 
vertising committee. Mr. Streator 
fills a vacancy caused by the death 
of Louis K. Brown, Denver. 

The Hertz advertising commit- 
tee, composed of six members of 
the Hertz System and five head- 
quarters executives, administers 
the Hertz national advertising pro- 
gram. 
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Select ‘Versatility’ Winners 


Prize winners in 52 fields of 
manufacturing have been selected 
in the fifth annual Hess Bros. 
Versatility in Design and Use Con- 
test. Eight grand prize winners 
will be chosen from this group on 
Nov. 14 at the Waldorf Astoria. 
|\Max Hess Jr., president of Hess 
Bros., Allentown, Pa., will present 
special plaques to all the winners 
for their multi-purpose entries. 


Ferro Promotes McCord 


Ferro Corp., Cleveland, has ap- 
pointed John R. McCord director of 


public relations, advertising and 
market research. Mr. McCord, who 
joined Ferro in 1953 as manager 
of ceramic sales, formerly was with 
Owens Corning Fiberglas Corp., 
Toledo. 


Screen Gems Adds Sponsors 

Dominion Dairies, Montreal, will 
sponsor the “Patti Page Show” on 
five Canadian stations through 
Cockfield, Brown & Co. Vick 
Chemical is presenting “All Star 
Theater” on CBLT, Toronto. Both 
shows are distributed by Screen 
Gems. 


with 25% more sets than 


any other N. C. station 


WSJS-TV Winston-Salem—now one of 
the South’s biggest TV markets! Its 
maximum power taps over 4 billion 
dollars in buying power and reaches 
627,982 TV homes—25% more than any 
other N. C. station! And its heart is 

the rich Golden Triangle of key 
industrial cities—Greensboro, 
Winston-Salem and High Point. 


NEW — MAXIMUM POWER—316,000 


watts! 


NEW — MAXIMUM HEIGHT — 2,000 


feet above average terrain. 


MORE— COVERAGE — 91 counties, in 


five states. 


MORE— Tv HOMES—627,982 sets. 


3,943,000 people. 
$4,530,000,000 buying 
power. 


wa 


WINSTON-SALEM, WN. C. 
CHANNEL 12 


‘Immediate 
Sales Gains 


—R. F. Crosby, Manager 
Nash-Finch Company 
Food Distributors 


l 


95% Family Coverage 
of City Zone 
67% Family Coverage 
Retail Trading Zone 


The Argus-Leader concentrates its 
53,000 circulation in this ABC retail 
trading zone — dominating these 
counties with 67% coverage, un- 
equalled by any other medium, 
4 plus 95% coverage in metropolitan 


ket! 


SIOUX FALLS 


rus 


“As a food distributor we can see area- 
wide results with Argus-Leader advertis- 
ing. Products advertised in the food sec- 
tion of the Argus-Leader show immediate 
sales gains. It’s unquestionably the best 
medium for food advertising in this area.” 


___ THIS 14-COUNTY AREA HAS FOOD 
% SALES OF $43,950,000 A YEAR 


Sioux Falls. You need only the 
Argus-Leader to carry your sales 
message to the prosperous families 
in this 44 million dollar* food mar- 


*Sales Management, 1955 


Leader 


South Dakota’s Leading Newspaper 


Represented by GILMAN, NICOLL & RUTHMAN 
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Glenmore Uses Multiple Product Ads 
in Magazines Effectively: Bondurant 


CuIcaco, Sept. 20—Magazine ad- 
vertising, for the advertiser, is 
something he hates to live without, 
yet has a tough time living with. 
So said A. P. Bondurant, v.p. and 
advertising manager of Glenmore 
Distilleries, Louisville, in a talk be- 
fore the Agate Club here yesterday. 

In meeting the problem of local 
tastes and widely varying state 
laws on liquor sales, for example, 
Mr. Bondurant said, “Maybe you 
would depend entirely on local 
newspapers. 

“But it seems to me—and par- 
ticularly in the whisky business— 
that people more or less depend 
on magazine ads to find out what’s 
new,” he said. “Then they turn to 
their newspapers to find out where 
they can buy it locally. 

“The truth is, national maga- 
zines have enormous pulling power 


in merchandising whisky. And you 
realize a national magazine really 
does have national impact when 
you think about not having it to 
back up your local ads. 


ws “When you advertise Scotch in 
magazines, people in the Midwest 
ignore the ad,”’ Mr. Bondurant said. 

New Yorkers pass over ads for 
straight whisky, and ads for other 
types of whiskies are received ac- 
cording to particular local tastes, 
he said. 

“Because of varying state regu- 
lations governing the sale of whis- 
ky, you can’t sell a half gallon of 
liquor in Kentucky,” Mr. Bondur- 
ant said. “And to cite another ex- 
ample, you can’t sell a half pint 
in New York state.” He demon- 
strated the point, using as examples 
a Captain’s Decanter—a full half- 


Harvard BUSINESS REVIEW ? 


Management executives turn to Harvard BUSINESS REVIEW 
for forward-looking business ideas... for the realism — 

not the romance — of business. They read Harvard BUSINESS 
REVIEW for help in guiding their companies, in making 
important policy decisions. They look for answers to their problems 
in Harvard BUSINESS REVIEW articles written by top 


authorities in the business world. 


They look to Harvard BUSINESS REVIEW for... 


“T find the Review to be of real value and service. . . 


INSIGHT 


for penetration to the essentials of the problem 
under discussion.”” Gwilym A. Price, President, 


Westinghouse Electric Corp. 


“Never... have I read anything which painted more 


LOGIC 


clearly and logically the picture which we 
need to see.” Keith Powlison, Vice President, 


Armstrong Cork Co., Inc. 


“I have been reading Harvard BUSINESS 

REVIEW as it comes out and calling attention to 

BENEFIT articles that are of special interest to other 
people in our organization, and most issues are used 

by at least several people.” Graydon Megan, 


Secretary, Inland Steel Company 


The cost of reaching this influential group is surprisingly low, 
compared to the cost of reaching these same executives through 
other leading business publications. When you buy space 

in the Review, you buy CONCENTRATION .. . a concentration 
of the nation’s policy-making executives. 


reach the top — advertise in 


Harvard BUSINESS REVIEW 


for the whole story, write today for free booklet, 
“SUMMING UP...” 


40 East 49th Street, New York 17, N. Y. 
Soldiers Field, Boston 63, Mass. 
120 S. LaSalle Street, Chicago 3, Ill. 


3257 West Sixth Street, Los Angeles 5, Cal. 


GUARANTEED NET PAID CIRCULATION — 45,000 


| gallon bottle—and a half-pint hip 
| flask, both of which are new pack- 
| ages for Kentucky Tavern. 

Acknowledging magazines’ pull- 
ing power, Mr. Bondurant asked 
“his audience if they would run 
beautiful color ads in magazines, 
‘knowing full well that they were 
/not getting their money’s worth 


| because some ad readers could not 


sons of law or custom. 


sumer appeal in the half-pint and 
half-gallon bottles, but he added 
that many persons in many states 


the bottles—much less buy them. 


® In magazine advertising, Glen- 
more has attempted to solve the 
problem by running multiple-prod- 
uct ads, Mr. Bondurant said. 

“We have given equal promi- 
nence to each of our three popular 
types of whisky: Kentucky Tavern, 
our bonded bourbon; Glenmore, 
our straight bourbon; and Old 
Thompson, our blended whisky,” 
Mr. Bondurant said. “In other ads, 
our two brands of Scotch whiskies 
are featured with the bourbons.” 

“Because of the multiple ads, 
there is a Glenmore whisky for 
every reader of these ads, no mat- 
ter what his particular preference,” 
Mr. Bondurant said. “We feel we 
are getting more for our magazine 
advertising dollar by using this 
multiple approach.” 

Glenmore is the only company in 
the liquor field to adopt the mul- 
tiple brand approach, he said. It 
was worked out, he said, with 
D’Arcy Advertising, New York, the 
Glenmore agency. 

Magazine promotions, said Mr. 
Bondurant, all seem to be telling 
the advertiser that each magazine 
is popular with everybody every- 
where. 


® “In general,” he said, “I think 
most of these claims are true. As 
far as I can see, just about every- 
body does read Life. It doesn’t 
seem to make any difference 
whether people live in Des Moines 
or Savannah, they still buy Life 
and most other national magazines. 

“But things don’t seem to work 
out that way when it comes to buy- 
ing whisky.” 

Ultimately, Mr. Bondurant said, 
“we don’t have the answer to this 
one. Maybe there isn’t an answer. 
Maybe there never will be one as 
long as each state has its own set 
of liquor laws.” 


Wiley-Bayley Co. Bows 

Welles R. Wiley, who resigned 
last year as v.p. and manager of 
the Seattle office of West-Marquis, 
has formed Wiley-Bayley & Co., 
512 Minor Ave., Seattle, distribu- 
tor in the Pacific Northwest and 
Alaska of Styrofoam, made by 
Dow Chemical Co. Associated as 
a partner with Mr. Wiley is Emery 
P. Bayley, v.p. and treasurer of 
Tally Register Corp., Seattle, 
builder of special-purpose business 
and computing machines, and v.p. 
of SayresCrest Inc., national dis- 
tributor of houseware and gift 
items. 


Two Join Campbell-Ewald 


Richard H. Katerndahl and Lloyd 
Cunningham have joined the San 
Francisco staff of Campbell-Ewald 
Co. Mr. Katerndahl was trans- 
ferred from the agency’s Los An- 
geles office, where he has been for 
the past five years, to handle pub- 
lic relations and account work in 


ham was formerly with Lew King 
Productions, Phoenix, and with the 
San Francisco Chronicle. He will 
be an assistant account executive. 


St. Regis Names Schaflander 
St. Regis Paper Co., New York, 
has appointed Gerald M. Schaf- 
lander advertising manager. Mr. 
Schaflander formerly was with 
Young & Rubicam, Biow-Beirn- 
Toigo and Geyer Advertising. 


the Bay Area office. Mr. Cunning- | 


be considered customers for rea- 


He praised the amount of con-| 


would never get a chance to see} 


* = 
High-priced cars -39% 
of all the people (15 years or older) in households owning 
high priced cars, in New York City and suburbs 


are News readers- 


The 4,780,000 News readers buy the most, and the 

best of everything! You can now find out how much 
market every New York City newspaper has—from the 
most significant market-media study ever available . . . 


Profile of the millions 
... W. R. Simmons & Associates Research, Inc. made 
the 10,349 personal interviews on which it is based. 

For the present, shown only in visual presentation, 


by appointment. Inquire any New York News office. 
(Copyright 1955 by News Syndicate Co., Inc.) 


of the women in New York City &suburbs, 
who served frozen fruit juice in past month 


are News readers- 


the majority buyers in the New York market of 
coffee, cereals, canned meat, cold drinks, bread, 
frozen fruit juices, ice cream . . . and the largest 
customers for toiletries, apparel, furnishings . . . 
as you'll see in this significant readership study 


Profile of the millions 


summarized in a visual presentation, for agencies 
and advertisers. Inquire any New York News office. 


(Copyright 1955 by News Syndicate Co., Inc.) 


Oy 


Eyebrow pencil 
of the women (15 years and over) in New York City 
& suburbs, using eyebrow pencils in the past month 


are News readers- 


The Daily News has 2,290,000 women readers, who 
buy more of just about everything— more cosmetics 
and toiletries of all types, more grocery products of 
all kinds, more women’s and children’s apparel. If you 
want to up your sales in the New York metropolitan 
market, you should know about this study— 


Profile of the millions 


Presented in visual summary for advertising and 
agency executives. Call any New York News office. 
(Copyright 1955 by News Syndicate Co., Inc.) 
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This Week in Washington 


vertising Age, September 26, 1955 


By Stanley E. Cohen 
Washington Editor 
WASHINGTON, Sept. 22—Postmas- 
ter General Arthur Summerfield) 
has checked over the figures and 
announced, with obvious delight, 
‘that the Post Office Department’s 


Two-headed bird watcher deficit for fiscal 1955 was shaved to 
la seven-year low. 


Actually, it only takes 1 good head on your | For 12 months ending June 30, | 
shoulders to see this: The Green Bay Press-Gazette ‘the deficit was $362,700,000, com- 


Post Office Deficit Hits 7-Year Low 


000,000 annually to the depart- 
ment’s overhead, applied to only 
four months of fiscal 1955. 


Road Rally: The annual conven- 
tion of the American Automobile 
Assn. here this week stoked up de- 
mand for early congressional ac- 
tion on a large scale highway 
construction program. President 


is your best Wisconsin buy. Low rate. ‘pared with $391,900,000 in the pre- 


Green Bay Press-Gazette. crease in volume with only a 1.1% 
‘increase in manhours. 

For the future, the outlook seems 
less promising. The amount of rev- 
enue created by increasing volume | 


GE OLLIE IE : G R E E N B AY P R E S S - G AZ E T T E has been leveling off, particularly | 


Phil McClosky, Manager, General Advertising. 


iF let ak ee te 
BE ae af ks, 


" . since January. And new wage 
Green Bay, Wisconsin rates, which add more than $100,- 


WHAT'S NEW IN RADIO COMES FROM ABC 


Available Now ...Don Mc Neill and the 
BREAKFAST CLUB in five-minute segments 


An exciting development, the combination of the BREAKFAST CLUB, one of 
radio’s greatest morning programs, with the personal showmanship and 
salesmanship of Don McNeill, one of radio’s greatest salesmen — in five-minute 
segments. 


Advertisers big and small can now take advantage of the new designed-for-selling 
pattern of the BREAKFAST CLUB. At the small-change price of $1,300 
(commissionable) per segment, the big sell of Don McNeill is a “buy.” With an 
everyday audience of more than 1,500,000 homes (most of them television 

homes), the efficiency of the five-minute segment comes to 85 cents 

per thousand homes. | 


Any way you figure it, this is a modern buy of modern radio, at a modest investment. 


Call ABC Radio Network Sales in New York, Detroit, Chicago, Los Angeles or 
San Francisco for the complete story of this sales-stimulating five-minute 
segment plan of the BREAKFAST CLUB. 


when it comes to MODERN radio... 
.come to ABC Radio Network 


readership. Be Number | in Green Bay. Buy the _department handled a 44% in-| 


Eisenhower added his weight, with 


Undivided, faithful audience. 100% City Zone ceding fiscal year. Moreover, the|@% message urging AAA members 


“to speak up again and again for 
| prompt action on a highway sys- 
| tem adequate for modern living.” 

A. E. Johnson, executive secre- 
| tary of the American Assn. of 
| State Highway Officials, estimated 
that the 61,000,000 vehicles now 
in use, if joined bumper to bumper, 
would reach to the moon, and 
_that an increase of another 20,000,- 
'000 vehicles is likely by 1965. 

He observed: “If all the new 
_location roads built in the eight 
| years [from World War II through 
1953] could be used as a parking 
lot, they could accommodate 8 or 
10,000,000 vehicles bumper to 
bumper and side by side; whereas, 
\during the same period, some 
(24, 000,000 new vehicles came on 
“our highways.” 


Small Business Sounding Board: 
‘Another round of congressional 
/hearings on the Robinson-Patman 
\“anti-price discrimination” law 
gets under way Oct. 31. 

During an eight-day hearing by 
a Senate judiciary sub-committee 
recently, Robinson-Patman was 
roundly attacked and staunchly 
defended by qualified spokesmen 
for conflicting points of view. The 
new hearings, before the House 
small business committee, may not 
be quite so objective. 

Rep. Wright Patman (D., Tex.), 
author of the act, who will preside, 
has already issued a statement de- 
claring, “We shall give some atten- 
tion to the plans [which] law 
violators, would-be violators and 
their representatives have hatched 
and utilized to mislead the public 
concerning the _ significance of 
price discrimination and the pur- 
poses of the Robinson-Patman Act. 

“The public has been told that 
the practice of price discrimination 
promotes competition instead of 
monopoly. Representatives of the 
law violators have argued that our 
janti-trust laws which prohibit 
| price discriminations are laws 
be ase competition. Therefore, 
‘they argue those laws should be 
changed. We shall devote some 
attention to those arguments be- 
cause we have previously inves- 
tigated price discriminations and 
found that they were destructive 
of competition, small business and 
promotive of monopoly.” 


Car Dealers Answer Up: How 
many admen can boast that they 
had a 50% response from a large- 
scale direct mail survey? Well, by 
recent count, the Senate interstate 
commerce committee appears to be 
‘doing at least that well with a 
three-page questionnaire it distrib- 
‘uted to 40,000 automobile dealers, 
‘and the percentage may run con- 
siderably higher before the last 
form trickles back. 

No, the senators weren’t giving 
away tax concessions. They were 
‘merely asking the automobile 
dealers to indicate how they feel 
about proposals for legislation 
| which would permit manufacturers 
‘to revoke the franchises of dealers 
‘who channeled new cars into the 
hands of “bootleggers.” 

The committee’s straight-faced 
request for information got extra 
attention because the National Au- 
_tomobile Dealers Assn. has been 
‘urging its members to cooperate 
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FEAST—Miss Rockwood Pecan Feast 
is displaying, among other things, 
the new Rockwood 5¢ bar, which 
will put the company back into 
the chocolate business this fall. 


and register their opinions. 


) . 6 


Wheat Inspection Crackdown: 
The Food & Drug Administration 
has quietly decided to tighten 


: | Advertising Age, September 26, 1955 


Spots Adjacent to 
Spectaculars Get 
Color Treatment Too 


| New York, Sept. 22—Several 


® | WRCA-TV advertisers are getting 


in on the excitement of the spec- 
|taculars without spending the 
money required to sponsor one of 
the super shows. 

Seven advertisers have arranged 
to televise their spec spot adjacen- 
cies in color in the ensuing months. 
Those who will tint their spots are 


= |Castro convertible furniture (New- 


ton Advertising); B. T. Babbitt Co. 
(Dancer-Fitzgerald-Sample) ; Ford 
dealers (J. Walter Thompson Co.); 
Benrus watches (Biow-Beirn-Toi- 
go); L&M cigarets (Cunningham & 
Walsh) and Oldsmobile (D. P. 
Brother & Co.). Spec sponsor RCA 
also will televise some _ station 
breaks in color for various prod- 
ucts. 

WRCA-TV makes no extra time 
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charge for color in these 10- and) but will continue to direct adver-| vitamin manufacturer, owned by 


20-second station breaks. There is, tising for Wm. T. Thompson Co.,| the chemical company. 
however, a facilities fee—$500 for 


20 seconds and $250 for 10, plus | 
b&w time charges. 


| gigs 
a “These advertisers recognize the| | - 
added prestige and sales value giv- es 


en their commercials when they 

are transmitted in color,” Jay : 

Heitin, sales manager of WRCA- If your product is made of leather 
TV, said. “They are taking advan- ~ ° anything that looks, feels, ; 
tage of the excitement and impact smells or squeaks like leather—it’s 


of the spectaculars, World Series needed here, now, QUICK! COUN- a HURRIC 
games and other attractions to be TRY AND WESTERN JAM- gr ee 


* ote Fj) sett 
broadcast in color.” BOREE has half a million readers ~ SF 
| that just can’t seem to get enough of —~ ite Ta 
the stuff hung on themselves . . 


8 7 
to harness 


Lackzoom to Hartogensis | ond Sepp agrees Write sodey Fer 
. ‘ more © re y day— : 
Hartogensis Advertising Co., St. “vue. y day Facts and Rate Card! 


Louis, has been appointed to di-| RE i 
Country andWectem VAMBOREE! 


rect advertising and sales promo- 
By the publishers of DOWN BEAT 


tion for Lackzoom Laboratories, 
2001 Calumet Ave., Chicago 16, Ill. a 


Pittsburgh, processor of Lack- 

zoom yogurt. Effective Oct. 1, the . 
Down Beat — Up Beat — Country and Western Jamboree — Record 
Whirl — Music — Beverages — Bebidas — La Farmacia Moderna — 


agency will no longer handle ad- | 7} a maher 
vertising for Thompson Chemicals - publ ication | Radio y Articulos Electricos — Elaboraciones y Envases — La Tienda — 


Corp., St. Louis and Los Angeles, | Publishing since 1934 | Radio y Articulos Electricos Catalog File — Bebidas Annual Directory 


CREE TERESI IIE 


And now...another foreign edition > 


of POPULAR MECHANICS 


the sanitary requirements on 
wheat beginning next July. FDA. 
announced in the final hours of 
the Truman administration that 
it intended to crack down on ro-| 
dent-contaminated shipments, but’ 
the political backfire from the 
farm belt was so terrific that Re- 
publicans temporarily suspended 
the project as soon as they took 
over. Last year they let the pro- 
gram go ahead, under less string- 
ent standards than FDA originally 
proposed. 

Inspection reports turned in 
during the first six months of 1955 
proved conclusively that substan- 
tial quantities of rodent-infested 
wheat are getting through to pro- 
cessors under the compromise, 
standards. Since processors shared | 
FDA’s concern, FDA chief George | 
Larrick has now issued notice that, 
the original inspection standards 
will be used to side-track infested 
wheat beginning next July 1. 


Time International Names 
Smith U. S. Ad Manager 


Robert S. Smith, formerly west- | 
ern advertising. 
manager of Time 
International, has 
been named to 
the new post of 
U. S. advertising 
manager for the 
four overseas 
editions of Time. 
E. Stevens De 
Clerque, former- 
ly Cleveland 
Robert S. Smith manager, has | 
been named 

western manager, and Kenneth E. | 
Clarke, formerly on the sales staff, | 
has been named to succeed Mr. 
De Clerque as Cleveland manager. 


WIIC Appoints Two | 

Robert A. Mortensen has been 
appointed general manager of 
WIIC, Pittsburgh, and Roger D. 
Rice has been named sales man- 
ager of the tv station, scheduled to 
begin operations in the near future, 
Mr. Mortensen has been with N. W.. 
Ayer & Son for the past 19 years, | 
and Mr. Rice formerly was station 
manager of KTVW, Seattle. 


Hoag & Provandie Promotes | 

Donald E. Clark, layout artist 
at Hoag & Provandie, Boston, has 
been appointed associate art direc- | 
tor of the agency. 


introducing PM’s new GERMAN EDITION 


On September 27, Populaire Mech- 
anik ... the new German language 
edition of Popular Mechanics, will 
appear on the newsstands of West 
Germany, Austria and Switzerland. 

130,000 copies of Populaire Mech- 
anik will be distributed in this great 
area whose economic recovery has 
astounded the world. 

And Populdadre Mechanik will bring 
to these people the same wonderful 


editorial fare that has made Popular 
Mechanics—and its editions in 
French, Danish, Swedish and Span- 
ish—so enormously successful. 

Learn more about the foreign edi- 
tions of Popular Mechanics. Let us 
send you the facts on how they reach 
both business and consumer pros- 
pects effectively and at low cost. 
For complete information, address 
all inquiries to... 


POPULAR MECHANICS @ 200 East Ontario Street ¢ Chicago, Illinois 
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‘Modern Bride’ Will 
Offer 40-City List of 


winter issue, out next month. 


Two full pages in the back of | 


Advertising Age, September 26, 1955 


be covered in the table. Products 
‘listed are limited to hard goods, 


as . the book will be used to present a|table accessories, etc., rather than | eneral sales manager. Mr. Critten- 
- . . i | - 
Advertisers Outlets table showing which department bridal outfits. _ l¢eeh thas been ausistant sales man- 
Shopping stores carry the lines of 22 adver-| B. G. Davis, president of Ziff- ‘ager of Lanolin Plus for the past 
New York, Sept. 20—Modern |tisers. Next to the name of each/| Davis, announced the Service @S\four years, and previously was 
Section Bride, Ziff-Davis quarterly, _will| manufacturer will be the page|“a revolutionary idea in meeting | with Helene Curtis Industries and 
introduce a new merchandising|number on which its ad appears. the merchandising problems of Na-| Farle Ludgin & Co. 
service for advertisers—a listing of} Department stores in 40 states| tional advertisers. 
BUY IT HERE... your guide to the department store in your city which carries many of the fine products advertised in Modern Bride Gerstenberger to Ross Roy 
. ee William H. Gerstenberger has 
cn arr canna PAGE |4|3/2/SI=|a/s s|= : a | g\si=/a\s/s : ts : s|>\3\* 3 bess sppctated 8 vp. and account 
di) = Bi] ESF IF 2/9 |= [71% PAGE |%/3|8\S]= va |: aisiz|s =F ou r f 
3 = 8\x pervisor of Ross Roy Inc., De- 
MILE-0-DIAL ‘ z alt F z sl i troit. Formerly manager of the 
= = : “ N i _ 
Combines Attractive zi \slz|gis 2/5 iis i alle asia 2 Hi ew York office of Gardner Ad 
Greeting Card and sldlsisigic HALE «=|3 SHHEHE siils 3/3 s|a|3\3\2 s/2la|3/3iflala\s vertising Co., Mr, Gerstenberger 
Sisiziz ahaa Sil? “ #\212 zi: o|s|*) El’. ; ; 
Gas Mileage Calculator FislSialeld elaldlglaisieldgieilagigiel zig Slaleld/aleldleld ais idigisisla lagi will supervise the Dodge truck ac- 
iio Zizi Sicilia hes |e | le « Pare 4 Sieia BLS |e |e le 
—All in One — susan oun at count for Ross Roy. 
TELLS GAS MILEAGE AT A GLANCE! “forsmen's slelelele!| lelele! lelelele! | elele! Ie Robertson's alelele! le! te . o| |e 
For Xmas Give-Away—is Kept a. slels eiele : ele!l Te penne Mrmee & Ce ale! Te! Te 7 sama ee 
Yet Costs Only Pennies! 
An aiestehan nonin — lr Christmas anu” on ons : 2 2 2 - eat Gen bade Ge rs eiele . elelels - s : aa 
a powerful business builder! Everybody wants one! | phsenix 1owa eo} 4 4 ne : 
Handy 4-inch square rotating pocket calculator in- Diamond Dry Goods Co ele e e e a Cedar Rapids 
fe and oe — oot on nk. ARKANSAS Kilhan's eile elele . e\. eieleie! Y 
able enamel stock in Xmas _ colors. - " avenport Ooty TT - ~ ~ 
PRINT OR AD IN THE CENTER. Will be saved — Store ale alele Rete M. L. Parker elelele! lelelelciclele ele Christmas 
and used regularly. Complete with mailing e@n- | ; ie peck Petersen. Harned Von Maur siele s eje © oie 
velope. COSTS ONLY PENNIES. Send for MILE-O- | “"c)Biass Co elelelel lelele x ~ & Bs Moines » nue ~ 
DIAL Samples now. Enclose 25c to cover cost of Preifer's sieielie sielels ele sie Davidson Co. sis ry 7 eieleiele + sis I i 
KENWAY PRODUCT one ¥. OE Oe tg CALIFORNIA Younker Bros elels elelelelieleie| is ele! Ie 1Opp ng 
NW oDU Milwaukee, Wisconsin “Gottschath & Co slelele! je! Jeleleleles| le ele e Roshek Bros e| lelelelelelelele! te eiciele 
Long Beach 1Ci 
Buftum's eielielieleieie sie ele elie eieleies T. S. Martin Co eielele siele * sie Net 
Walker's sie 2 sis Younker Davidson eielele elele . - sie . 
‘Los Angeles KANSAS 
The Broadway & Branches sielelelele sielele els sis 2 
Bullocks & Branches Sieielieleleleielelsisisis eis siele * Wiley's Dry Goods Co sielele eielelieles + 2ie sie $ 
The May Co. & Branches Slele ele sieleleles elelslielielieie sie : Topeka 
J. W. Robinson Slele eleleielielieisisei eis els eielelele Crosby Bros Sielelelelieleleliele s sie 
at Oakland Pelletier Stores ais = s 
: Capwell's eleleleleieie Sielelele elelelelielele Wichita 
: Kahn's @lelele ele elele . ° ele Innes Slieleleieleieleleieiseieie ei*tieialeis 
: hy : Pasadena KENTUCKY * 
2 aa Nash's sielele| lelelele * ele! je Ashland 
ae : ’ Sacramento C. H. Parsons Co. sieleie * sie 2 * 2 
f Weinstock, Lubin *ielele eielelele . elielele Lexington 
San Bernardino Purcell’s = sie eiele : eis 2 
| Harris Co elielelelelelelielels ele sielele Louisville 
San Diego Kaufman: Straus Sielielie sieleie ele sie 
Marston's eiele . . - . Stewart's eleleleleieleieie sie sie Sielele 
Walker-Scott Co eielele eiele 2 sie LOUISIANA 
} | I | \ WA \ San Francisco nandria 
City of Paris *eieliele . ele _te} eliele ele * Wellan's . s s 2 
Emporium eleleleleieie elieleiele ele elelele is Rouge 
pees —_ Mety's 7 ofefetetetetetete sie ele elele xemee © Co sielele 2 eis 2 
° b { i 10) (VS a dou ; o| lele! lelel lele Ae . - ao ane 
: E. W. Edwards & Son pwr owe ele TEXA - - 
McCurdy & Co eieie O elele tie ele tise eit ieleie mont 
ie Sibley, Lindsay & Cutr CORSO 30) COLIC IC) LILI COLIC) ete . 0, G. White rouse Co eiele elelelele . als . 
Syracuse Corpus Crvists : 
Dey Brothers siecle eiele . sie ele . Lichtenstein's sieis Si tieiais aie ei) 
Yonkers ry 
John W i J * . ee * *\ 2 * ele A. Harris s sieialei« i * @ie aie @ielieie): 
WORTH CAROLINA Neiman. Marcus sie eis eitiele + eieie “ 
Charlotte Sanger Brothers eis eleiele eis * sis ei: 
Belk Bros . ele ieieleleie ele e\e elelele Titche-Goettinger Co sis elele sie eieleie): 
Efird’s Dept. Store oj je ejejeis 3 ejeie : | Pase : 
Durham Popular Dry Goods Co siels sieleles . aie 
Ellis Stone & Co ele . e * ele 7 White House 2ieieie s sis sie s 
Fort Worth 
. The Capitol *iele . . . ele . wre buiplag Ce . , £ 2 2 : : : : : 2 . : 2 o* 
ivey-Taylor eiele elele ele . Houston B —_ 
OHIO an” eieisie eis eieleliele ) elelele — 
aa etchy's e\ele *lelel*ieisiele . e\e ele Hemphill Wells eie * sie : siele 
The Yeager Company le eeTere . . . . San Antone BROOKFIELD CONN. 
sale en Co 2m x aia a * ‘ ee eee sielele #itieleieiele 7 eieieiele 
c 
i ~ ele . elele ele ele “auarbah eisiele eielele 7 eis : 
wmcinnati Slielielele el eteleiseisi«e + siele 
Shillito’s ejotetefetoteieieie) jefe) jejeleleiciciele pee my Chie decorated food hampers, con- 
Mabley & Carew y t I 
eutiilS: Poave Ce HOOD O00 U6 Om O00 Oo nw siete : 2 2+ taining various combinations of old fash- 
Geiee tentans slststststetstetelstststst -tstet_tstetstets Thefhimer’s tielslefelelsiefelsl tefet teletetetsteter: | toned hickory smoked hams, bacon, 
; sterling Lindner Davi stetete} teletetetetetet tet tT felet iets —e alelele! lelelelelelele ele! Je). | famous Candlewood Farms white turkeys 
Columbus slelelelelelelelelelelele! lelelelelelel.le WASHINGTON (fresh or smoked). A complete assort- 
U". Frederick & Nelson slelelelelelelelelelelele! jelel leleiele!: ment of home made preserves and tangy 
Rike-Kumier Si eieiele eieiseieie ele ®liele eieisizsie Bon Marche Sieleliele\eieieis ele ee eielelel: > ~ 4 . - 
Elder-johnston elelele elelelele *le . *lelelels Rhoaes siele : ele + . relishes. Each basket individually packed 
THE RED-NOSED Portsmouth MacDougall & Southwick ale - . 7 d 
Marting Bros *ielele elelele . . . ane to your order. 
REINDEER | sind ic ole! Telefe] TTT. lel Ie Sosatss by eee sttittet ttetetttatatet tater 
w w mpan sie y 2 aie . ‘ 
© Rim — Tacoma Consult us about your gift problems. 
Anathan Bros sielele e\e . . . Rhodes Bros 2 sis 2 2 : 
Tolede ACL AGA RAP " z WEST VIRGINIA We would be glad to help. No obliga- 
SANTA Nag : eee Ltet . C3 £30 Stone & Thomas | lele! leleleleie! Ie e| |e tion. 
Youngstown heeling 
McKelvey Co slielele elele eisieie s elie sie The Hub s = s 2 
Strouss- Hirshberg Co. sieielie eleleitie o ele ele WISCONSIN 
purtsad oie Prange Sieieleleieleieieieieie : sielele 
Meier & Frank Co. Inc eielelele elelelels . . . Madison i ood. QVUNE 
Lipman. Wolte & Co sieieie eieieie C) ate pees — © sieiele s sis sie sieis el) : 
Olds & King sieleieie Sieliele : 
grains TT. PA Bing sanneecooogoeooenoome 8=€=©6Huckleberry Hill 
bur s " s elele sie 
and aon At Co 2 : : : : : sie : e\e Shuster's . . : . 03 : eleie : eile . ae, Brookfield, Conn. pied 
FROSTY WHERE TO GET IT—This is an extract from the new the winter issue of Modern Bride as a new service to | Yani teM La atm eam eae 


THE 
SNOW-MAN 


@HILL & RANGE 


“Buy It Here” section which will 


be introduced in 


the Ziff-Davis quarterly’s advertisers. 


department store outlets—in its|and the District of Columbia will| Crittenton Named S.M. 


Lanolin Plus Inc., Chicago, has 


‘appointed George D. Crittenton 


Advertising Is 
Profession Cursed 
by Amateurs: Guild 


PORTLAND, OrRE., Sept. 20—Ad- 
vertising is a profession cursed by 
amateurs who are paid for being 
professionals, Walter Guild, presi- 


vis a profession. Like doctors or 
lawyers you have to counsel your 
clients. It isn’t a business. The 
| work is too creative to be called 
strictly a business. It is a profes- 
sion, and the curse of the profes- 
i is the amateur. 

| “I’m talking about amateurs who 
‘are being paid for being profes- 
'sionals—and the profession is full 


EV OLITE, 


BRINGS A “LIGHT” AND 


Merry Xmas 


dent of Guild, Bascom & Bonfigli, | of them.” AS A ‘BRAND NEW’ THOUGHTFUL 


No. 418 FS 


Santa Claus, 

Rudolph the Red-Nosed 
Reindeer and Frosty the Snow- 
man balloons have great popular 
appeal with millions of young- 
sters. These quality Oak balloons 
in several shapes and sizes are 
truly outstanding for winter pro- 
motions. Order as soon as possible 
for Christmas use. Write for de- 
tails and prices. 


World's Largest 


Manufacturer of 
Toy Balloons. 


RusBeerCo 


| AVERIVA On10 


San Francisco, told the Portland | 
Advertising Club last week. 

Three signs of the amateur, Mr. | 
Guild said, are insincerity; not be-| 
lieving in the power of advertis- | 
ing, and being untrustworthy. 
Then he singled out cigaret adver- | 
tising as an example of amateur 
advertising, saying that to regard 
the American public as a bunch of 
“Mongolian idiots” is a mistake— 
and won’t sell. 

“Those cigaret ads are aimed at 
the minds of 12-year-olds,” he 
went on. “They say the unbeliev- 
able, and they think it is okay be- 
cause they say it over and over! 
again, It doesn’t sell the stuff. | 


as “If writers of the big lies were 
not so isolated from their products, 
they would realize that insincerity 
doesn’t sell,” he said. 


Mr. Guild argued: “Advertising 


Good merchandising alone is not 
enough to sell goods in the present 
competitive market, he continued, 
adding: “It can be done—Hershey 
has done it—but I challenge you 
to name one other product that 
has. 

“Good merchandising never put 
the patch on the eye of the man in 
the Hathaway shirt. / dvertising 
did.” 


D. C. Smith Adds Office 

D. C. Smith Inc., New York, has 
opened a branch office at 23 W.! 
John St., Hicksville, L. I. Kenneth | 
K. Mabuchi, v.p., is in charge of 
the new office. 


Richardson Joins ‘Living’ 

John Richardson, formerly with 
American Magazine, has joined 
the sales staff of Living for Young 
Homemakers, New York. 


Y 


BRINGS 
LIGHT TO 
DARK SPOTS 


BUSINESS GIFT 


(It Says ‘Thanks’ and Really Means It) 


{ 


“KEY-O-LITE” is NEW and DIFFERENT 
for ‘Business Gifts’ . . . Pleases instantly, 
it’s so Practical and Useful. . 
complete with battery and screws for 
mounting 
tached to 
Card. 
needs and ‘Pronto’ you'll 
also an ‘Actual’ Working 
‘Key-O-Lite’. 


HALL INDUSTRIES, Inc. 


111 W. Jackson Blvd. 


—Also For— 
DARK STAIRS 
GARAGE DOOR 
FRUIT CELLAR 


and ‘Scores 
of Dark < 
Dangerous 
Spots’ 
OVER OVER 
KEYHOLE THERMOSTAT 


. Comes 


. Each ‘Key-O-Lite’ is at- 
a _ Special Holiday Greeting 
. . SEND US AN IDEA of your 
et prices and 
ample of the 


An Exclusive Creation By 


CHICAGO 4, ILLINOIS 
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International 
Ad Group Issues 
Part 1 of New Code 


New York, Sept. 20—The In- 
ternational Advertising Assn. has 
issued the first section of its long- 
awaited “Code of Ethics and Stand- 
ards of Practice.” 

The section covers fundamental 
principles and standards of oper- 
ation for advertisers and agencies. 

Designed to serve as a guide to 
business operations in the inter- 
national advertising field, the sec- 
tion was prepared by the standards 
committee of the IAA, under the 
chairmanship of Walter Sauer, ad- 
vertising manager of the interna- 
tional division of American Home 
Products. It took three years to 
complete. 

With the code the IAA is intro- 
ducing an emblem which reads, 
“We subscribe to the code of ethics 
of the International Advertising 
Association.” Permission to dis- 
play the emblem will be granted to 
all agencies, advertisers and media 
which state in writing that they 
will adhere to the code. 


® Among the fundamental prin- 
ciples set forth in the code are the 
following: 

1. The truth must be adhered to 
in all advertising. 

2. Advertising in every country 
should conform not only to law 
but to moral principles and stand- 
ards of public decency. 

3. Advertisers, agencies and me- 
dia should not be party to monop- 
olistic practices. 

4. Advertisers, agencies and ine- 
dia should not discredit competi- 
tors. 

The code also enjoins media “‘to 
provide accurate information to 
advertisers and agencies on the 
current number, general character 
and distribution of their readers 
and audiences,” and to give “a 
clear and full statement of all 
rates and discounts applicable to 
various classifications of advertis- 
ing.” 


® Standards of operations for ad- 
vertisers and agencies are covered 
in the code. There is a model con- 
tract for agency-client agreements. 

The code recognizes that some 
advertisers in the international 
field operate without an agency, 
but it contains a strong pitch for 
the use of an agency. 

“As a rule,” states the code, 
“whether large or small, the ad- 
vertiser is on sounder ground if 


he operates through an advertis-| 
ing agency. Most firms that have | 
established advertising budgets 
recognize the modern importance | 
of advertising and operate on an) 
agency basis.” | 
The code also includes a stand- | 
ard information form for an agency 
to use in providing prospective 
clients and media with information 
on its operations and facilities. 
Still in preparation are two more 
sections of the code. The next one 
will cover radio and television 
standards, while the final section | 
will deal with standards of prac- 
tice for print, outdoor, theater and 
transportation advertising. 


Jane Andre Names Chase Co. 

Jane Andre, San Francisco man- | 
ufacturer of junior dresses, has | 
appointed Barnes Chase Co., Los 
Angeles and San Francisco, to han- 
dle its advertising and publicity. 
The fall schedule calls for pages in | 
the September and November is- | 
sues of Charm and heavy direct 
mail promotion. 


Morrissey Resigns Account 

John B. Morrissey Co., Chicago, 
has resigned the advertising ac- 
count of Midwest Folding Prod- 
ucts, Roselle, Ill. The agency has 
agreed to service the account until 
a new agency is appointed. 
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GLENMORE DISTILLERIES COMPANY, “WHERE PERFECTION OF PRODUCT IS TRADITION.”’ LOUISVILLE 
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Oswego Jelly Co. Names 
Wyckoff to Direct Drive 

Oswego Jelly Co., Oswego, Ore., 
has appointed Wyckoff & Associ- 
ates, San Francisco, to direct an 
advertising campaign for is “Ore- 
gon Hills” jams, jellies and pre- 
serves. Plans for use of media to 
promote such distribution in north- 
ern California in addition to the 
Pacific Northwest call for radio, 
tv, point of purchase and direct 
mail. 

A new gift box of Oregon Hills 
wild blackberry syrup, strawberry 
fruit syrup, red raspberry syrup 
and boysenberry syrup is now be- 
ing completed by the company for 
holiday gift distribution. 


Houston Has Kentucky Bred 

In a picture caption about Park 
& Tilford’s Kentucky Bred whis- 
ky in the Sept. 19 issue of AA, 
the agency for the whisky was in- 
correctly given as Storm & Klein. 
The P&T brand actually is han- 
died by Bryan Houston Inc., New 
York. 


ALL SALES ARE 


LOCAL 


The men who buy construction 
equipment . .. the men who sign 
the checks . . . these are the men 
you have to reach to sell your 
products! These men buy locally 
and to sell them you have to sell 
right out where they work... 
where they live. That’s why ... 


ACP REGIONALS SELL 


LOCAL 


CONSTRUCTION MEN 


Men who do the work — men who buy 
equipment are the men who read Asso- 
ciated Construction Publications! 7 out 
of 10 prefer ACP books. What’s more, 
they read and re-read ACP books be- 
cause on these pages they find the local 
news construction men need. For ex- 
ample, last year ACP featured 11,255 
pages of bid news, 2,086 pages of equip- 
ment news, 2,416 pages of local job re- 
ports. To pick the publication that 
more construction men read regularly, 
pick ACP regionals! 


HERE THEY ARE 


Construction Mid-West Contractor 
Roanoke, Virginia Kansas City, Missouri 
Construction Bulletin Contractor —s 
Minneapolis, Minnesota St. Louis, Missouri 
New England 
Construction 
eee A Cg 
Constructioneer Rocky Mountain 
South Orange, New Jersey Py a , 
Construction News Southwest Builder & 
Monthly Contractor 
Little Rock, Arkansas Los Angeles, California 
Dixie Contractor Texas Contractor 
Atlanta, Georgia Dallas, Texas 
Mich. Contractor & Western Builder 
Detroi ’ u 7 higan Milwaukee, Wisconsin 


Syracuse Agency 
Principal Sues for 
Stock Buying Rights 


SYRACUSE, N.Y., Sept. 20—An| 
injunction restraining Richards 
Advertising Co. from holding a! 
stockholders’ meeting was obtained | 
by James P. Dowdle, v.p. of the! 
agency and owner of 408 shares of 
the agency’s stock. 

Mr. Dowdle also has filed a suit | 
in New York state supreme court, 
seeking to enforce performance of 
an alleged contract allowing him 
to purchase additional shares of 
the company’s stock. The. action 
names as defendant John M. Rich- 
ards, secretary-treasurer of the 
agency and executor of the estate 
of David Richards, former presi- 
dent of the agency who died April 
15. 

Mr. Dowdle maintains that he 
entered into a contract Aug. 14, 
1925, with John M. Richards, who 
owns 233 shares of stock, and Da- 
vid Richards, owner of 409 shares. 


@ In the contract the parties 
agreed, Mr. Dowdle maintains, that 
in the event of the death of any 
of them, the surviving two would 
have options to each purchase a 
sufficient number of the deceased 
party’s stock to give them an equal 
number of shares. 

The contract, Mr. Dowdle says, 
called for payment in cash to the 
Richards estate, with the price to 
be determined at the time of the 
purchase. 

Mr. Dowdle contends that he of- 
fered a check for $18,135 to pur- 
chase 117 shares of stock at $155 
a share, the price set on the stock, 
after Mr. Richards’ death, but the 
defendant refused to sell at that 
price. 

He also alleges that the defend- 
ant made an offer to buy stock at 
$155 a share to a Mrs. Gilroy of 
New York City, owner of 80 shares 
of stock, but she declined to sell. 

He asks the court to order John 
Richards to comply with the terms 
of the contract. 


Christmas 
Shopping 
Section 


A man feels good 


«-- when he’s insured in 


Perhaps you've alrealy decided that you need fife 
insurance. The company that you choose is another 
important decision 
Refore vou take thai secand atep, look inte the New 
¢ Ragland Life contract. tn its broad guarantees ant 
“general flexibility it is unexcelled by anv other policy, 
Example: Mosi family situations change as the 
ashe abd ine ad- 


justable to meet such changes. The liberal terme of 


wears go by. Every life insurance pole y 


~ our’ change of plan provision can mean substantial 


A BETTER LIFE FOR YOU 
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! 
| 
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the New England Life 


money savings for New England Life polievholders, 

Extremely generous choiees of benefits are another 
feature. And there are 
New Fagland Life contract 


many other alvantages in the 
privileges you just can't 
affor te igeore. Fspecially when you get all of them 
at a favorable price which refleets the strong fmancial 
pesitian and economical operation of thik company. 

Aman should feel good. These extra bevetits add up 
te « better life for you, Awy New England Life agent 


will gladly tell you more 


NEW ENGLAND 
Miu LAF 


ee ns 


S WSUMANCE COMPANY 
BOZTOM MASY 


ee 


NEW APPROACH—‘“Mood illustrations with the quality of salon pho- 


tography” will characterize the 


fall advertising campaign of the 


New England Mutual Life Insurance Co., Boston, starting in the 
Sept. 19 Time and Newsweek and the Oct. 1 Saturday Evening 


Post. New logotype plays up the 
which has been emphasized in 


word “Life” instead of “Mutual,” 
the past. BBDO, Boston, is the 


agency. 


In the petition for the injunction, 
approved by Justice E. Howard 
Ringrose, Mr. Dowdle alleges the 
purpose of the stockholders meet- 
ing was to deprive him of his rights. 

The papers show that Mr. Dow- 
dle’s purchase of 117 shares would 
have given him a total of 525 
shares. This is the same number 


J ‘that John Richards would have 
'had if he purchased the remaining 


| 292 shares of the late Mr. Richards’ 


Ne stock, and added it to his present 


| 233 shares. 


@Made in No. 475 
DOW STYRON. Col- 
ors: Solid sets in char- 
coal and white rice 
or charcoal and pink. 
Also ice bucket in 
charcoal, citrus yel- 
low, almond green— 
with glasses in as- 


keeps 


sorted colors. 
Retail $11.95 


*TRADEMARK 


a Ee 


— includes ICE BUCKET «+ 4 HI-KOOL* THERMA-GLASSES* 


uw Shewma Sel 


* ICE TONGS 


Make a BIG impression with this impressive 
business gift! The insulated thermal ice bucket 
cubes cold for hours—a whole gallon of 
them! The HI-KOOLS are the tall 15 ounce size 
of crrs therma-glasses; two-piece glasses that fit 
together, insulate the drink to keep it cold; sweat- 
proof. The sturdy steel tongs are brushed brass 
finish. A smart mailable gift box sets off the set to 
full advantage! Distributed through recognized 
Advertising Specialty Jobbers. Write for name of 
nearest jobber who will give you quantity prices. 


| GITS MOLDING CORPORATION 


(DEPT. AA 955) @ 4600 W. HURON ST. @ CHICAGO 44, ILL. 


COPR. 1955 GITS MOLDING CORP. 


Joseph H. White, 
Weiss & Geller 
V.P., Dies at 49 


Cuicaco, Sept. 20—Joseph H. 
White, 49, v.p. in charge of re- 
search at Weiss & Geller, died yes- 
terday in West Side Veterans Hos- 
pital here after a lengthy illness. 

A graduate of the University of 
Chicago and a resident of the city 
for many years, Mr. White joined 
Weiss & Geller three years ago. 
Prior to that time he headed his 
own merchandising and manage- 
ment consultant company, Joseph 
H. White & Associates, for seven 
years, He also was sales promo- 
tion manager of Society Brand 
Clothes and was a business coun- 
selor to S. D. Leidesdorf & Co., an 
/accounting company. 
| During World War II, Mr. White 
\served as a captain in the Army 
|quartermaster corps and was as- 
sistant to the chief of the clothing 
and textile division of the War 
Production Board. 


Libbey Glass Catalog Out 

The Libbey Glass division of 
Owens-Illinois Glass Co., Toledo, 
_is distributing a 20-page fall re- 
tail catalog featuring more than 
35 patterns of table glassware. In- 
cluded is packaging and pricing 
data. Inside front and back covers 
'of the booklet illustrate Libbey’s 
national consumer advertising pro- 
, gram, largest in the company’s his- 
|tory, which appears in Better 
Homes & Gardens, House Beauti- 
\ful, House & Garden, Life, Living 
for Young Homemakers and The 
| Saturday Evening Post. 


Beauty League Appoints 

| National Beauty Culturist’s 
League has appointed Thompson- 
| Simmons Associates, Washington, 
_to handle its public relations. The 
p.r. counsel has moved to new of- 


fices at 25 Logan Circle. 


Jay Resigns Bishop Post 

Norman Jay has resigned as 
president of Hazel Bishop Inc., 
New York, but will remain with 
the company as a director. Donald 
Burr, v.p. in charge of sales and 
a newly elected director, will as- 
sume Mr. Jay’s duties until a new 
president is elected after the an- 
nual stockholders meeting in Feb- 
ruary. 


Rogers & Smith Moves Oftice 

Rogers & Smith, Potts-Turnbull, 
Kansas City, a division of Rogers 
& Smith, has moved to larger 
quarters in the Pickwick Office 
Bldg. 


 Phribinane 
Shopping 


Section 


INEFFABLE* 


Because Every Creation is: 


. Individually designed to compli- 
ment your initials or name (up 
to 5 letters) 


.Meticulously handcrafted from 
solid sterling silver 


As featured by Marshall Fields, Peacock 
Jewelers and 30 other exclusive stores. 


Earl Nightingale of WGN-TV says in an 
unsolicited letter, ‘Your sterling cre- 
ations received more compliments than 
any gift we have ever given."’ 


Company gift orders earn 


45% to 50% 
DISCOUNTS 


if placed before Nov. 15th 


WRITE FOR FREE CATALOG 


Sterling Guild of America 
709 Clark lowa City, la. 


* But a terrific gift for clients, etc. anyway 


old fashioned 


Cheddar 
Cheese Wheel 


A gourmet’s treasure that’s sure to 
please everyone . . . associates, clients 
and employees. Direct from the heart 
of the Cheddar country in Upstate 
New York. Over 5 Ibs. of ‘rich, tangy 
cheddar . . . red wax coated, patiently 
cured for fullest traditional flavor. 
Attractively packaged, wrapped in re- 
usable, flavor-protecting pliofilm bag. 
Send your complete Christmas list 
..» we'll do the rest! 
— $5°°5 postpaim ANYWHERE IN U. 5. 
Please inquire about quantity discounts, ° 


| GRAOC DAIRY PRODUCTS CO, 
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This is San Francisco... 


where radio plays an important part... but 
one station plays the greatest role, for KCBS has more 
leading network and local shows than any other 


station whether network or local. 


KCBS 


50,000 WATTS 


Represented by CBS Radio Spot Sales 


itwo of Victor Borge’s Vibo Farm 


i\nouncing the date the birds will 


Kennedy Weiss 


Turnbull Rickard 


PLANNING STAGE—The executive committee of the 
Continental Advertising Agency Network meets in 
New York with executives of Lewin, Williams & 
Saylor to plan the program for the group’s annual 
convention in New York next February. Lewin, 
Williams will be the host agency. Shown are: Doug- 
las W. Turnbull, Foster Advertising Ltd., Toronto; 


Brodie 
Olmsted Ford 


C. N. Rickard, Horton & Noyes, Providence; Ward H. 
Olmsted, Olmsted & Foley, Minneapolis; H. W. Ford, 
Hugo Wagenseil & Associates, Dayton; William 
H. Horsley, Pacific National Advertising Agency, 
Seattle, and W. D. Kennedy, S. M. Weiss and 
J. P. Brodie, all of Lewin, Williams & Saylor, New 
York. 


Tappan Offers Stove 
Buyers Pheasants 


from Victor Borge | 


MANSFIELD, O., Sept. 20—To heck 
with a chicken in every pot—now- | 
adays it’s a brace of pheasants in 
every Tappan. 

In a_ special “pheasants for 
Thanksgiving” promotion, running 
from Oct. 15 to Nov. 19, about 5,000 
Tappan Range dealers will offer 


| 
| 
| 
| 


pheasants free with every Tappan 
Range. 

Each customer will receive a 
personal card from Mr. Borge an- 


arrive, deep-frozen, packed in dry 
ice, and shipped in insulated car- 
tons. As an extra bonus, favorite 
recipes by Chef Borge will be in- 
cluded. 

This is the first time Vibo Farm 
pheasants have been available for 
product promotions. 


WHITN-TV Plans Kickoff | 

WHTN-TV will begin telecasting | 
on Channel 13 in Huntington, W.. 
Va., on Oct. 2. The station will be 
a basic ABC affiliate. 


According to Sales Management's 
1955 Survey of TEST MARKETS* 


BUFFALO RANKS Ist 
among cities of 500,000 to 1,000,000 
and 3rd AMONG ALL CITIES OVER 500,000 


(1st in Drugs — 3rd in Food) 


For your most ECONOMICAL test... 


use the Dai/y Courier-Express. It’s 160,452 
circulation blankets the 8 Western New York 
counties, reaching those families —nearly lg 
of the total—with most money to spend. 


For your most COMPLETE test... 


use the Sunday Courier-Express—the State's 
largest newspaper outside of Manhattan. It 
will carry your sales message to nearly all 
families in the 8-county market. 


Representatives: 


SCOLARO, MEEKER & SCOTT «+ Pacific Coast: DOYLE & HAWLEY 


ABC Films Go to England | 

The ABC Film Division has sold | 
26 of its “Playhouse” film series 
to Associated Rediffusion, London, 
for airing in England. 


surrFaco COURIER-EXPRESS 


Paris, Texas—Another Texas Harte-Hanks 
Secondary Market, Served by The Paris News! 


AB C City Zone 


A B C Circulation Daily 
Sunday 


3 months ending March 31, 1955 


A Diversified Market! 


Agriculture—Cattle—Small-industry Payroll Totalling $375,000 Monthly! 
208 New Homes Under Construction in just Two Area Developments! 


These 9 Texas Harte-Hanks 
Newspapers can be depended 
upon for above-average 
Reader Impact! 


Abilene Reporter-News 

Big Spring Herald 

Corpus Christi Caller-Times 
The Denison Herald 

The Greenville Banner 
Marshall News Messenger 
The Paris News 

San Angelo Standard-Times 
Snyder Daily News 


24,229 
10,543 
10,811 


Texas Harte-Hanks Newspapers 


HEADQUARTERS — National City Bidg., Dallas 1, Texas 


Herbert Taylor, Vice President-General Manager 


CHICAGO — 400 N. Michigan Avenue 


NEW YORK — 52 Vanderbilt Avenue 
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| Sagner Doubles 
| Ad Budget for 
Northcool Suits 


WASHINGTON, Sept. 21—A series 
of 12 full-color ads in The New 
York Times Magazine, beginning 
’ with a “Winter Cruise” promotion 
) in January, will be a major fea- 
ture in the advertising prograra of 
A. Sagner & Sons, Baltimore, for 
Northcool suits during the coming 
year. 

Details of the campaign, which 
will involve a 100% increase in 
i] Northcool advertising expendi- 


son, were disclosed at a meeting of 
the company’s sales staff. Accord- 
ing to Stanley Sagner, company 
\ president, the increase was based 
on a $1,800,000 sales volume boost 
in 1955 and expectations of an- 
other big increase in 1956. 

In addition to the series in the 
Times Magazine, plans call for a 


tures during the 1956 spring sea-| 


Advertising Age, September 26, 1955 


trade paper campaign in the Deily |Advertise Yourself, 


News Record beginning is 
month. A national outdoor cam- 
paign which will include dealer 
names is scheduled for spring. 
Heavy cooperative advertising to 
dealers is planned in newspapers 
and on radio and tv. 


= Mr. Sagner said acceptance of 
Bermuda shorts was the “biggest 
sleeper” of the 1955 season. He 
predicted that lighter tones will 
dominate the Northcool line next 
spring. The account. recently 
switched to Henry J. Kaufman & 
Associates, Washington. 


Schanz Named Associate 
Publisher of ‘Electric Light 

Haywood Publishing Co., Chica- 
go, has appointed Dr. J. L, Schanz 
‘associate publisher of Electric 
Light & Power. Dr. Schanz joined 
Electric Light & Power in March, 
1954, as eastern editor. He will 
‘continue to headquarter in New 
York. 


the eye. They insist 


the package itself. 


MASTER CRAFTSMEN 


Am I “getting through”? 


Successful advertisers seldom worry about 
this any more. They know that in ad- 
filled publications, appeals to appetite or 
reason ‘“‘get through”? faster and more 
surely when they’re channeled through 


that the ads that sell 


their package be as visually alluring as 


.. It’s quite natural 


that so many of the continuously success- 
ful depend on photoengraved facsimiles 
master-crafted by ROGERS. 


ROGERS 


engraving company 
2001 calumet avenue ¢ chicago 16 


OF PHOTO-ENGRAVING 


the sales staff of Architectural 


Clawson Urges Silk _ 
Screen Processors | 


ATLANTIC City, Sept. 20—Screen 
process printers were chided here | 
for indulging in little or no adver- | 
tising of their process or their | 
facilities. 

W. T. Clawson, marketing direc- 
tor of Miller Printing Machinery 
Co., Pittsburgh, told the Screen | 
Process Printing Assn. annual | 
convention: | 

“In talking to a few screen | 
process printers I have heard how | 
the buyers of printing do not ap-| 
preciate your process. I hear that 
same story from all types of print- 
ers—letterpress, lithographers, no | 
matter what they print—‘if the 
customer only knew what the pro- 
cess could do for them.’ So, the 
first and most fundamental point | 
I can give in regard to advertis- 
ing is advertise.” 


® Mr. Clawson said that last year | 
over $8 billion was spent in the| 
U. S. for advertising, but that lit- 
tle of that money was spent by 
printers, “screen process printers 
in particular.” 

“Advertising is wonderful—for 
all your customers and friends,” 
he said. “Have you ever thought it 
might also be a sales tool for you?” 

His company, which originated, 
sponsored and promoted the Print- 
ing Industry of America self-ad- 
vertising awards competition, has 
received only ten entries from 
screen process printers in the past 
three years, he said. | 

“How is anyone going to know 
about you and the things you can 
do with your process if you don’t 
advertise?” he asked. “I am not 
talking for the benefit of large 
corporations, large printers. The 
large concerns advertise. It is the | 
smaller company that needs this 
prodding, that does not realize the 
value of advertising.” 


= Find the best media, the best | 
method of advertising your com- | 
pany, he told the group. Adver- 
tising, he added, isn’t just printed 
ads, folders or booklets, but “any- 
thing that will help to make users | 
of printing aware of your company 
and the fact that you do screen 
process printing. 

“Planned advertising, consistent 
advertising and advertising that 
reflects the quality of the product 
will pay,” he said. 

New SPPA president is Ralph A. 
Karsten, who is president of 
Screenflock Industries, Chicago. 
He succeeds Milton Grant, presi- 
dent of Silk Screen Process Inc., | 
Cleveland. 

Harold F. Beaver, Big Beaver | 
Specialty Co., Royal Oak, Mich., 
was elected v.p. and Dominick 
Depalma, Dominick Depalma Co., 
Boston, was reelected treasurer. 


Stark Joins ‘Sunrise’ as V.P. 


J. Clifford Stark, formerly v.p. 
and director of publications for 
McGraw-Hill International Corp., 
New York, and past president of 
the Overseas Press Club of Ameri- 
ca, has joined Sunrise, Magazine of 


Stockholders-29% 


of all the people (age 15 and over) living in 
New York City & suburbs who own stocks 


are News readers- 


.. and you'll be intrigued by other fascinating facts 
and stimulating statistics on the nation’s biggest 
market and its newspapers, in the $150,000 study 


Profile of the millions 


... based on 10,349 personal interviews, conducted 

by W. R. Simmons & Associates Research, Inc. in New 

York City & suburbs. Shown in visual presentation, 

by appointment only. Ask any New York News office. 
(Copyright 1955 by News Syndicate Co., Inc.) 


Womens stockings - 40% 


of the women (15 years or older) in New York City 
& suburbs, who bought stockings in the past year 


are News readers- 


Daily News women readers total 2,290,000. They 
buy most of the street dresses, suits, blouses, 
skirts, coats, shoes, hats, children’s clothing, 
corsets sold here .. . are New York’s majority 
customers for apparel, groceries and toiletries. 
You can learn significant facts on buying habits in 


Profile of the millions 


a visual presentation of new data on all New York 
City newspapers. Ask any New York News office. 


(Copyright 1955 by News Syndicate Co., Inc.) 


am 
Wine drinkers-42% 


Southern Living, St. Petersburg, | 


as v.p. and general manager. The 
magazine until the October issue 


was called Florida Speaks & Sun- | 


rise. Mr. Stark, a former chief of 


the London bureau of the Associ- | 


ated Press, joined McGraw-Hill in | 
1941 and during World War II 
edited and directed the “En Guard- 
ia,” magazine published under gov- | 
ernment contract for distribution 
throughout Latin America. 


Mack to ‘Architectural Forum’ 

Harold D. (“Buzz”) Mack dr., 
formerly a sales representative for 
Chilton Publishing Co., has joined 


Forum. He succeeds Thomas Cur- 


of all the people in New York City & 
suburbs who served wine in the past month 


are News readers- 


You may be surprised to learn that your best 
customers for virtually everything in the New York 
market are News readers! And there are 4,780,000 

of them. You owe it to yourself to see this new 

study on New York market readership and purchases— 


Profile of the millions 


... Summarized in visual presentation for advertisers 
and agencies. Inquire any New York News office. 
(Copyright 1955 by News Syndicate Co., Inc ) 


tin, who has joined he sales staff | 
of Fortune. 
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Wonders About Survey Angle 
in Reynolds Contract Form 

To the Editor: Congratulations | 
on your fine reporting of the Rey- 
nolds Metals Standard Advertising 
Agreement Form in the Aug. 29 
issue... 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


which are artwork, engravings, 

printing, writers and radio or tel- 

evision talent. The sixth is: 
“Surveys contracted for with 
independent research organ- 
izations or individuals.” 


Personally, I think the agree- 
ment form is a healthy step for- 
ward in advertiser-client relations, 
but as the head of a marketing 
research company, I question the 
ethical and practical advisability 
or soundness of one particular 
clause. 

Clause No. 5 deals with “Charges 
to Advertiser other than for Space 


and Time.” Paragraph (a) of this | pendent 
| particularly when it concerns ad- 


clause provides for an agency 
charge of 15% for six particular | 
services and materials, five of 


My principal objection to this 
5(a)6 paragraph is that it appears 
'to relegate marketing research in 
\the business structure of the Rey- 
/nolds company to the same position 
as printing, engraving or artwork, 
and other minor material and sup- 
| ply services incidental to the major 
‘functions of advertising... 
| Most, if not all, of every “sur- 
vey” conducted by an “inde- 
research organization” 


is, and 
rightfully should be, a matter of 


vertising effectiveness, 


top management interest and 
concern. When the subject of mar- 
keting research enters into the 
agency-client relationship it should 
rate a separate clause of its own, 
and the exact status of the agency 
as to marketing research studies 
should be spelled out. 

There is no question about the 
right and obligation of advertising 
agencies to conduct their own re- 
search when preparing copy, or to 
control and direct independent 
studies of this nature. But how can 
any agency justify the right or 
duty (plus payment therefore) to 
conduct or direct the studies which 
should be made to evaluate ad- 
vertising effectiveness, product ac- 
ceptance, distribution, sales rela- 
tions or any of the other facets of 


~\ 
‘\ 
‘ 
~ 


X 
QQ 
~~ ~\ \. 


~ 
Ss ‘ 


PORTLAND, 


XQ 


OREGON 


*June 1955 Portland ARB 


“i: © wen 


IN THE WEST 


“HIGH MAN on the 
TOTEM POLE 


in the Ported, Oragon Market 


TOR GOVHRAGE.... 


Exclusive coverage of the full 30-county 
Portland Market with KOIN-TV's highest 
tower, maximum power. 


TOP RATINGG.... 


KOIN-TV has 80% of the top shows — 
weekly, multiweekly . . . 63% more av- 
erage audience than Station B, 115% 
more than Station C.” 


TOP VALUE... 


Lowest cost per viewer any way you 
figure it . . . in coverage, in audience 
delivered morning, afternoon, night. 


REPRESENTED NATIONALLY BY CBS TELEVISION SPOT SALES 


Advertising Age, September 26, 1955 


the total marketing structure? 

From the all-embracing impli- 
cations of the blanket-word “sur- 
veys” used in Clause 5(a)6, it 
would appear that the Reynolds 
company is relegating a vital man- 
agement function to its agency in 
permitting them to contract so 
broadly with “independent re- 
search organizations or individ- 
uals.” 

If this delegation of the man- 
agement function is permitted, 
then why not let the agency also 
hire management consultants, legal 
counsel, engineering counsel (at 
15% commission) and other man- 
agement services that are no more 
or no less part of the agency’s 
function than is basic marketing 
research?... 

If other advertisers are prepar- 
ing similar agreements to docu- 
ment their client-agency relation- 
ships, they would be well advised 
to clarify exactly, just where agen- 
cy “surveys” or “special research” 
begins and ends. 

ALBERT J. Woon, 

President, A. J. Wood & Co., 

Philadelphia. 

The agreement also provides 
(Sec. 3): Before incurring lia- 
bility to third party for any item... 
within the scope of this agreement, 
the agency shall first secure writ- 
ten authorization...” 


Mr. Wiggle Goes to Town 

To the Editor: Last winter when 
our client, Wilkening Mfg. Co., in- 
troduced its new line of toys, “Mr. 
Wiggle and his family,” we ran a 
teaser ad (see enclosed) which you 
reprinted in AA. 

Seven months later the recep- 
tion to this line has been so tre- 


.. but wait until you meet Mr Wigdle! 


OR the Hobson emit 4 3 996 : « he 8 COB! OB omrge 
hen 8A? Waggie Act en Sends Ro sre Nc Remn one paring Poy Oe 
ee 


WILKENING MANUFACTURING CO. 


0 re 


TEASER—This is the opener for Wil- 

kening Mfg. Co.’s “Mr. Wiggle and 

his family” line of toys, which ap- 
peared last February. 


mendous that we have departed 
from the catalog style again for 
our September trade advertising. 
Using the same model and the 


Mee Wingghe 


. 
PIRE ENGINE Castle 
WILK ENING MANUFACTURING COMPANY 


ee ee ad 


SEPTEMBER AD—The same model ap- 
pears in Wilkening’s September 
trade ad—this time for Mr. Wig- 


gle’s Cata-puller. 


same photographer (Tana Hoben), 
our art director, Irving Gould, has 
created what we think is a really 
outstanding trade ad. (Also en- 
closed.) 

Wilkening, which first entered 
the toy field on Jan. 3, 1955, will 
do a seven-figure volume this first 
year, and Mr. Wiggle’s Cata-puller, 
which is featured in the Septem- 
ber ad, is perhaps the fastest sell- 
ing toy in the country this year. 
The purpose of this ad is to focus 
attention on the fact that this is 
going to be a very hard toy to buy 
late in the season, and as a matter 
of fact, it will probably be sold 
out for 1955 delivery by mid- 
October at the latest. 

THOMAS E. Peacock Jr., 
Account Executive, Lavenson 
Bureau of Advertising, Phila- 
delphia. 


Gitane’s ‘No Smoking’ Is 
Old Story in Paris Buses 


To the Editor: In looking through 
the Aug. 22 issue of ADVERTISING 
Acg I noticed on Page 84 an article 
entitled “Chew, Harvey & Thomas 
Utilizes Even ‘No Smoking’ Signs 
to Sell Cigarets,” in which your 
newspaper speaks very highly of 
the brightness and originality of 
Chew, Harvey & Thomas in creat- 
ing the “No Smoking” advertising 
campaign for Winston cigarets. 

It is a very strange coincidence 
indeed that for more than 20 years 
in all the Paris (France) subway 
cars and buses you can read the 
famous “Gitane” cigarets advertis- 
ing campaign that reads as follows: 

“DEFENSE DE FUMER, PAS 
MEME UNE GITANE!” 

I also noticed that Winston cig- 
arets advertise in many French 
magazines; isn’t that a strange co- 
incidence? Has anybody from 
Chew, Harvey & Thomas or Win- 
ston been abroad lately? 

CLAUDE LETELLIER DE SAINT- 
JUST, 
Canadian Advertising Agency, 
Montreal. 


Straightens AA’s Adam Hat 


To the Editor: On Page 16B of 
the Sept. 5 issue, in the item on 
Adam Hats’ $200,000 drive, there 
was an understandable error. 

The Adam Hat Manufacturers 
Inc., which is our client, has no re- 
lation with Adam Hat Stores Inc. 
Adam hats are sold in men’s stores 
throughout the country and not 
just in the Adam Hat Stores. 

Actually, Miller Bros. bought the 
Adam Hat name from the stores 
some time ago, and formed the 
Adam Hat Manufacturers Inc. 
company, which is manufacturing 
and distributing the Adam Hat 
line in the majority of men’s hab- 
erdashery stores in the country. 

ALFRED PAUL BERGER, 

Account Executive, Emil Mo- 

gul Co., New York. 


New Savings Bonds Series 
to Work for Local Drives 


To the Editor: “Dollars for Your 
Community” is a new newspaper 
advertising and promotion package 
that will be available to small 
dailies and weeklies by Sept. 12. 

In addition to the information 
contained in the sample of this 
new package, I would like to pass 
on to you some background on the 
thinking and planning that brought 
this package into being... 

In the past few years the policy 
of nationwide savings bonds cam- 
paigns or drives has been dropped 
in favor of continuous 365-days-a- 
year selling effort with each of our 
state sales directors developing 
community drives and campaigns 


to fit the climate of the market... — 


More and more we are finding 
that these local community savings 
bonds campaigns are very effective 
for increasing sales in areas that 


are behind in their quotas. 
So it seemed logical that we 
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Are You A 


trying to convince ad agencies and ‘Advertising Can Serve’ 


beer barons that suds 
“Schnitzelbank” go together like 
Bogart and Bacall (AA, Sept. 5). 


and Gets Further Circulation 
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)readers and consequently are ask- 
ing your permission to reprint it in 


To the Editor: We want to com- |Our pages, crediting ADVERTISING 


DEFEATIST? 


_ Well, we too had a beautiful lawn last year and until 
we went on our vacation the first of July. But we burned 
the lawn by using a poor spreader, going back and forth 
instead of around and then not watering because we 
were tired. Then the grass was cut too short. Now we 
are having a splendid experience with weed killers and 
can give you our preferences. 


oughta know! 
Howarp M. PauL, | 
Proebsting, Taylor Inc., Chi- 


cago. 


pliment you on the July 4 editorial | AGE, of course. 
Perhaps I understated the fact “}fere Advertising Can Serve.” We 
that I’m from Milwaukee, and I jjked it so much, in fact, that we 


| would like to share it with our 


M. COoLvIs, 
Executive Editor, ACTION 
NOW!, St. Louis. 


, 


(We found CRAB-NOT 


about $1.20.) 


sprinkler on May 2\st. 


Crabgrass & Broad-leaved weeds 
CRAB-NOT SPECIAL 
Crabgrass—CRAB-NOT STANDARD 
Chickweed—CWK 
Broad-leaved weeds—2-4D 


on purslane or pussley or wa 


rete on Se nS near s/ 


don’t believe in bargain sales although occasion- 
an pick up something nice for a maiden aunt or an 

d wedding. But we are having one now—quite a lot 
of lovely objets d’art and other poor buys which we now 
call “stuff”. This stuff put up a brave fight for survival 
and, unfortunately, it did survive. So now we are stuck 
with it unless you care to take a chance. 


DON’T TURN IT DOWN UNTIL YOU 
HAVE SEEN IT. 


~ ~ 


DEP’T OF SPECIAL APPEALS: 


1. Someone gave us a check, No. 102 on the Wabeek 
Bank on July 16th for $2.16—no signature on it and 
we are finding it hard to cash. 


2. Someone bought 75’ of Koroseal hose and an Avon 


but do not have the name and address. 


SPECIAL had a bad effect 


T5 or duckweed or 


~ 


(1” of ad costs 


We would like to send a bill 


For Very Good Reasons 
Our Shop Will Be Closed 


ALL DAY WEDNESDAYS 


During August 


YARD 
GARDEN 


Phone Mi 4-4133 


McCLELLAN-BALL CO. 
SUPPLIES 


BIRMINGHAM, MICHIGAN 


FARM 
KENNEL 


159 Brownell St. 


should develop a package with ma-| Retailer Who Writes Own Ads 


terials that could be used by the 
newspapers in these communities 
during the local campaigns. That 
is just one purpose we hope this 
new package will serve... 

This package will be sent to all 
newspapers which request it from 
their state savings bonds sales di- 
rectors. Also, our field staff, who 
are continually calling on their 
respective newspaper publishers, 
will personally bring this package 
to the publisher’s attention and so- 
licit his cooperation and use of the 
items contained therein... 

I'd like to point out that this 
package is not a substitute for our 
regular series of four savings bonds 
ads which are distributed to the 
newspapers each month. It is only 
a special yearly supplement. 

We are depending heavily upon 
the newspapers to help us sell “5 
Billion 5 in ’55,” which is a tough 
goal, even though at the half-year 
mark 51% of the goal has already 
been accomplished. We, therefore, 
will appreciate all the help you 
can give us to publicize this new 
package to weeklies and dailies. 

HarROLp N. Boyer, 

Advertising Manager, Savings 

Bonds Division, Treasury De- 

partment, Washington, D.C. 


Deadlines Confuse Headlines 

To the Editor: Too bad ad copy 
deadlines come so much earlier 
than the editorial ones. Maybe 
Young & Rubicam agree with me 
on this. For instance, your issue of 
Sept. 5 carries a Page 3 story 
about a suit against Young & Rub- 
icam and Procter & Gamble, alleg- 
ing appropriation of ideas and 
phrases. 

Then, on Page 8, there’s the 
carry-over of a story about Young 
& Rubicam and Cluett, Peabody 
being sued for alleged libel and 
other things. On the facing page, 


Do It Every Day.” 
ROBERT L. PICKERING, 
Robert L. Pickering Advertis- 
ing, San Francisco. 


‘house, and afford a market for 


Does ‘Whale of a Business’ 


To the Editor: Inasmuch as our 
friend Clyde Bedell is merrily on 
his way to the Antipodes, I am 
sending you the attached retail ad. 

It is one of a regular series which 
appears in the Birmingham Eccen- 
tric. It is written by the owner of 
the store and I think you will get 
a kick out, of it as I did, and do. 

I think the ad is much more than 
clever; in fact, clever is hardly 
the word. As you can see, it is 
loaded with customer information 
and, as a suburban resident with 
lawn and garden problems, I look 
to it constantly for helpful guid- 
ance. Incidentally, this store does 
a whale of a business. 

I think it would be of consider- 
erable interest to many of your 
more thoughtful readers... 

REILLY BIrp, 

Reilly Bird Advertising, De- 

troit. 


Suggests Clearing House 
for Advertising Ideas 

To the Editor: When a man 
writes a book or a magazine arti- 
cle, he can get an agent to sell it 
for him. Most times he can get an 
agent for a painting or a play, 
but when a man gets an advertis- 
ing, a sales or a merchandising | 
idea he finds himself balked when | 
he tries to sell it; everyone is | 
afraid of him. That’s because 
every now and then some one sues | 
over an alleged plagiarism. | 

To protect both author and pro- | 
spective buyer of a practical idea | 
or plan, the advertising profession | 
should organize a central clearing 


ideas. 
J. B. MiccraMm, 


| 
Brooklyn, N.Y. | 
| 


Man from Milwaukee 


Young & Rubicam advertises, “We | 


Knows His Schnitzelbank | 
To the Editor: Ist das nicht eine 
damn good reason for crying in) 
my lager? 
Since 1946, I’d been fruitlessly | 


Catches Caption Writer 

To the Editor: How could you? | 

I refer, of course, to the cut-| 
lines (AA, Aug. 29) which refer | 
to the background of “aging Cali-| 
fornia wines” ...in bottles. | 

First, I was not under the im-| 
pression that one aged wine. 

Secondly, I was not under the| 
impression that anything could be 
aged in the bottle. 

A slug of aged, vinegary wine to 
the cutline writer! 

Car. J. DUESER, 
The L. W. Ramsey Co., Chi- 
cago. 
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ALCOA plans $10 million expansion 


$20 MILLION additional expansion 
planned by Alcoa 


FORD MOTOR CO. picks Daven- 


port as sales headquarters 


SEARS ROEBUCK $3 million store 


opens 


IN DAVENPORT, IOWA @f 


$3 MILLION shopping center stafts 
BENDIX AVIATION -expands plant 


PLAN $500,000 downtown shops 
building 


IOWA'S HIGHEST! Bank clearings 
up 18.8%! 


Agata. ...- DAVENPORT NEWSPAPERS ARE .. . FIRST in Quad- 
City circulation — in Quad-City advertising lineage —in advertising lineage 


in ALL IOWA! 


DAVENPORT NEWSPAPERS 


Represented Nationally by Joan & Kelley, 


The MURNING DEMOCRAT — The Evening DAILY TIMES 


-- The Sunday DEMOCRAT & TIMES 


Mr. Junge Says: 


“Seattle Newspapers Make No 
Impression in the Tacoma Area” 


“Because of the keen competition that exists in the food 
business, it is necessary to sell wisely and advertise 
effectively. When discussing marketing conditions with 
manufacturers I tell them this: ‘Don’t make the mistake 
of thinking you can sell the entire Puget Sound market 
by advertising only in Seattle newspapers. The Tacoma 
portion of this market is extremely important and Seattle 
newspapers simply do not get into the Tacoma area in 
sufficient numbers to make an impression. I urge the 
use of equal advertising schedules in the Seattle AND 
the Tacoma newspapers.’ ” 


SEATTLE MARKET j 


he 


fT 568% 

> of Washington State’s 
FOOD 
SALES 


in these two 
important markets 
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Why do automobile 


advertisers run more 


Because the Daily News 
home coverage reaches 


the able-to-buy'households 
in the Chicago area. 


new car linage in the 


Chicago Daily News? 


In Chicago and suburbs, surveys show cm. 
advertisers pay substantial premiums in 
| newspapers other than the Daily News to 


i reach the same number of Chicago’s able-to- 
> buy households (tincome of $4,000 or more a 
3 year) you reach in the Daily News. 


See your Daily News representative for all 
the facts on the home coverage study, pre- 
pared by J. R. Brady & Associates. 


Here’s the score on new car advertising in Chicago daily newspapers 


for the first six months of 1955: 


Meaty NEWS........ 
Daily CO SS eee 


Daily American. ...... 
Daily Sun-Times. ...... 


. 972,808 lines 
- 482,943" lines 
. 386,248 lines 
. 299,790 lines 


*Zone Linage Included 
Source: Media Records, Inc. 


CHICAGO DAILY NEWS 


Chicago’s HOME Newspaper 


New York Detroit Miami ’ Atlanta Los Angeles San Francisco 
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Feature Section 


Advertising Age 


Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 


THE NATIONAL NEWSPAPER OF MARKETING 


Follow-Through Vital: Woolf 


There's a Job for Admen 


E&E Man: Let Salesmen Sell 


Bedell Has Tip for Retailers 


On the Merchandising Front... 


Forecasters Fallibility Backed 
by Economists’ Quotes 


By E. B. Weiss 
Merchandising Consultant 


For a number of years, I have been 
railing against our business statistics and 
against the presumed forecasting ability 
of our economists, whether or not these 
forecasts are based on our business sta- 
tistics. 

In connection with our business sta- 
tistics, perhaps because of innate naivete, 
I have only recently become aware of 
the extent to which government compila- 
tion and publication of business statistics 
are molded by political considerations. I 
knew, of course, that our so-called cost 
of living statistics measure the tides of 
living costs no more accurately than so- 
called “liquid savings” measure the ac- 
tual savings of our people. And I knew 
that political considerations, plus weak 
methodology, conspired to make the last 
revision in cost of living statistics a 
mathematical absurdity. 

But I wasn’t fully aware of how com- 
pletely our business statistics are at the 
mercy of feuding management and labor 
until I heard about the U.S. Bureau of 
Labor Statistics’ most recent quandry in- 
volving figures on factory productivity. 
Labor would like to prove that there has 
been a substantial rise in productivity; 
this is a major point in collective bargain- 
ing. Management is not quite so eager to 
nave the statistics indicate equally op- 
imistic conclusions. 

Consequently, the Bureau of Labor Sta- 
tistics finds itself in something of a cross 
ire. Nor is this a recent development. An 
li-manufacturing index of productivity 
1as not been published since 1939 (al- 
though we hear and see all kinds of 
“authoritative” figures on productivity 
running up to recent months). Ever since, 
che Bureau of Labor Statistics has been 
trying to get labor, management and its 
own experts to agree on what to measure 
—and how to do the measuring. 


1 At this moment, the bureau has what 
urports to be an index of factory pro- 
uctivity up to the close of 1952. But the 
idex has yet to be published, while the 
ureau loads it down with explanatory 
osotnotes which will enable either labor 
r management to prove whatever either 
ide wishes to prove! 

Moreover, the bureau is conscious of the 
fact that it is a bit difficult to mark out 
factory productivity when even such a 
simple matter as defining an industry 
presents almost insurmountable difficul- 
ties. For example, the nail and spike in- 
dustry was credited with shipping prod- 
ucts totaling some $30,000,000 in one year. 
But that same year some $100,000,000 
worth of nails and spikes were shipped by 
manufacturers not classed as nail and 
spike producers! (This corresponds to the 
common fallacy of assuming that food 
store volume represents food exclusively 
—whereas, today, probably close to 20% 
of the dollar volume of food stores repre- 


sents non-foods.) 

So much for our much-vaunted busi- 
ness statistics—for the nonce. 

Now let’s turn to the forecasting abil- 
ity of our economists. I have in front of 
me a weighty tome titled “Short-Term 
Economic Forecasting.” It is by the Con- 
ference on Research in Income and 
Wealth, and is a report of the National 
Bureau of Economic Research. It is pub- 
lished by Princeton University Press. 
This is a book by economists—for econ- 
omists. It concerns itself only with short- 
term forecasting, which is defined as a 
“prediction for a period not more than 
one or two years into the future.” (Bear 
this in mind, when you read some of the 
beautifully worked out predictions that 
are flooding us concerning the rosy out- 
look for 1965, and 1975 and the year 
2000.) 


= Here are several excerpts from the 
comments of economists, as noted in that 
tome—and I admit they are taken out of 
context: 

1. “The forecasters of the postwar peri- 
od approached the problem with all con- 
fidence in their new techniques. They felt 
they held the keys to a true understand- 
ing of economic processes, and they pro- 
ceeded vigorously, if not too intelligently, 
to put those techniques to use without re- 
gard to the many elements in the situa- 
tion that were new and essentially differ- 
ent.” (This explains why my clipping file 
of some 800 predictions by economists be- 
tween 1945 and 1952 showed such a 
startling degree of total error!) 

2. “The history of economic forecasting 
is littered with forecasts that turned out 
to be correct though based on what, in 
retrospect, were the wrong reasons.” (In 
other words, when an economic forecaster 
is right, it is the march of events, not his 
forecasting ability, that makes him right.) 

3. “The specific knowledge needed as 
the basis for an analysis of economic con- 
ditions can be obtained without too great 
an expenditure of effort; but it is evident 
that many who are well equipped with 
information and techniques cannot pro- 
duce sound forecasts.” (Now do you see 
why I have regularly been putting a pox 
on prognosticators? ) 


ws 4. “Statistical indicators do not tell why 
something is happening, and provide little 
to indicate probable magnitudes of up- 
ward and downward movements.” (And 
one reason is that they are statistical 
hodge-podges.) 

5. “Whether the survey results are 
good, bad, or indifferent, there is a ten- 
dency to play them up as the final word 
... They seem to be relied upon to an ex- 
tent not justified by the results produced 
to date.” (For example, we are told that 
the public is saving 7% of its disposable 
income, or 6%, or 9%—yet, despite the 
fact that we have no accurate figures on 
personal savings and despite the fact that 


we have no notion really of what consti- 
tutes disposable income for everybody, 
these savings percentage figures are cited 
by economists as though they were as ac- 
curate as our statistical knowledge of the 
tidal movements.) 

6. “Sharp movements in consumer ex- 
penditures, unforeseen in advance by 
many technical economists, have been a 
feature of much of the short-run business 
cycle activity in the postwar period.” (Not 
only is the psychology of the buying pub- 
lic unknown—but, as we shall see in a 
moment, the psychology of the economist, 
too!) 

7. “We do not yet have reliable scien- 
tific forecasting, that is, a reliable method 
invariant with respect to the forecaster.” 
(In other words, human fallibility plays 
too large a role in economic forecasting. 
And now we shall see how this comes 
about. Read on.) 


a 8. “In June, 1946, the economists were 
bullish. But after the September break 
in the stock market, they turned bearish. 
When the business collapse didn’t come, 
they gradually became more optimistic. 
Again in 1949, events governed opinion, 
rather than opinion, events. At the outset 
of the year, four out of ten were moder- 
ately pessimistic. By March, after busi- 
ness started to drop, six out of ten were 
bearish. By June, eight out of ten. Yet, 
at the height of the bearishness, the in- 


Salesense in Advertising... 


ventory recession was over. Results like 
this may well give pause to the thought 
that economists are the country’s experts 
on the business outlook. A group opinion 
of this kind is always likely to express 
the dominant bias of the times.” 

9. “How long must we wait to know 
whether the forecaster is using an im- 
proved technique or happens to be fore- 
casting a trend that agrees with his psy- 
chological predisposition? Where such a 
psychological bias does not exist, there is 
frequently, on the other hand, the ten- 
dency for forecasters to forecast that 
which is happening. The major difficulty, 
as always, is to pick the important turn- 
ing points.” 

I presume the prosecution could very 
well rest at this point. However, I should 
like to make one more point: Not a single 
economic report publicly published as 
late as January, 1955, came within 10% 
of predicting the current boom in steel 
production. An error on the order of 10% 
(and some of the published forecasts for 
steel have been proved to be in error by 
nearer 20%) hardly establishes a basis 
for confidence in our economic forecast- 
ers—bearing in mind, first, that the steel 
industry is well supplied with economists, 
and, second, that we are talking now of 
forecasts covering a period of just a few 
months in a truly basic industry. 

So, once more—a pox on prognostica- 
tors. 


Sales Follow-Through Is of Vital Importance 


By James D. Woolf 


(Mr. Woolf is an advertising con- 
sultant who spent many years as 
v.p. in charge of creative activities 

of the western offices of J. Walter 

Thompson Co.) 

In a recent talk before the Carolina 
Assn. of Retail Clothiers, Albert L. Morse 
deplored “lack of sales follow-through.” 
Mr. Morse, who is director of advertising 
for David B. Doniger & Co., held forth 
as follows (AA, Sept. 
12): 

“Many retail sales- 
people are not told 
what their store is ad- 
vertising in local news- 
papers. Too often cus- 
tomers come in, ask for 
items in the ads, and 
meet uncomprehending 
stares from the people 
behind the counters. James D. Woolf 
Too often retail salespeople have to walk 
out and look at what is actually being 
displayed in the windows.” 

Today, at luncheon, I discussed Mr. 
Morse’s complaint with the sales manager 
of a company marketing a long line of 
nationally advertised products. “I agree 
with Morse,” he said emphatically. “Listen 
to what happened to me the other day.” 


Briefly, my friend’s experience was 
this: He had noted and read, in The Sat- 
urday Evening Post, a full-page advertise- 
ment featuring what I shall call the 
Coronado, a new fall hat style of a famous 
make. Liking the hat and resolving to buy 
it, he tore out the ad, stuffed it into his 
pocket, and set sail for Marshall Field’s 
Store for Men in Chicago. He happened to 
know that Field’s carried a pretty com- 
plete line of this brand of hats. 


w The sales clerk who attended him an- 
swered him with Mr. Morse’s “uncompre- 
hending stare.” “The Coronado, sir? We 
carry a full line of this manufacturer’s 
hats, but I’ve never heard of the 
Coronado.” 

My friend showed him the Post page, 
and pointed to a paragraph that stated 
explicitly that the Coronado was now on 
sale at leading men’s stores everywhere. 
“Yours is a leading men’s store, isn’t it?” 
he asked the clerk. 

The clerk thereupon summoned the 
head man, but he, too, had never heard of 
the Coronado, Then his eyes lit up. “Say,” 
he said, “it just happens that the Chicago 
sales representative for this hat company 
is in the store right now. Let’s ask him 
about the Coronado.” 

Now here’s the payoff. Said factory 
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representative knew nothing whatever 
about the Coronado or about the page in 
the Post! 

“This may be an extreme case,” said 
my sales manager friend, ‘but I’m not so 
sure. I personally know of many in- 
stances of mighty poor liaison between 
the home office advertising department 
and the salesmen in the field.” 

What my friend calls “poor liaison” 
might easily cut in half the productivity 


Employe Communications... 


of a given campaign and waste a lot of 
dollars. The Coronado page cost nearly 
$20,000. If what happened at Field’s is 
typical, more or less, of what happened 
across the nation, most of the twenty 
grand went down the drain. 

No national campaign of advertising 
(or, for that matter, no local campaign 
of store advertising) can do a bang-up 
job when follow-through is lacking at the 
point of sale. 


Getting Results from Speaking Up 


By Robert Newcomb and Marg Sammons 


(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 


One of the promising features of a gen- 
erally promising program scheduled for 
the American Management Assn.’s per- 
sonnel conference in New York late in 
September is a talk by Lemuel R. Boul- 
ware. Mr. Boulware, v.p. of General Elec- 
tric Co., is not unknown to the platforms 
of the nation, and his candor is familiar 
to thousands of others who haven’t heard 
the roll of the Boulware thunder in per- 
son. 

The GE executive’s talk, described in 
the AMA announcement, is highlighted in 
these accurate words: “GE doesn’t cat- 
foot on the periphery of ideas. It says 
what it thinks. Fast-moving and accurate 
communication is the pivot on which its 
industrial relations swings. This dynamic 
and positive philosophy has been described 
as ‘Boulwareism.’ It is based on the gen- 
uine desire to do what is best for all. In 
its negotiations this year, GE will seek 
the right combination of sound operations 
and good jobs now; reliable assurances of 
the best possible growth, strength, safety, 
and usefulness in the future.” 


= What gives the Boulware talk sub- 
stance, however, is what has happened at 
GE since the announcement of the talk 
was made. What happened is that GE has 
signed a five-year contract with the IUE- 
CIO, involving what are described as sub- 
stantial pay increases and a long list of 
extra fringe benefits, but without that 
giant of all demands—layoff pay. 


Tips for the Production Man... 


Although the union officials have ex- 
pressed their satisfaction over the results, 
there is evidence that management itself 
—freed of the threat of a work stoppage— 
is happy about it also. And there is a 
strong and special significance in this 
news item which announced the results: 
“In a separate statement on the signing 
of the IUE-GE settlement, the union’s 
GE conference board charged that the 
local GE management had used letters, 
personal pressure, spot radio announce- 
ments, plant bulletins and other means to 
influence members before, during and 
after negotiations.” Out of it all came, not 
a one-year or a two-year contract, but a 
five-year pact, without the guaranteed an- 
nual wage. 


® Practitioners in communication are of- 
ten asked to put a financial measuring 
stick on the value of their communications 
products. Since the company invests mon- 
ey in employe communications, these arti- 
sans are told, there must be some dollars- 
and-cents value to communications. One 
way to reply to the challenge is to figure 
out, in dollars and cents, the cost of a work 
stoppage; if good communications can pre- 
vent it—or help to prevent it—then in 
companies the size of GE it has a value 
running possibly into seven or more fig- 
ures. That isn’t hay—it’s astronomy. 

The Boulware philosophy is ridiculed 
widely in union circles. Among manage- 
ment people there are those who dissent, 
on the basis that, in industrial relations, 
candor and diplomacy are not congenial 
bedfellows. Over the years, however, the 
Boulware philosophy seems to be paying 
off, in more ways than one. 


Room for More Standardization? 


By Kenneth B. Butler 
(Mr. Butler is head of the Wayside 
Press and of Kenneth B. Butler & 
Associates, Mendota, IU.) 

Standard second colors for business 
publications, adopted originally in 1951, 
are being continued without change. As 
far as I have been able to gather, the 
present standard second colors have well 
served the purposes of both advertiser 
and publisher. The hues selected orig- 
inally apparently are meeting with gen- 
eral satisfaction as far as brilliance, 
contrast, and technical versatility are 
concerned. 

This speaks well for the research work 
which a committee did originally in se- 
lecting the colors and establishing spec- 
ifications for ink manufacturers. 


Certainly an advertiser can now design 
an ad, choose color tones, and feel reason- 
ably assured that his ad will look as he 
wishes ‘it in various publications. 


= There appears to be progress, too, among 
publications in the adoption of certain 
standard measurements for various frac- 
tional page ad sizes in order to permit an 
advertiser to make one plate, electrotype 
it, and have it serve in all the publica- 
tions on his schedule. Even where pub- 
lishers veer away from standard in pub- 
lication trim size, they are doing a good 
job in establishing column measurements 
which will utilize standard plates. 

This saves time, helps meet deadlines, 
and saves money uselessly spent in excess 
production costs. It helps convert such 


expenditures into larger space or greater 
continuity of insertions. 

The industry’s success in the above 
instances emboldens us to suggest a cou- 
ple of additional minor areas in which a 
study of possible standards might also 
serve the business paper press. 

1. Establishing the number of ad proofs 
which an advertiser is to receive of his 
ads, whether publication-set or plated. 
Practice among wvublications varies, and 
the number of sets of proofs demanded 
by advertisers also varies from reasonable 
to unreasonable. 

Would it be feasible for a standard to 
be set at, say, three sets—or four sets— 
of ad proofs for the advertiser? In most 
cases this probably would fill all needs, 
since most ads are sent to the publisher 
plated, anyway. Incalculable time would 
be saved in the publisher’s production 
office and in standard routine in proofing 
at the print shop. 

2. Is it feasible to adopt a standard type 
specimen selection among publications for 
guidance in the setting of ads which 
are publication-set, not plated? There is 
still a fair proportion of ads in many 
publications which are set in type fol- 
lowing the advertiser’s layout. There is 
confusion as to type faces and sizes which 
the publisher has available; certainiy no 
common denominator whatever exists 
among the many publications an adver- 
tiser might want to use. 

I realize the word “standardization” 
brings shudders to many, particularly 
when it comes to a creative subject like 
type selection. And yet, would not knowl- 
edge of specific availability be preferable 
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to an advertiser rather than taking pot- 
luck? We know that much disappointment 
with ad setups results from “shooting in 
the dark.” 

A simple, standardized folder of type 
availability could be prepared and used 
universally. For body type this selection 
might, for example, include Bodoni, Sans- 
Serif, Square Serif, Garamond, and Cen- 
tury. Sizes would range fiom 6-point on 
up to 14-point. For display faces there 
could be more latitude. Possibly as many 
as 12 basic type families, available in 
condensed and regular, in roman and 
italics. Sizes would encompass 18-point, 
24-point, 30-point, 36-point, 48-point, and 
60-point. Doubtless both medium weights 
and bold face should be available. 

Whenever an advertiser wished to use 
an unusual face for a headline he could 
employ artype and have a zinc made. 
Publication composing rooms do not, as 
a rule, stock many of these unusual! faces 
anyway. Thus no ground is lost, but doubt 
and confusion are eliminated. 


® If the idea in general has merit, a com- 
mittee could study the problem just as it 
did before recommending standard second 
colors. This study would probe into pre- 
ferences of advertisers, chart the sizes 
and faces now most commonly used, and 
analyze the type choices now available 
from the composing rooms of most bus- 
iness papers. 

Obviously every couple of years the 
standard type offerings would be re- 
viewed in the light of changing tastes, or 
of new fonts made available by manufac- 
turers of type or slug casting machines. 


Looking at Radio and Television... 


Forget Devices; Let Salesmen Sell 


By The Eye and Ear Man 

Once upon a time actors were expected 
to learn all of their lines. So were politi- 
cians. Guests being interviewed were sup- 
posed to tell the facts about themselves 
in a frank, forthright way. Salesmen were 
supposed to know their products so well 
they could talk with unbridled enthusiasm 
for hours on their pet subject. Then came 
radio. 

Radio produced the evil of the script. 
The script made everything come out 
right on time, but—actors sounded like 
actors, politicians sounded like ham ac- 
tors, guests sounded like robots, and sales- 
men, alas, sounded like toothy announcers 
reading in bear-like tones with the sin- 
cerity of a furrier’s stuffed bear. Then 
came television. 

Television started out au naturel, but it 
hadn’t been rolling two years before the 
inventions of the devil appeared. First 
were the cards that speed writers turned 
out so that the amateurs could read with- 
out “appearing to read.” Then came the 
devices with the automatic operators so 
that everybody—even comics—could fol- 
low an entire show by looking at the de- 


vice and squinting a little. So what hap- 
pened? 


® First, the actors were polluted. The de- 
vice was a godsend to radio actors who 
had forgotten how to memorize, They had 
insurance against blowing up and if they 
were real lazy they could cursorily learn 
their lines and read the bulk of their parts 
on the device. This was similar to an ac- 
tor on stage carrying a newspaper which 
cleverly concealed the entire part he was 
supposed to have learned by heart, fool- 
ing nobody but the actor and his mother. 

Now actors are supposed to be in char- 
acter. The old Stanislavsky method has 


taught them to assume the character they 
are portraying. If they are good, and if 
they are so in character they can’t blow 
lines, they will have so learned the situa- 
tion that lines come natural to the char- 
acter. If they are not that kind of actors, 
they shouldn’t be cast in the first place. 


® Politicians, including our President, 
have grave responsibilities and dangers 
are intrinsic in any ad libbing. When 
they appear on an ad lib show such as 
“What’s My Line,” we see them in their 
natural state and judge them according- 
ly. When they appear in campaign 
speeches using the insidious devices, how- 
ever, they appear insincere and deceptiv > 
The public is certainly hep to a guy reaa- 
ing his speech from the ticker tape. Ar 
honest speech-reading would seem a more 
candid way to appear in public—like the 
late President Roosevelt’s newsreel ap- 
pearances for example. 

Guests on programs, forced to read, are 
worst of all. Their nervousness is com- 
pounded and their sincerity is negligible. 
The arguments in favor of the device are 
the disciplining of time and words and 
better control of the interview but the 
end result is the quintessence of phoniness 
and unbelievability. 


® Having thus unceremoniously elimin- 
ated the device in relation to the pro- 
grams, what about the favorite subject of 
all agencies and clients—the commercial? 
Is it not sound to be sure that the golden- 
toned boy with the wide spread collar, 
Windsor knotted tie and waxed teeth re- 
flecting the high powered lights, whose 
trembling hand holds your product for 
the closeup, follows the copy point for 
point and word for word exactly as it 
was taken down by Moses on the moun- 
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Want to lend your message a hand like this? 


The hand is DAY-GLO®~—brilliant, 
powerful, different! It’s Blaze 
Orange, newest of 7 dazzling DAY- 
GLO colors. Look at it in terms of 
your sales message. Think of how 
you can use DAY-GLO to give your 
message new impact. 


DAY-GLO colors are Sunbonded® to last a full 
run without fading when used outdoors. They are 
backed by the skill and experience of Switzer 
Brothers, the originators of daylight fluorescent 
colors. Be sure to specify Sunbonded DAY-GLO 
colors. Switzer Brothers, Inc., 4732 St. Clair Ave., 
Cleveland 3, Ohio. 


SUNBONDED® 
DAY-GLO* 
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tain? Hell, no. 

In the first place, when somebody is 
trying to sell you something, you expect 
the man to be sincere, to know his prod- 
uct backward and forward, to use the 
product himself, to look as though he had 
a little authority behind him, and to be 
logical without a high-pressure pitch. You 
expect him to tell you what the product 
will do for you—why it will make you 
richer, healthier or happier; what it will 
do faster, better, or cheaper. Will it pro- 
tect your family and yourself? Or what 
will motivate you to make a purchase? 
You don’t expect someone whose eyes are 
obviously following a script (like a 
bleacher seat dandy watching a tennis 
match) to guide your destiny. 


® It’s all right to stick to legal claims 
and to follow a good copywriter’s basic 
ideas, but it is wrong to lock a good sales- 


man in any stiff pattern. People like the 
guy to make little mistakes, like Sulli- 
van and Godfrey. It humanizes your sales- 
man. But, if he delivers his sales talk like 
a dummy wound up by man and brained 
by Univac, you have lost your customer. 


ws Nothing is more grisly than the tight 
closeup on the strained dissipated face 
with the false, forced smile of the an- 
nouncer whose eyes dance horizontally 
back and forth, back and forth, while he 
reads the unnatural words shoved into his 
mouth by a latter-day mechanical man. 

A plague on all the devices. Away with 
them. Hove. back to the good old days 
when, after the entertainment, the pro 
climbed up to the back of the wagon, put 
up his display of bottles, rolled up his 
sleeve garters and said: “Now, friends, I 
have here the elixir of life.” Man, that 
was selling! 


The Admen and the Kids 


By H. IL. Phillips 


(Reprinted from 
Stamford, Conn., 


the Advocate, 
by special per- 


mission of Associated Newspapers.) 


To America’s Advertising Men: 

Led by top agency people, you have 
combined to aid the fight on kid delin- 
quency. The campaign can be terrific. 
If advertising experts can sell a cake mix, 
a hair-do, a beer, a cigaret and a wash- 
ing powder, they can market a sense of 
juvenile responsibility and a right out- 
look on life. It can be done by newspa- 
pers, magazines and the airwaves. Young 
and old go for slogans and what could 
be more in the groove than “Reach for 
a Future Instead of a Past!”...“Stop, 
Look and Be Sensible!”’...“Boys Will Be 
Boys, but Punks Will Never Be Men.” 
...“Columbus Discovered America, Pi- 
oneers Built It; Youth Has Only to Appre- 
ciate it,” etc., etc? 


® Make your advertising theme the fact 
that, in an age of opportunity, only a dim- 
wit ruins his own big chance, that crime 
never pays off and that the world’s big- 
gest and most stirring construction job 
is character building. If we were run- 
ning the campaign we would start off 
with an advertisement suitably illus- 
trated with the two species and saying 
to the kids of the country, “Wanna Be a 
Man or a Mouse? Is no Longer the Issue; 
Today’s Question Is Do You Wanna Be 
a Man or a Rat?” We would use such 
extra slogans as “Filter That Wrong Im- 
pulse,” “Take Our Thirty-Day Square 
Shooter Test,” “Try High Level Behavior; 
It Satisfies,’” “Don’t Let There Be an 
Alcatraz in Your Future” and “Don’t 
Think the Psychiatrist Can Fix Every- 
thing. He, Too, Can Be Stupid,” “The Es- 
sential Ingredient: Character,” “When 
Better Americans Are Built Character 
Will Build Them.” 

Every campaign needs a light touch, 
maybe with jingles, and you could use 


something along this line: 

You don’t need to make a university 

To know your conduct’s getting worse 

and “worsity.” 

Thousands of juvenile baddies blame it 
on underprivilege and general adversity, 
so how about some advertisements fea- 
turing the picture of such Americans as 
Abe Lincoln, Booker T. Washington, Dr. 
Jonas Salk, Tom Edison, and others of 
all faiths and creeds, who made it the 
hard way? Since youth is absorbed by 
colorful entertainment-world figures, 
let’s have pictures of outstanding song 
writers, playwrights, performers, direc- 
tors, etc., who had it plenty tough as kids 
but laughed off every impulse, if any, 
to take the wrong slant on life and make 
with the cops, the courts and the proba- 
tion officers. Why not a photo of a jurist, 
a governor, a’ President, or a scientist, 
taken in boyhood in a slum’s alley or on 
a crowded tenement fire escape, with the 
caption, “SO YOU THINK YOU’RE UNDERPRI- 
VILEGED!”’? 


® Help yourself to some more themes... 
“There’s No Such Thing as a Happy 
Punk.” ...“America Is What a Kid Makes 
It.”...“Why Knock Off Your Own Fu- 
ture?”...“The Statue of Liberty Gave 
You Plenty; You Owe It More.” We're 
not joking. America is not being sold on 
the good life. It is being sold on the things 
you get out of iceboxes, soap factories, 
breweries, soup plants, cosmetic jars and 
tonics to grow hair on a bald head. But 
not on the things that grow character on 
a crew haircut. And on tv let’s hear a 


commercial, “Yes, if you want to find 
happiness in life, go now to the nearest 
mirror and see if your sense of responsi- 
bility is on straight. A bright future is 


eveything. Accept no substitute.” 
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By Clyde Bedell 
(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 
training.) 

Look, my retail friends—who believe 
in art alone as the maker of advertising 
—what good copy can do. Why is retail 
copy so lacking in quality? This kind of 
copy, run locally, with some details and 
a price added, might teach merchants 
and buyers what writing can do. “Can’t 
get good copy?” It’s not easy, but many 
copywriters are capable of writing far 
better copy than they are permitted to 
write. 

For years I have been trying to learn 
to divorce my personal reactions from 


the things I have learned as principles. , 


In the course of the years I have had to 
give up some of my pet ideas and preju- 
dices. Yet—I am sure I can never be 
sure that a personal predilection or prej- 
udice isn’t pressing hard for recognition 
in an opinion I’m about to voice. 

This ad provides me a perfect example. 


® I’m personally prejudiced favorably 
toward this ad by the non-commercial, 
fine-art quality of the illustration. The 
fact that the blonde creature in bed 
stacks up into a fairly lovely and appe- 
tizing dish doesn’t aid objectivity. 

But, allowing for personal prejudice 
and hence an intuitive favorable reac- 
tion, I'll say this is a honey of an ad. 
Without remembering specifically any 
other St. Marys ads, I have a lingering 
impression that all I have seen have af- 
fected me the same way. 

What does it have? 

The headline is not strong. It’s passive, 
non-committal, diffuse. 

When the ad gets read it isn’t because 
the reader has read the headline and just 
must read the rest. 


® The art is grand. It isn’t frankly com- 
mercial. It’s frankly editorial. The illus- 
tration should have as much interest for 
readers as anything the editors put in 


ST. MARYS BLANKETS 
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the magazine the ad appears in. 

The implication of the headline is that 
the “one” is the one she’s looking at. 

Then copy ...and if you start it, you’re 
reading writing. 

I’ll quote it all. It’s an excellent illus- 
tration of good writing with the sawdust 
and froth and mush squeezed out. 

“One face dearest to the heart... one 
song, one place, one time the best re- 
membered ...and among material pos- 
sessions one thing most treasured. 

“To many, and to more each day, this 
happiness in choice of blankets has be- 
come St. Marys. For they delight so 
many ways! In their incredible beauty . . . ’ 
[the art does its share to help here] 
through years of warmth and wear and 
wondrous comfort...you discover the 
great wisdom of your choice. —~ 

“Always purest wool in weights most 
pleasing and colors most becoming to 
you. One name to add to those that will 
not fail you...St. Marys.” 


® Anyone who thinks advertising copy 
is just copy—just anything written, 
should attempt to write this same thing 
as well, casually. Such copy is rarely a 
lucky first draft. Uusually it is a matter 
of refinement with an extremely sen- 
sitive ear. I have long contended that 
anyone who wants to write really good 
copy should go through a period of de- 
voting intensive attention to poetry. This 
is closer to being poetry than much stuff 
published in verse form. 

No—I don’t know who wrote it, or 
what agency handles the account. I have 
refused to house a “Standard Register” 
in my office, lest I be unable to avoid 
the temptation to look up who does stuff 
before I comment on it. Another effort 
to be objective. 

Anyway, I hope St. Marys like their 
advertising as much as I do. I’d like to 
bet this stuff has done a lot for the outfit 
that pays the bills. And I’d like to see 
more retail stores do more with credit- 
able copy. 
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Admen Have Their Day as Models 


Armstrong at Work— 

This is Andy Armstrong 

as he looks at work as 

v.p. in charge of art at 
Leo Burnett Co. 


Armstrong at ‘Play’—Attired as 

a swimmer, adorned with droplets 

and a tattoo, Mr. Armstrong posed 

for one of the initial ads Burnett 

prepared to promote the Marlboro 
filter cigaret. 


Going Down—The ad was clear 
evidence that a copy man can 
serve admirably as a model. He 
had to hold the Lo-Ball glass 
through two days of photographing 
without so much as sampling it, 
for fear of altering the composi- 
tion of the picture. 


Going Up—Lennen & Newell art director Jim Maloney 

mounts a ladder with photographer Ralph Steiner in 

order to capture the pleased look on the face of Perry 

Schofield, v.p. of the agency and copy chief on the Cal- 
vert account. 


Amateurs Barge In 


While many an adman blushes unseen 
and lavishes his talent anonymously on 
the deserted airwaves (or printed media), 
occasionally a member of the advertising 
brotherhood sneaks (or bulls) his way 
into one of his productions. This reduces 
his anonymity, though it doesn’t altogeth- 


HOW WOMEN OVER 35 =e LOOK YOUNGER 


Brack Statement 7 er destroy it, for unlike the husky lads 

2 and lassies of the testimonials, his name 
pa caer ‘4 is omitted. He is even more unsung than 
ca aliiaeiene ; the professional model, who, if all goes 


well, may emerge as an identifiable pinup 
girl, cover girl, starlet or mother-of-five. 
The adman who serves as a model does 
so, as these pictures tend to indicate, 
partly because of one of the genuine assets 


elieli tHE 


| 


: 


tS : involved in his anonymity; he doesn’t look 
=e like a model. (Not usually.) 
E New Interest—“Your husband looks at you with 


sat a =i eee | = ala new interest,” says the cutline in this ad for Helena 

‘ere sem ss Rubinstein, The “husband,” peering with “new in- 

terest” ig David Ogilvy, president of Ogilvy, Ben- 
son & Mather. 


| af0 the goods qn flavor: Popular filter price. This new Marlboro 
MTIRE "| snakes tse daange to « fe. Thi one you ie 


%% 
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Ringers—The only real model in this photograph for a Cue ad is Ginny Kav- 
anaugh, the girl holding the magazine. The rest of the passengers, as AA re- 
counted in a story Feb. 28, are staff members of Rockmore Co., New York, 
Cue’s agency. Bernard Goldberg is the bespectacled gentleman at left. Under 
his chin is Lillian Gray. At right of the model are Charles Lewin, Maureen 
McDermott and Harry Pesin. The subway guard is Stanley Fein. 


Clients, Too—The nest-building couple in this ad for St. Paul 
& Tacoma Lumber Co. are Bill Garnett, sales manager of the com- 
pany, and Sue Petterson, wife of the ad manager. Mr. Petterson ap- 
pears as the worker in the plaid shirt, and the purported painter 
is Wayne Early, assistant sales manager. 
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Waste Not—The 
headline on the 


Cue ad might 
well have fre- 


WHAT'S NEW in siding ? 


ferred to the 

agency’s tech- 

nique in minimiz- 
ing model fees. 


New ideas and improved manufacturing techniques 
result in materials that offer striking good looks... 
give builders really fresh sales features...are easy to 


install and finish, afford major application economies. 


®! TREE LIFE 
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SPORTS AFIELD ANNOUNCES... 


THE GREATEST EXPANSION 
PROGRAM IN ITS HISTORY! 


® We at Sports Afield firmly believe that the boom in the sportsman’s 
market — spectacular as it is — is only just beginning. 


®@ We believe that the growth of fishing, hunting, boating and other 
do-it-yourself sports over the next ten years will far exceed anything 
that has gone before. 


@ That is why — starting with the October 1955 issue of Sports Afield 
—weoare... 


1. Doubling the number of editorial 
pages in the feature section. 


2. Doubling our already large number 
of four-color editorial pages. 


See the new Sports Afield . . . it's the most exciting thing in all outdoors! 


THE AUTHORITY FOR FISHING AND HUNTING 
A Hearst Macazine, 959 Eighth Avenue, New York 19, N. Y. 
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More Agencies, Supermarkets Attend | ummm 
Premium Show; Find More Brands 


New York, Sept. 20—The New |the 5¢ cigar. 
York premium show closed a suc-| The show, sponsored by the 
cessful four-day run last Thursday.|Premium Advertising Assn. of | i 
The premium, a staple in the) America, attracted some 5,200 buy-| i 
American sales diet for many years |ers to the grand ballroom of the 
now, seems as redoubtable as ever. |Sheraton-Astor, where 352 booths 

The accent at this year’s show | displayed more than 1,000 premi- 
was not so much on gimmickry as|um items. 
on high-priced, deluxe items.| The PAAA noted increasing 
There are still plenty of self-liq-|representation from advertising|} 
uidators, but the cheap premium |agencies and supermarket chains 
appears to be going the way of|among the buyers. Supermarkets 
are becoming big users of premi- 
ums. 


FREE—Use it without cost—sampie copy 
of the all New Monthly Clipper—new 
size, new format, finer content, new feo- 
tures, new color techniques, better ‘How 
to Use’ ideas. Create sparkling layouts 
with scissors and paste-pot. Sensational 
introductory offer. No obligation, no 
salesmen. Address Multi-Ad Services, 
Inc., Box 806A Peoria, Hlinois. 


® The growing interest of ad agen- 
cies in premiums was evident in 
a talk given by Albert O. Meyer, 
of Leo Burnett Co., before a con- 
ference held in conjunction with 


the annual show. Thune 


Chapman 


THE LINES ARE 


BS =e 


IN FABULOUS PHOENIX 


The Mountain States Telephone and Telegraph 
Company works overtime in fabulous Phoenix 
and throughout Arizona to match the surge of 
new business and the influx of new people. The 
number of telephones in the City of Phoenix, 
as well as in Arizona as a whole, has tripled 
since 1945 — a state-wide increase of more than 
215 per cent bringing the state total for 1955 
to an estimated 253,844 — the Phoenix total 
in June, 1955, to 94,683. Telephones are cur- 
rently being installed in Phoenix at the rate of 
approximately 10,000 a year! | 


And telephones are just one chapter of the 


Phoenix expansion story — retail sales — 
employment — building — manufacturing. 
Everything is booming in fabulous Phoenix, 
hub of the youthful, vigorous, billion-dollar 
Arizona Market. 


The one-buy, single-insertion 
PHOENIX REPUBLIC AND 
GAZETTE, daily and Sunday, 
delivers complete saturation 
of Metropolitan Phoenix, con- 
taining about half of Arizona’s 
entire population, plus state- 
wide coverage. 


THE PHOENIX 


REPUBLIC AND GAZETTE 


PHOENIX, ARIZON 


REPRESENTED NATIONALLY BY 
THE KELLY-SMITH COMPANY 
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Advertising Age, September 26, 1955 


Hayes 


nett’s food marketing and premi- 
um department, advised the pre- 
mium men to deal with an agency 
first, rather than a client. He said 
there is “nothing wrong” with ap- 
proaching the client first, but he 
pointed out that the item or idea 
“eventually will have to go 
through the agency anyway, to be 
fitted into the advertising and 
promotion program.” 
Furthermore, the premium sell- 
er has more opportunities with an 
agency than with a client, Mr. 
Meyer continued. “In the agency,” 
he said, “the premium selector or 
screener is working with many 
different accounts, and in all prob- 
ability each account uses differ- 
ent types of premiums for inserts, 
self-liquidators, dealer loads, con- 
tinuing premiums, or even gifts. 
Thus, when the premium salesman 
presents an idea, even though he 
has a particular client of the agen- 
cy in mind, the premium selector 
may find that, while it cannot be 
used for that client, it is the exact 
answer for some other client.” 


® To whet his audience’s appetite, 
Mr. Meyer reported that in the 17- 
month period through last June 1, 
Leo Burnett “either purchased or 
developed for purchasing a total 
of over 215,000,000 premiums, 


Mr. Meyer, manager of Bur-|OOK WHAT I'VE Got—Singer Vickie Hayes points out caged turkey, one of the attractions at the New 

York Premium Show. Interested onlookers are Marjorie Chapman, 

of Sullivan, Stauffer, Colwell & Bayles, and Walter Thune, Cunning- 
ham & Walsh. 


which were used by 12 of our cli- 
ents.” And he added: “This does 
not include continuing catalog of- 
fers or silverware offers which are 
used by three of our clients.” 

Another word of advice given 
by Mr. Meyer was: “Premiums, 
when used in connection with ad- 
vertised merchandise, are used to 
give the particular client an edge 
on competition. It must not only 
be something that can fit into his 
sales program, but it must have 
that extra something that makes 
his product more desirable to the 
buying public than those of his 
competitors. 

“That is why the premium sales- 
man calling on the agency or cli- 
ent would do well to bear in mind 
that the most aggressive firms to- 
day are seeking ideas—new ideas 
—better ideas—that are unique.” 

Mr. Meyer, in his talk, gave 
added proof of the industry-wide 
trend toward higher-priced pre- 
miums. He told of a premium 
manufacturer who came into his 
office with a $100 item. The manu- 
facturer recognized that a com- 
pany probably could not use a 
large quantity. 


= “We at Burnett have a policy of 
very rarely turning any idea down 
cold,” he said. “Therefore this 


| IT TAKES 
GOOD EARTH 


TO MAKE A 


PROSPEROUS 
FARMER 


‘CAPPER COUNTRY 


The right terrain assures hardy, 
abundant crops. Endowed by 
nature with thousands of miles 
of fertile, gently rolling land, 
CAPPER’S FARMER territory is 
the nation’s most prosperous 
farming region. Farmers here 
have big plans, with cash in- 
comes to make them realities. 
They show alert, ready accept- 
ance of the products of American 
commerce and industry. 


Cappers 
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item was shown to one of our cli- 
ents—via a picture, because we 
don’t like tu carry around $100 
premiums. It turned out that our 
client was looking for just such 
an item to use as a giveaway at 
coming sales meetings—with the 
result that they purchased a num- 
ber of these $100 items.” 

Buyers touring the show got a 
look at a number of new items. 
Among them were the following: 


e Sure-Por Co., Washington, a new 
company with a new patented 
product—a small, plastic measur- 
ing cup which fits right onto any 
food or soap box and automatical- 
ly measures as it pours. Among 
other things, it is designed to pre- 
vent over-sudsing of washing ma- 
chines. 

Farna A. Roper, Sure-Por presi- 
dent, told AA he offered his cup 
to the leading soap companies, 
but they all turned him down on 
the ground that it would cut down 
soap consumption. However, he 
sold it to Hotpoint, which is now 
featuring it as a premium. Mr. 
Roper says that as a result the 
soap companies all want it now. 


e Emerson Radio & Phonograph 
Corp. was showing portable, pas- 
tel colored television sets and its 
new transistor radio. Emerson has 
sold to the premium trade before, 
but has now set up a separate de- 
partment to promote this busi- 
ness. 


e Semca Clock Co., New York 
novelty clock maker, was showing 
for the first time. It was featur- 
ing a $12.95 combination alarm 
clock and cigaret holder. 


e Barrett Publishers, Dallas, also 
showing for the first time, pre- 


sented “specialized” Bibles and 
other religious items. 
e Bruce Scott Co., New York, 


a large-scale premium outfit, fea- 
tured an encyclopedia deal now 
being promoted by Philco Corp. 
Purchasers of a Philco tv set can 
get a 10-volume children’s ency- 
clopedia set for $5. 


e Craftsman division of Armor 


Bronze & Silver Co., Taunton, 
Mass., exhibited gift items and 
cookware, stressing its higher- 


priced lines. New England Con- 
fectionery Co. (Necco candy) is 
currently using a Craftsman sauce 
pan as a premium. 


e Enterprise Aluminum Co., Mas- 
sillon, O., showed quality, higher- 
priced chef ware. It has worked 
out premium deals with such 
chains as Kroger and Shopwell. 
The supermarket customers get 
the premium by presenting regis- 
ter tape receipts from the store— 
pius cash. 


e S. W. Farber Inc., New York, in- 
troduced at the show a 30-cup 
electric percolater. Retail value— 
$49.95. 


e Frank Lawrence Corp., New 
York premium seller, exhibited 
the Polaroid Land camera for the 
first time at the premium show. 


e Gruen Watch Co., Cincinnati, 
was another newcomer to the 
show, with its extensive line of 
watches. 


e Harwood Co., Farmingdale, N. 
J., got a lot of attention with its 
plastic spectacles for turkeys, 
chickens and pheasants. (The 
spectacles are supposed to make 
the birds more sociable by chang- 
ing their angle of vision.) 


@ Helbros Watch Co., New York, 


featured a $71.50 wrist alarm. 


e F. L. McCabe & Son, Chicago 
premium house, had an electric 
shoe shiner which created traf- 
fic at its booth. 

Gordon C. Bowen, president of | 
PAAA, pointed to the increasing 
number of brand name manufac- | 
turers who exhibited at the show. 
“No longer are many manufactur- 
ers of branded products concerned 


about the possibility of interfer- 
ence with normal trade channels,” 
he said. 

“They have learned that just the 
opposite happens—that use of a 
product as a premium stimulates 
consumer demand through regu- 
lar retail channels just by the 
weight of the advertising and pro- 
motion behind the premium offer.” 

The show indicated that the 
PAAA takes its own medicine— 
premiums. A total of 57 prizes, 
worth some $5,000, were handed 
out to lucky ticket holders attend- 
ing the morning conference Tues- 
day. Top prize—a trip to Spain 
for two—was won by Andrew 
Vladimir, account executive at 
Gotham-Vladimir and son of the 
agency president Irwin Vladimir. 


Williamson to KCCC-TV 

David A. Williamson, formerly 
with Don Lee Broadcasting System 
in San Francisco and Los Angeles, 
has been named sales manager of 
KCCC-TV, Sacramento. 


‘Don't Lobby, Sell, | 
Bowen Advises Foes 


of Premiums, Stamps 


New York, Sept. 20—Gordon c. | 
Bowen, president of the Premium | 
Advertising Assn. of America, took 
advantage of the premium show to 
take some solid whacks at oppo- 
nents of premiums and trading 
stamps. 

In many state legislatures the 
fight against premiums has been 
coupled with efforts to curtail 
trading stamp programs. 

Without specifically mentioning 
Safeway Stores, Mr. Bowen stated 
that there are “some retailers who 
seem to feel that they have a mo- 
nopoly on creative selling and that 
the manufacturers of nationally 
advertised products don’t know 
nearly as much about building a) 
consumer franchise for their 
brands as these retailers do.” 


Mr. Bowen added, “Well-run| 


trading stamp plans have a -value 


to offer to consumers and business- 


men.” The way to compete with 
them, he said, is to “do a better job 
of moving merchandise and creat- 
ing sales, not of lobbying in the 
state legislatures and in the press.” 
Mr. Bowen reported that in the 
past few years anti-premium leg- 
islation has been proposed in 47 
states. 


® Mr. Bowen, who also is presi- 
dent of Premium Service Co., New 
York, told the conference that pre- 
miums are no longer talked about 
as a “depression medium”—a 
“hard-times gimmick to pry con- 
sumer dollars loose when nothing 
else worked.” 

Calling premium advertising a 
“tool of hard selling,” Mr. Bowen 
added: “I like to think that it is 
more than a coincidence that the 
biggest year in premium advertis- 
ing is also the most prosperous 
year in the history of the American 
economy.” 
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Fleishacker Names Karr S.M. 


S. George Karr, formerly in the 
sales department of New Haven 
Board & Carton Co., New Haven, 
Conn., has been named sales man- 
ager of Fleishacker Paper Box Co., 
San Leandro, Cal. He will be re- 
sponsible for promotion in 11 west- 
ern states. 


Ward-Griftith Adds Office 

Ward-Griffith Co., newspaper 
representative, has established an 
office in Portland, Ore., in the 
U. S. National Bank Bldg. James 
S. Mills, formerly in the company’s 
New York office, is manager of 
the new office. 


HOUSE ORGANS 


This form of advertising can make sweet 
music. But the copy must SING! Need 
not be expensive. (I publish one on a 
copy ! Phone HA 17-9187. 


' a Jeli Bott # 35 


teo P. Bott, Jr., 64 E. Jackson, Chicago 


blotter). 


PAUL 


ONE 


TAKES THIS 
TWIN’S BLANKET! 


When it comes to “blanket” 
coverage the St. 


“half” of the nation’s 13th 


in 


Paul 


largest 


market**, the St. Paul “Twin” 


wears none but its daily 


and Sunday best . 


the St. Paul Dispatch-Pioneer Press! 


And no one... but NOONE... 


can take it away from him 


The fact is, no other newspaper 


even gets a good grab at t 


he hem! 


FAMILY. COVERAGE 


(Romsey & Dokota 
Counties) 


88.0% 


7.4% 


78.8% 
47.1% 
1 
3.7% ad % 
MORNING EVENING 


Source 


Dispatch- Pioneer 


C1) ST. PAUL DISPATCH-PIONEER PRESS 
OTHER TWIN CITIES DAILIES 


Families, Sales Management 
Survey of Buying Power—May 10, 1955 
Press—A.B.C.—3/31/55 
Other T.C. Dailies—A.B.C.—3/31/55 


SUNDAY 


‘Ramsey and Dakota counties 


Total retail sales, Sales M 


REPRESENTATIVES 


ee A 


RIiDODeER NEW SPAPE 


NEW YORK 


— tery 


IONEER PRESS 


» DISPATCH 3 


anagement 


Survey of Buying Power— May 10, 1955 


RIDDER-JOHNS, INC. 

- CHICAGO - DETROIT 

SAN FRANCISCO - LOS ANGELES 
ST. PAUL - MINNEAPOLIS 
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Bonner Joins Testimonals joined Testimonials Unlimited, 
Rene one formerly with New York, as an associate, serving Rate Cut Wor ks as 


William Weintraub & Co., has fashion accounts. The testimonial Lure; CBS-TV Ouilets 


gathering organization has moved 
to new offices at 342 Madison Ave. Boost Audience, Rates 


Forjoe Names Lowenstein NEw York, Sept. 21—Nine of 


the 2 in CBS | 
Morton Lowenstein, formerly € 23 stations included in 


. : / Television’s extended market plan 
with WIBG, Philadelphia, has been will raise their network rates this 
named a v.p. of Forjoe & Co., ra- 


. ’ “ fall. The increases range from $10 
dio-tv station representative. He) ;,, $50 per station. 


will head the company’s new Phil- CBS initiated this plan last 
adelphia office. January in an effort to get more 
advertisers to use smaller market 
stations. At that time the network 
priced the stations included in the 
group “more realistically”—that is, 
the rates were lowered. 

The strategy worked. Thirty- 
five network sponsors now are 
buying some or all of the group 
for their shows. As a result of the 
upgraded programming, the sta- 
tions began to increase their cir- 
culation. In the case of nine of the 
stations, the increases are suffi- 
cient to justify a rate hike, Colum- 
bia feels. 

Effective Oct. 1 network rates 
will go up on WDXI-TV, Jackson, 
Tenn.; KVEC-TV, San _ Luis 
Obispo, Cal.; WBOC-TV, Salis- 
bury, Md.; KGVO-TV Missoula, 
Mont., and KVOS-TV, Bellingham, 
Wash. Raises are effective Oct. 9 
on WTVY-TV, Dothan, Ala.; 
KLAS-TV, Las Vegas, Nev; 
WKNY-TV, Kingston, N. Y., and 
WJDM-TV, Panama City, Fla. 


CBS said these hikes are justi- 
fied by circulation gains in the 
last nine months. 

Temple-Stuart to Metcalf 
for Ist Consumer Drive 


Temple-Stuart Co., Baldwin- 
ville, Mass., has appointed George 
T. Metcalf Co., Providence, R. I., 
to develop a 1956 national adver- 
tising and sales promotion cam- 
paign for its moderately priced 
dining room furniture. 

Included in the promotion plans 


OF 
WALKING BILLBOARDS 
FOR LESS THAN 
%.60 PER THOUSAND 
PER WEEK 


Fritz Connolly Dunham Carroll 
GRIDIRON TO GRIDDLE—M. J. Dunham, general manager of Morrell- 
Felin Co., Philadelphia, maker of Felin’s Meats, signs as sponsor of E 
University of Pennsylvania football games with WCAU Radio, Phil- 
adelphia. Looking on are William Fritz, advertising manager; Jo- 
seph T. Connolly, v.p. in charge of programming for WCAU, and 
Merrill L. Carroll, WCAU account executive. 


You wouread shopping contr 


Perhaps you should 
investigate the opportunity 
to be presented by 

the publication of the 


November issue of 


The Journal of Accountancy. 


An unusual and exciting 
magazine is planned to 
commemorate 50 years 

of continuous service to 
public accounting 
practitioners and accounting 


is the first consumer campaign in 
the company’s 52-year history. A 
series of two-color page ads will 
run in House Beautiful, supported 
by trade advertising promoting the 
consumer theme, “Showplace di- 
nettes for common sense budgets.” 
Sherman B. Paris Advertising, 
Ashburnham, Mass., formerly 
handled the account. 


ARF Issues Sampling Report 
Advertising Research Founda- 

tion, New York, released this week 

a monograph, “On the Possible 


PHOTOENGRAVERS 


and financial executives Types of Sampling Unit in the Last 


Stage of Selection in a Probability 
Sample.” The report was prepared 

by Dr. W. Edwards Deming and 
THE JOURNAL OF ACCOUNTANCY (2s written in response to requests 
270 MADISON AVENUE i for an impartial opinion on wheth- 


NEW YORK 16, N. Y. |er prelisting is essential in prob-| 4043 RAVENSWOOD AVE., CHICAGO 13 - EASTGATE 7-9220 
CIRCULATION 75,502 A. B. C. ability samolins. 


MEREDITH Zadee ad TSdheisoon STATIONS 
affiliated with Better Homes and | rardens and Successful ‘Farming magazines 


RARSAS waty. SYRACUSE PHOENIX —_— : 


HUTCHINGS & 
MELVILLE, INC. 


in business and industry. 


Channel § S 620. kc. Channel 8 oe: * ee 590 ke. Channa 6) 


a a Te Pe SS. one me 


‘S oe 


Represented by KATZ AGENCY INC. 


JOHN BLAIR & CO. BLAIR TV, INC, 
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Coming 
Conventions 


*Indicates first listing in this Pn 

Sept. 29-Oct. 1. Advertising Federation | 
of America, 10th District convention, Bilt- | 
more Hotel, Oklahoma City, Okla. 

Oct. 2-5. American Assn. of Advertising 
Agencies, Pacific region annual meeting, 
Hotel Del Coronado, San Diego. 

Oct. 3-5. Southern Newspaper Publishers 
Assn., 52nd annual convention, Arlington 
Hotel, Hot Springs, Ark. 

Oct. 5-7. Newspaper Advertising Man- 
agers Assn. of Eastern Canada, annual 
convention, Hotel Sheraton-Mount Royal, 
Montreal. 

Oct. 6-8. Pennsylvania Newspaper Pub- 
lishers’ Assn., 3lst annual convention, 
Roosevelt Hotel, Pittsburgh. 

Oct. 7-8. Advertising Federation of 
America, 3rd District convention, Sedge- 
field Inn, Greensboro, N. C. 

Oct. 7-9. National Advertising Agency 
Network, eastern regional meeting, At- 
lantic City. 

Oct. 13-14. American Assn. of Adver- 
tising Agencies, central region, annual 
convention, Conrad Hilton Hotel, Chicago. 

Oct. 14-16. Midwest Intercity Conference 
of Women’s Advertising Cluvs, Hotel 
Carter, Cleveland. 

Oct. 17-18. Boston Conference on Dis- 
tribution, Hotel Statler, Boston. 

Oct. 17-18. Inland Daily Press Assn., an- 
nual meeting, Drake Hotel, Chicago. 

Oct. 17-19. American Assn. of Advertis- 
ing Agencies, annual eastern conference, 
Hotel Roosevelt, New York. 

Oct. 17-19. Agricultural Publishers Assn., 
annual meeting, Chicago Athletic Assn., 
Chicago. 

Oct. 20-21. Audit Bureau of Circulations, 
4lst annual meeting, Drake Hotel, Chicago. 

Oct. 24. American Assn. of Advertising 
Agencies, east central region meeting, Ho- 
tel Statler, Detroit. 

Oct. 26-29. Advertising Typographers 
Assn. of America, 29th annual convention, 
Balmoral Hotel, Miami Beach, Fla. 

Oct. 31-Nov. 2. Assn. of National Ad- 
vertisers, annual meeting, Hotel Plaza, 
New York. 

Nov. 6-8. National Newspaper Promo- 
tion Assn., regional meeting, St. Paul Ho- 
tel, St. Paul, Minn. 

Nov. 8-10. Fourth Canadian national 
packaging exposition and conference, Au- 
tomotive Bldg., Canadian National Exhi- 
bition Grounds, Toronto. 

Nov. 14-16. Advertising Essentials Show, 
sponsored by Advertising Trades Institute, 
Biltmore Hotel, New York. 

Nov. 14-16. Public Relations Society of 
America, annual national conference, 
Ambassador Hotel, Los Angeles. 

Dec. 2-3. Midwestern Advertising Agen- 
cy Network, last quarterly meeting and 
account executive worksho>, Drake Ho- 
tel, Chicago. 

Dec. 4-7. Outdoor Advertising Assn. of 
America, 58th annual convention, Hotel 
Sherman, Chicago. 

*Jan. 21-22, 1956. Advertising Assn. of 
the West, midwinter conference, Paradise 
Inn, Phoenix, Ariz. 

*Jan. 29-Feb. 1, 1956. National Advertis- 
ing Industries Exposition, Morrison Hotel, 
Chicago. 

*Feb. 9, 1956. Associated Business Pub- 
lications, annual midwest conference, 
Edgewater Beach Hotel, Chicago. 

*March 1, 1956. Associated Business Pub- 
lications, annual eastern conference, 
Roosevelt Hotel, New York. 

*April 8-12, 1956. National Business Pub- 
lications, spring meeting, The Homestead, 
Hot Springs, Va. 

*April 15-19, 1956. National Assn. of Ra- 
dio and Television Broadcasters, 34th an- 
nual convention, Conrad Hilton Hotel, 
Chicago. 

*May 14-16, 1956. National Newspaper 
Promotion Assn., 26th annual convention, 
Hotel Cleveland, Cleveland, O. 

*May 24-27, 1956. Associated Business 
Publications, annual spring conference, 
The Homestead, Hot Springs, Va. 

*June 24-28, 1956. American Newspaper 
Classified Advertising Managers Assn., 
36th annual convention, Long Beach, Cal. 

*June 24-28, 1956. Advertising Assn. of 
the West, 53rd annual convention, Los 
Angeles. 


Roy Holmes Appointed 
Good Music Sales Head 

Roy H. Holmes, formerly sales 
manager of WINS, New York, has 
been named national sales man- 
ager of Good Music Broadcasters. 
The company maintains offices in 
New York and Philadelphia and 
plans to open branches in Chicago 
and Detroit soon. It represents 12 
radio stations which specialize in 
“good music.” 

Mr. Holmes formerly was with 
National Broadcasting Co. and 
World Broadcasting System. 


Prussing Joins ‘Mlle’ 

H. J. Prussing Jr., formerly 
western manager of the American 
Legion Magazine, has rejoined 
Street & Smith Publications as a 
member of Mademoiselle’s mid- 


western advertising sales staff. 


Evans Leaves ‘Sponsor’ Trendex TV Ratinas 
to Join McCann-Erickson g 
Jacob A. Evans has resigned as Sept. 1-7, 1955 
~— re Fifteen Multi-Station Cities 


95 


60,000 Vs. 17,000 
_ Florida Magazine, a 
home = edited, home- 
printed Sunday supple- 


Sponsor, New| Rank Program Rating | ment in our paper sells 

York, to join Me-) 1 Sr este (Rovio, COUP aise sciessichsitcnsccsiathoctagtbelebssibts comp scesmeene 40.3 60, 000 a week. 

Cann-Erickson,! 2 Fee Gal BH Seavet (Covallor, CBG) on.aceccarsessecsocsstecsentectiniesshaieesneraibiesen 25.3 | 
New York, as an| 3 Toast of the Town (Lincoln-Mercury, CBS) ..sscsccsocseesssseswseeesnsseseeene 24.8 | _ yey ee ae ee 
account executive| 4 Se > ee RE eS 24.5 | ok) on merican 
for the. Buloval 5 Spotlight Playhouse (S. C. Johnson & Son, Pet Milk, CBS) ...ccsee0-. 23.8 |Weekly, is Week, Pa- 
Watch Co. ac-| 6 Robert Montgomery Theater (S. C. Johnson & Son, Schick, NBC) ...... 22.5|rade — sell only 17,000 
count. 7 Ge Gree Chane, CURE) a scccncinsesccssiacsussinsnsschseestivstadaanaalatiaatiseess 223;a week in our Five Cen- 
Before joining| 8 Two for the Money (Old Gold, Sheaffer, CBS) .........cscssssessessuenssneeres 21.6\tral Florida Orange 
2 e Sponsor, Mr. Ev-| 9 Dragnet’s Best (Liggett & Myers, NBC) ...........cccccccecccessssessescereeseneeereeee 21.2, Blossom Trail Counties. 
p . P. P. . . . 
Jaco! ns mg sieortinana 10 erson to Person (American Oil, Hamm, Elgin, CBS) 0.0.0.0... . cccccsseeees 20.9 These are ABC March 
; Sl, *S4f . 
and promotion for National Broad-| Tectym Names 2 Agencies develop and handle sales promo- : igures 


casting Co. His successor at Spon-| The Tectum division of Peoples tion. Bayless-Kerr Co., Cleveland,| YoU can't reach these 
sor has not been announced yet.| Research & Mfg. Co., Newark, O., formerly handled both activities|400,000 people, who 


maker of wood fiber building ma- ‘for Tectum. 
Venus Appoints Gibraltar terials, has appointed Griswold- 


Venus Inc., New York, manufac-|Eshleman Co., Cleveland, to direct) Molfese Joins H-R Television . 
turer of beauty salon interiors, has|its national advertising campaigns| Jerry Molfese, formerly with Orlando Sentinel-Star 


appointed Gibraltar Advertising) and to assist in market research | Warwick & Legler, has joined the Owner Ad Wee Et ee, Boy 
Agency, New York, to handle poles public relations activities and | sales staff of H-R Television, New Orlando, Florida 


advertising. 


Jay H. Maish Co., Marion, O., to | York station representative. Nat. Rep. Burke, 


spend 500 million $ a 
year, without 


Kuipers & Mahoney 


A 


LOS ‘ANGELES ' | 1 SAN FRANCISCO 
The Biltmore ma | | | The Mark Hopkins 
are. . 


OLD FASHIONED INNKEEPING 


| ali in Reaping. 


These hotels are distinguished by their 
refusal to conform to routine standards of 
hospitality. Their dedication to service 
above the ordinary, and their pride in per- 


Tt TORE SS 


ST. LOUIS — 
i Chase & Park Plaza 


sonal, independent management is your 
assurance of a memorable visit. 


ee FREE RESERVATION SERVICE 
4 \ i ip Fi E : coast-to-coast 


i , CINCINNATI through nearest service office or hotel. 


: _ Netherland Plaza 
| & Terrace Plaza 


dh 
Ditipuised 


Warner Represented 


"PITTSBURGH 


Carlton ‘House EASTERN OFFICES WESTERN OFFICES 
> ROBERT F. WARNER, INC. GLEN W. FAWCETT ASSOC. 
New York © Chicago ® Boston Los Angeles * San Francisco 

Washington * Toronto Seattle * Portland 


NOT A CHAIN 


An Associated Network of Independently Owned 
and Operated Hotels. 


e ¢ fe 4; Ss BR 
' t ; ‘ G ry | t # ¥ 
DALLAS MEXICO cry 
The Adolphus Hotel Del Prado 
—~, 


ua BOSTON 
Mg Parker House 


——— 
Bij 


NEW YORK 
The Commodore 


1) ATLANTIC CITY 
i Chalfonte-Haddon Hall 
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BALTIMORE 
Lord Baltimore 
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Macy’s to Join Nabisco in to excite the interest of every | 
| 


‘Rin-Tin-Tin’ Toy Round-Up child under 16 and also move large 
National Biscuit Co. will launch quantities of Shredded Wheat off 
a contest Oct. 7. It is “calculated | grocers’ shelves.” R. H. Macy & Co., 


MIS 


have to 


BUY 


Farm 


Supplies 


-8.|in Circulation, Read by more than 
155,000 Missouri Farm Families 


New York, is joining Nabisco in 
the contest, “Nabisco Rin-Tin-Tin 
Toy Round-Up,” which closes Nov. 
6, by offering to the nine top 
winners the opportunity to loot 
the toy departments in Macy’s 
stores in three cities for periods 
of three, four and five minutes. 

Invitations to enter the contest 
are being extended through Na- 
bisco’s “Rin-Tin-Tin” (ABC-TV 
and Mutual Radio) and through a 
newspapers comics drive, plus ads 
by Macy’s, which is promoting the 
round-up locally. Contestants must 
cut out from a box of Shredded 
Wheat pictures of characters from 
the “Rin-Tin-Tin” programs, color 
and send them to the company. 
Entry blanks also may be obtained 
from Macy’s stores in New York, 
Kansas City and San Francisco. 
In addition to the nine top prizes, 
about 2,000 other prizes will be 
awarded. Kenyon & Eckhardt, New 
York, is the agency. 


Two Join Hoffman & York 
Edwin A. Francis and Robert W. 
Rogers have been appointed to 
the service division of Hoffman 
& York, Milwaukee agency. Mr. 
Francis formerly was with Allis- 
Chalmers Mfg. Co., Milwaukee, 
and Mr. Rogers previously was as- 
sistant to the advertising manager 


of Ladish Co., Cudahy, Wis. 


oe hy b, te pe ok aes “i, aa Bee ee ee 


“Dammit, Jake, let’m watch The Big Top if he wants to.” 


WCHS-TV 
CHANNEL 8 
cBS 


CHARLESTON 
WEST VA. 
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Preachers .. . 


Traffic Lights . 


Teachers ... 


No Need For 
Continuous Advertising 


Should preach only one sermon or so a 
year. People are against sin anyway, 
so why harp on it. 


Should be turned off at dangerous inter- 
sections to save electricity. Everybody 
knows it’s a dangerous spot and that is 
sufficient. 


Do not need to review lessons. Tell the 
children just once and they'll never for- 


get. 


Highway Police 


Out of Towners 


Stop driving up and down the highways. 
No need to caution drivers by patrolling 
highways. 

should obey. 


That advertise in the local paper and 
mail order firms that send out catalogues 


knows what is sold in the stores in town 


and they'll all shop at home. 


But if you are one of the foelish kind - - like the Notre Dame cathe- 
' dral that has steed fer six centuries but still rings the bell every 
day te let peeple know it is still there - - and believe im continuous, 
profitable advertising, then you will want te advertise in 


The Middleville Sun 


and Caledonia News 


Drivers know the law and 


wasting their money. Everyone 


HOUSE AD—The publisher of a weekly paper uses this reverse-twist 

house ad to tell advertisers that continuous promotion in her paper 

pays off. Ruth Keister has been putting out the Middleville Sun, 
Middleville, Mich., since her husband, Bill, died last year. 


Cascade Promotes Mitchell 
Frank E. Mitchell, manager of 
KIMA, Yakima, Wash., for the 
past two years, has been appointed 
business manager of Cascade 
Broadcasting Co., Yakima, opera- 
tor of KIMA and KIMA-TYV, 
KEPR-TV, Pasco, a satellite tel- 
evision station, and KLEW-TV, 
Lewiston, Ida., which is expected 
to go on the air later this fall. 
William D. Hansen, sales manager 


at KIMA for two years, succeeds 
Mr. Mitchell as manager of the 
radio station. 


Weaver to Sweden Freezer 

Paul G. Weaver, who for a num- 
ber of years operated his own pub- 
lic relations company in Seattle, 
has been appointed public relations 
manager of Sweden Freezer Mfg. 
Co., Seattle, producer of restaurant 
equipment. 


333 WEST LAKE 
AMERICA’S 


STREET, 


in this publication 

because so many of the 
advertisers, agencies, 

and publications, 

whose names appear in the 
news and advertising columns 
specify, buy, or use 

fine photoengravings by 


AT WACKER DRIVE - 
FINEST PHOTOENGRAVING PLANT 


Letterpress and Gravure 


COLLINS, MILLER & HUTCHINGS, INC. 
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FCC's R.E. Lee 
Advocates VHF 
‘Drop-in’ Plan 


(Continued from Page 1) 

al meeting of the National Assn. of 
Radio & Television Broadcasters 
here. It was only part of a vast re- 
working of the whole telecasting 
spectrum which frankly frightened 
some of the broadcasters (though 
the commissioner emphasized that 
his views are “subject to change’’). 

Eventually, Mr. Lee said he 
would like to see all u.h.f. stations 
in the v.h.f. band. This would be 
accomplished by appropriating a 
big chunk of v.h.f, spectrum now 
held for government broadcasting 
services and moving the latter up 
into the u.h.f. segment. 

Immediately, however, Mr. Lee 
sought a solution in low-power 
stations dropped into the present 
v.h.f. commercial sector. He ex- 
pressed the conviction that “adver- 
tisers would support a low-power 
local independent tv station with 
advertising dollars not now being 
spent in any media.” 


® Among possible prospects, he 
mentioned an advertiser of the in- 
stitutional sort who might like to 
sponsor a long-term public service 
program—but on a non-network 
station where there would be no 
danger of preemption. Other can- 
didates might be local department 
stores, drug chains and cigar 
chains, he suggested. 

In deciding who would get the 
new channels, Mr. Lee said he 
would tend to favor “the operator 
who pioneered and made an hon- 
est attempt to serve the public in- 
terest with his U allocation.” 

Under Mr. Lee’s proposed revi- 
sion, v.h.f. and commercial tele- 
casting would become almost iden- 
tical—but not quite. For one thing, 
present u.h.f. comimercial channels 
would be retained in areas where 
they are working vut econoniically. 

For another, fm radio, whose 
v.h.f. holdings are “the subject of 
many, many covetous eyes,” would 
not be touched. 

In arguing for the all-v.h.f. idea, 
Mr. Lee said he has found that 
the v.h.f. portion of the spectrum 
is a “superior service,” providing 
less interference, better cuverage 
and lower original cost thaa u.h.f. 


‘FOLLOW THE CODE,’ 
NARTB HEAD WARNS 

SaARANAC, N. Y., Sept. 23—Harold 
E. Fellows, president and chair- 
man of the National Assn. of Radio 
& Television Broadcasters, today 
warned radio and tv that they 
must face the economic and social 
consequences if they violate the 
industry-imposed code. 

In a speech before 200 broad- 
casters at the Northeast regional 
conference here, Mr. Fellows as- 
serted: “No broadcasting station 
is going to exceed in performance 
the goals established by its man- 
agement and ownership. 

“If you are content to violate 
openly or even surreptitiously all 
of the tenets of good behavior im- 
plicit in the code of practice we 
have adopted you must be content 
to face the economic and social 
consequences. 


s “If you deem it your only re- 
sponsibility to increase revenue 
you are overlooking a major re- 
quirement of your executive posi- 
tions—to give leadership and 
guidance. Sound economic progress 
follows the public interest and does 
not flaunt it. And as you would 
fight vigorously unfair exactions, 
you should seek no unfair advan- 
tage.” 

Mr. Fellows advised radio and 
tv to keep their congressmen in- 
formed of their stations’ activities 


through a monthly letter if they 
want to stop being “goats in these 
legislative forays against media.” 

Speaker at the banquet was FCC 
Commissioner Robert T. Bartley, 
who advised broadcasters to begin 
planning now on their program- 
ming policies for the 1956 political 
campaigns. 


m Advance preparation, he said, 
may help avoid many of the head- 
aches that might otherwise arise 
from the broadcasters’ legal obliga- 
tion to provide equal opportunity 
for candidates. 

“No alert broadcaster would for 
a moment allow his sales depart- 
ment to approach a potential spon- 
sor without a list of all availabili- 
ties so that he can if necessary 
make a strategic retreat to meet 
the size of the sponsor’s budget,” 
he told the station men. “In this 
knotty field of political broadcast- 
ing even greater attention to the 
needs and desires of candidates is 
demanded. 

“Early determination of your 
political program structure and an- 
nouncement of the availabilities to 
interested parties and candidates 
will pave the road for a more se- 
rene campaign season,” he added. 


es Mr. Bartley went on record in 
opposition to the move to amend 
Section 315 of the Communications 
Act to waive the requirement for 
equal opportunity in cases where 
a network or station carries inter- 
views, panel or forum shows af- 
fording both sides a chance to state 
their case. 

He pointed out that the law as 
it now stands not only obligates the 
broadcaster but gives him protec- 
tion from excessive demands on 
the part of over-zealous candidates. 


‘Building Supply 
News’ Pioneers with 
Audit of ABC Audit 


CHICAGO, Sept. 21—What is be- 
lieved to be the first use of an 
independent audit of unit cover- 
age to supplement an ABC report 
of trade circulation is offered by 
Building Supply News, published 
by Industrial Publications Inc. 

The magazine, whose circulation 
is among building material deal- 
ers, has announced the results of 
an independent audit by Price, 
Waterhouse & Co., based on its 
publisher’s statement to the ABC 
for the period ending Dec. 31, 1954. 
That statement showed 20,566 “re- 
tail dealer circulation,” and the 
supplementary audit by the certi- 
fied public accounting firm shows 
that this circulation represented 
18,738 establishments. 

Maurice Driscoll, president of 
Industrial Publications Inc., said 
that the additional data supplied 
through the “audit of an audit” 
has been well received. He sug- 
gested at the ABC convention in 
Chicago last October that this in- 
formation be provided as a part 
of the standard business paper re- 
port form. 


Blair Names Langer A.E.; 
New York Oftices to Move 

Blair TV, television station rep- 
resentative, has appointed Lee 
Langer an account executive in its 
Los Angeles office, effective Oct. 
1. Mr. Langer has been an account 
executive at KTLA-TV, Los An- 
geles, for the past three years. 

The New York headquarters of 
Blair TV and John Blair & Co., 
affiliated radio station represen- 
tative, will move about Feb. 1 to 
| larger offices in a building now un- 
|der construction at 415 Madison 
Ave. 


Stroock Joins Mellott, Thomsen | 

Mark Stroock, formerly contrib- | 
uting editor of Time, has joined | 
Mellott, Thomsen, Pitney & Co.,| 
New York, as director of press re-. 
lations. 


4,000,000 


Herbert Davied 


Carr 
1,000,000 TAGS—Presentation of the 1,000,000th Use-Tested tag is 
marked in McCall’s New York test rooms. In all, 36 product lines 
have gotten the red, black and white tags which indicate the maga- 
zine’s endorsement. Cutting the cake is Elizabeth Sweeney Herbert, 
household equipment editor. Others are Camille Davied, executive 
editor; William B. Carr, v.p. and advertising director; George H. 
Allen, sales promotion director, and William Davis, household 


Allen Davis 


equipment ad manager. 


Mead Accuses 


FTC of Shirking 
Responsibility 


(Continued from Page 1) 
ers of the commission elsewhere,” 
he said. 


® He was particularly critical of 
Reorganization Plan No. 8, of 1950, 
which authorized the appointment 
of the FTC chairman by the Pres- 
ident and resulted in his own 
appointment at that time as the 
commission’s first permanent 
chairman. 

Contending that this plan gave 
the President dangerous control 
over the commission’s policies and 
operations, he said that this power 
to designate a chairman and select 
the chief members of the staff 
impairs the independence of an 
agency which was originally con- 
ceived as an arm of Congress. 

His statement quoted extensively 
from several of the dissents which 
he has issued in the past 29 months, 
since he was superseded in the 


Department Store Sales... 


Weather Helps Cut Stores’ Sales Edge 


ment store sales stayed ahead of 
last year for the week ended Sept. | 
17, but by a smaller margin than | 
has been the case most of this year. 

Sales for the Sept. 17 week were | 
4% ahead of the same week of 1954. 
This compares with a gain of 9% | 
over last year for the four weeks | 
ended Sept. 17, according to the 
Federal Reserve Board. 

Bad weather in the East was| 
partly responsible for reducing the | 
sales boom, with the Boston and} 
New York FRB districts showing | 
declines for the week of 7% and| 
6% respectively. Other districts 
showed the following gains over 
last year: 

Philadelphia, 7%; Cleveland, 
11%; Richmond, 3%; Atlanta, 9%; 
Chicago, 3%; St. Louis, 12%; Min- 
neapolis, down 1%; Kansas City 
8%; Dallas, 10%, and San Fran- 
cisco, 4%. 


WASHINGTON, Sept. 22—Depart- | 


% Change from "54 
Week Ending 


Federal Reserve Sept. Sept. | 
District, Area, and City 3 0 | 
United States ...........ccccecens +11 +11 
Boston District ..............06 +23 +22 
Metropolitan Areas 
Ee errno +11 +16 
Downtown Boston ............ + §& +13 
Suburban Boston ............ +20 +23 
CD ccctvnaaibertecssscsseses +16 +21 
I ctnctcressecsnnserevecsscorsesee +18 +23 
Lowell-Lawrence ................ +22 +43 
Cities 
IS | secinsicethiipecwnsssece +17 +45 
IBD senisciictntetpecsssnsssses ° +31 
New York District ................. +5 +15 
Metropolitan Areas 
IIE: snctettitsibictiiliatiideeesecensressece r+ 3 + 9 
New York-N.E. New 
pA ae + 5 +18 
EL indkcbyctetatesseescnssins —1 +16 
PUT TOU ninth r+ 2 +15 
BITE -sxansertctennicaticcnseccowasi r+ 2 +7 
a r+11 +11 
Philadelphia District ............ +14 +22 
Metropolitan Areas 
Wilmington +-20 
Trenton. ........ + 8 
Lancaster +22 
Philadelphia +20 
SL ctheusiadenieanlRishcosnssercene +27 
I - ceattaicinneetlddip i vesccinteres +67 
Wilkes-Barre—Hazleton .. r+26 +24 
Cleveland District ................ +138 +17 
Metropolitan «Areas 
ee + 3 + 4 
eh echt rscoeenes +12 +17 
ESE 4+. 3 + 7 
Se + 8 +21 
RES Sa +10 + 8 
Pa a +12 +12 
Se ee ee 4-12 +16 
Wheeling-Steubenville ...... +11 + 3 
City 
ES Te +29 +28 
Richmond District .................. +9 +17 
Metropolitan Areas 
Washington 2.0.0.0... r+1l +19 
Downtown Washington .. r+11 +15 
ee +14 
Richmond ............ " +11 +12 
Atlanta District ...................... r+10 +14 
Metropolitan Areas 
CN te sessccosers r+ 3 +36 


chairmanship by Edward F. How- 
rey, an Eisenhower appointee who 
returned to private law practice 
Sept. 12. 


® He contended that during his 


chairmanship appointments to the 


Change From 1954 


Week Ended 
Sept. 17, 1955 


Jan. 1 to 
Sept. 17, 1955 


Department Store 
Sales Barometer 


BB 14% 


MW i% 


professional and clerical staff had 
been made without regard to re- 
ligious or political affiliation. 

“The only team or party line 
to which the staff was expected to 
give loyalty were principles of 
public morality, the policies duly 
promulgated by the commission 
and the laws of Congress as inter- 
preted by the commission and 
courts.” 

Originally appointed by Presi- 
dent Harry S. Truman, Commis- 
sioner Mead had been a candidate 
to succeed himself, but the Eisen- 
hower administration picked Wil- 
liam C. Kern, a career staff mem- 


— ——= | ber. 
Jacksonville oocccccccscsssessssseen ° +8 : 
SE is 46 *|™ He closed by calling on the com- 
| EEE 0 *|mission “to be eternally vigilant” 
New Orleans. .........ccccece +10 + Tlin protecting “our competitive 
DIET sccninsttsicussevasnibesqansio +27 ° s ” 
‘ ystem. 
WRRGINTTI ciccessccnssceccesesscnsseessee +4 a ee 
City The road of monopolistic prac- 
a a +12 + 9|tices leads only to socialism, fas- 
Chicago District ................ +18 + 4] cism or some other forms of eco- 
yo ta — _ ,|nomic dictatorship,” Commissioner 
Indianapolis _....... 4+ 8| Mead Said. 
I aaa ethene +19 “Skilled and artful pleaders for 
Milwaukee — Fidaustnesipuaaeiie _— : monopolists are unfortunately 
ye nny oe + *| successful, at times, in thwarting 
SA SE ccnennhtinlonies 45  —14|the will of Congress and the people 
COUIUTS sectnntstnunie + 3 + 9!in such evasions of the anti-trust 
ee ae. re +14 2S 5 laws. 
BEI». crcnesstnsticticcsnnctinemsee + § +9 yes B 
Minneapolis District ............ +4 + 5 A measure of their SUCCESS in 
Metropolitan Areas such evasions is also a milestone 
Minneapolis City .......... +4 + 3j/on the road to socialism... 
Minneapolis-St. Paul ........ + 4 + 5 
Cities - : 
Duluth-Superior  .......0« r+3 + 7|@ “Regulatory agencies of govern- 
Kansas City District ............ +12 + 4|}ment, such as the Federal Trade 
yoo es Areas ” . Commission, are essential to pro- 
Topeka ns ep 4 6 tect the interests of all of the 
ER TES 0 +10) people of the U. S. Abraham Lin- 
a en +16 ~— 6\coln said many years ago that this 
AIDUQUETQUE --....-.-0-0eeeeeeereens +23 + 2\nation could not endure half slave 
Oklahoma City .................... +15 + 8 d half f 
DARIO siccitisercsnsccssninseccensissnsccevens r+ 7 — 9| . ses. +z 
City “Our free competitive enterprise 
TED CONG. cevtsctcrscoseccesivsecess +12 + 3|}system cannot endure if it is com- 
— as pininsbertceroesrssssoes + 9 +8 petitive only half the time. Mo- 
Siem an Aree gas 4 5|Ropolistic practices are like a can- 
Th Pi itcedennes +11 +14|cer. Without surgery they expand. 
Fort Wort o.ccccccccccccscssesseses § 0|They do not contract. 
ROD: cnidiiatii cds r+ 2 + 8 “Eternal vigilance by the Fed- 
San Antonio ...ccccccvecccecssseeseee +13 +18] os ade Commtiosion | ital t 
| San Francisco District ........ r+ 4 r+3 e : fade m on is vital to 
Metropolitan Areas maintaining our competitive econ- 
LOS AmMgeles ..cccccccccesccccsveeeees 3 + 2\omy. Such vigilance cannot be 
Downtown Los Angeles 0 -—®)/neutral or detached. 
Westside Los Angeles ... — 3 —1 “Tt t be vi 1 
SacraMentO ...........c-ececceresereees — 3 —11 mus vigorous and alert 
nts TN ciccccntittdeanh —1 + 5/|and willing to pierce technicalities, 
San Francisco-Oakland .... 0 0\legal and economic, and under- 
yao een City .......... : ga stand the substance and meaning 
ON PE teiprseiminns +19 414/0f monopolistic and other trade 
PRR? PORN o + 2/\restraining practices and their re- 
Salt Lake City .........:ccs00 +12 +16 | sults and effects. 
0 Sr ae re +2 + §) “Understanding, however, is not 
Se 7 ene He +3 + 9) 
EE a ere +4 +11 enough. There must also be effec- 
r—Revised. tive and vigorous action on behalf 


‘of the public interest.” 
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Runswick : “7: . 
iff HANSOM GROUP—Here are some typical visitors to New York taking 


ct Jones 


GLAD RAGS—Prescolite Mfg. Co.’s sales manager, Austin Little, tries 
n- out a pair of “Rags to Riches” shorts (the booby prize in the com- 

pany’s recent sales contest) with the help of Preston A. Jones, pres- 
sly ident, and W. D. Runswick, v.p. The occasion was the first national 
ich sales conference, held at the Berkeley headquarters of the lighting 
hs, fixture company. 


a ride through Central Park in a hansom. Their somewhat unconven- 
tional garb is merely because they happen to be finalists in the re- 
cent Miss Exquisite Form of 1955 contest. The little objects in their 
hands are bottles of Lentheric Dark Brilliance Mist which, the re- 
lease says, the girls won a “lot” of for being chosen finalists. 


1 
v/ ‘ 


Moore Bell Bass 


ng REDSKIN RENDEZVOUS—Ken Brown, president of the Washington Ad- 
vertising Club, and Bert Bell, professional football commissioner, 


>ly Evans Brown 


O- 


iis 


received special invitations to enjoy the Washington Redskins foot- 

ball games from princesses Phyllis Evans, Darlene Moore and Schula 

Bass at the “welcome home” luncheon sponsored by the adclub for 
the football club. 


Smith 


Vladimir 


MR. SCREEN PROCESS—Milton Grant, president of Silk 
Screen Process Inc., Cleveland, gives a bottle of 
champagne to Stan Holly of Cincinnati Screen 
Process Supplies, winner of the Screen Process 


Bowen 


Printing Assn. convention’s bathing-suit contest in 
Atlantic City. Losing lovelies provided stiff competi- 
tion. Emcee Fred Kline of Joseph E. Podgor Co., 
Philadelphia, holds the mike. 


CIAA PRIZE—Richard C. Christian (right), past president of the Chi- 


SOME PREMIUM—Young Andrew Vladimir, account 
executive at Gotham-Vladimir and son of agency 
president Irwin Vladimir, gleefully accepts top 
prize- a trip to Spain for two—in drawing held at 


New York Premium Show. Handing out the premi- 
um is Gordon C. Bowen, president of the Premium 
Advertising Assn. of America. Others are Jim Street, 
General Mills, and Bob (Howdy-Doody) Smith. 


cago Industrial Advertisers Assn. and research director of Marstell- 
er, Rickard, Gebhardt & Reed, Chicago, accepts for CIAA the Mc- 
Graw-Hill NIAA Chapter Achievement Award first prize for 1955 
from McGraw-Hill’s v.p. and director of advertising, J. H. Allen. 


: Eve eee 3 bgt The at sein ‘ a 7 Keak ee Ze . » oe y = a = 
se fees: Ot ASS BY phe SEF) dis 55 s Pt LS oe bee ot) ea “s me es By 
. ‘ Bere mens ees Meni Wm es hs PED Beenie BA Re ay = Ee A fais fied 
aye aks 3 Sate... aD ee are Oe oe re 
2 , eon? ¢ 
. ; — , 
i. r 4 ’ bs 4 re ° . 
:TS Re - ce at a ‘Z 
c is ‘eOU! ie F 8 ' VEoe =, . bat e.." A sane . € ' t 
ee a | x. RESOLUTE 4 at wan. oe ~ eee ee Seton 5 ee 
rs f ir Ce oe .. ee =. = a j om as 
P re : . os ae a4 ae ee Ss alae i ra nee ay 
ae f 18g ts a eee es : 
"7 heey Si : = ae . - i Bis ad Fe oa, = “, 
Bo Se ee AS taal - Be sone, ae : 2 
Se \,\ --)we ee T o >, ae 
a a ’ ¥ 7 re Be ‘al é ¥ af ‘ Ps tts ee . 
: Cure ie a Pe fe > § 2 ‘eA or igi we ¢ . 
ha ry tee ' Fe : tt ae a 3° 3 as ae Be . * oe! 
, eh \ i i. 4 i » ; ae, 
ef i f pe BY ie “ ee 2 Hl Ye, aoe ‘eh /_ 
es Gi = % aa. ae ‘ a ie Oe ' 
$ eri ih h ict ie “a wae“ 3 a. eB a _— % * _ ae Br es i 
pea eet si i oa ata Bo. ee a 3 ee . a 
of - oe ee ¢ a re ™ ag aa > ss oe 
: Cp Be ane ee ail “ ‘ a eel 7. . at : 1 i « a 
0 oo a J? ~ rea oe ; F Pe ; . . 
; ‘ —— ? Sa a —-_— * 
iS ee ted aege Ever ue mes tie bent ae : “a 4 
x oo 7 Pie ort erence at a cs. er 3 ae, < 
‘S- — alle ae - fe << : a. 5 mo i, ” - 
de seen S C. . ai heen ' a ; ii oe ’ 
vn Let " ao eee Pe oe a ae = ; \ 7 ; re — } J fe ae. po # — - 
“oe ne ee aa ie fe ee ere a 4 a Sie & SRS 2 af td <3 a e J a 
he secs a hg ae eis: } + Ta. «os Ps ae Bs s ; ' en ae ha % aia 
ae 5 eee Soe \ ’ Pane a oe Be es . ag 
nt ne ore ee fs ——= ace, § is “y oo 
eas: Sie) ag ee a wt nd ce en ere i Beg 2 se ee ae 
oe i Se 2. eee a | veo 4 Sie . .\ “ F “4 ns siaieeeen 
oe ae ee -— ie — ee wae. “— | 
ee . es Soe et” Mpeeeame meen. “a eS ae See 
‘Oo : z wae i on 3 dare & Ce doa ae ——<—  — “ 
r uo ae i ae... . ae , > 
n 4 ‘ y 3, ee aN eee a neal ee LE Gr feet i . : ee w 
‘er Pee ee ie Se a : ‘a p. 
2 ll Ss , 
, — . “eo 
. 
_ es 
w- 
ho 
ice ciated Ry a : rs eS S es Be 
tis & = or Pas ee ; a 4 Breese sa te : eS ‘ Le es 2 oan eee e cesar re ara E 
} : es ; * ¥ mg 2 ee oe ae eeeeer ss wa ee. S| aageese: et eee oie ee wee ee a a 
eb. es ee) Sore us | . ah ¥ eos meitpeest: a pe es ee a ee 
hi j , . Be | eee esteeee # vesetesy] , ee a a 
1S s ee ; Se ae ae paxesesey? & . ee fouxes ; 2 es ee en ee a ee 
Hy ain om = aes ro ie ee tees! oe eee 
the . /_ - ié me | _. P re a ee: ae Sia / : ; ‘sae et ; ped pl, a eae - See * eee 
d j ‘S = ™ sas 4 4 < ’ i. ee ae + a é pet Lok iY ea ae * % in sar ee oe 
ia Gta e * id oa oo 4 x ee » * ce * . ae Ee } i ANGE Vs : = ae = 2 “ fan : ri] "ak aah 
a J “3 -_ Re * oe * “4 + ; , ¥ 3 . et . ks . r =. Pa 5 r.. i 7 een ¥ “ei ie : = Z _ 
% a eee <a 7 hoe { ~ AY ie > Ss i > Sy 2" bs: a ee : y - = Sane aoe 
> Be te 4 5, a, ay Chee iss is D « : Be arg ti ; 4 © © en tere 
PERG a SP 3 7 | PEAS fe ties 5 e a 0 re = A ; ae Be eee 
ine 4 ee Gece: _ ®? so AM es rae ote < . . ee Bo ee . / a ~ “a ev 
" Pe. ek ie , { * ASM eS i ale 3 ~—  _. a a a er 
to » ‘, , a, 2 : ; . ‘ * i SASS oa e ! way i... , : ~ ; . ee a : 
Ps “a ' 2k ron "4 . Ae i® 4 : . 7 HE sat ‘ Z A # ih a < : - 
f 5 4. 2 Se i eterno i re; , = Hie SR id ma ; 4 3 ‘ 5 se 
Oo ~ J ‘es a ae Th ’ + a ’ % SNe 2 y “s Rs ; we 7 ? 
LPF HAY ie. aan a ea ; aoe i ) Si Bette: rk See | A 
ily Fz re fs r \) oe vee wy - Z fe a . * j . SANS et ee —— i : ’ “ee Ps me’, % , . 
nd 7) 0 tts Ly & 1 \ aaa 7 < X Pest 
ff j > beh ra é a 4 ELPEPI ER ify, ~ ere ee ey oe ae d ae 
or. f | jf 4 Lise ’ ‘4 : y) i Sz Fo i} HAE SSS, oe ke ink ~ j , | <4 ms ey (es 
“ Ve i ‘ 4 b< nce 4 a PER PEE} B85 ae SS a Sie clieee a , le Mie ee 
nd . pe : =. ‘ : ; 4 * Beit Hi he — . : 3 er a, t } fe 4 =, | #.. ei a e Ti 
- F hs —_— . — : 3 ee . Hilf i a iO Sacee ' a 1 od Nee 
4 ‘ ria . Be . ey ” r bs i tH pate } = . Soa f aos “ ) F ia eta 
i “i : : ; re * : i sie tite: Bi ern = = , . . \ ” Pir 
i- sa [preys es 9 ie —— Ps. 
i ‘ 5 i ‘ ; Bee “* fae E ns fi es. tie pay ener ar \ " 7 ; v/ i 
is- y, Ve ’ ; ; HA ores = nek 
— i ° o's tis Ay ela HiT is. 7 ee re ee . gaa <p =. S es 
ate , f ’ ® Pe. f ~~# es ry 7 se +4 if bil i attt ae. ae ake . Fon, (ene . - Y, ; 4 Bae? 
n- Zar. 060Ulté‘ SC ae a es 1 EE wy Soe ) A, ay 
+ { ; | ‘ i - = fy ; oat KG A , ~ oe" % 4 j Hint Hf ; if Sent g ab stir aN ree . . “J a b eal e 
l- = #3 ee . a” a ae 
n- a a =—l(i | ie ie so Be a | | ae 
i : Be —. ; 4 ea 4 PPS iF ti 7505) eee > ee RG fe tie oe OU Faery teem 
yas . \' Te \ : ¥ 3 4 : : a di, 4 FtttA seasaati: = eg ope aot fae eee ‘ 4 . oe. ean 
2 ae & Bigs ; a a ri i BP aks Py Sahar 6 aes ; ; P Oe Ooi. 7. an yi 
o™ \ thee cx . j : = ; . aaa So gas ae eae i2 hi iF eee, Ye ee aga 
, : oa aa ge j -_ fs a aren Be ar eas sh i aa ee ¥) | ; e. i Se. ees 
m es” ee ded = 4 “4 | A ee me ee Pen Ge ee } y ; ? f ; Bact , Tae 
” ge ia em ee ; ; z= { ee A eee Pat Se : ‘ ££ ; ae Daeg 
C\ ea 7s , ¥ > ' eee ee a & ae = 
a) 2 F q se 4 : wet aa eee aeyigtiel . eee Pn, a J ’ F 
ve a 1 : ; ie ee —  — iP — i mn yor. Ol 
(* i ; te 4 1 E : 2: re eee te ae ee? 4 ers ie cs. AVY os o's A a ‘iy 
She te a : : io ’ : = See : ee Soe: : : 4 4 , wit oe oe me @ +f] 
$ - aes A b Was 3 4 : : ee + ee oeeeneee - |. See . 7 j AADAYS SS * ’ ‘=? wr ¥7 
iCc- : f ee s ee. : 4 i br: we oe , ane ap hy eles ~ ‘ + = : ’ rs ' if 3 
iS- ee Paes r- py aay q <a ' q oe ota oF 5 oe ae ek 4: ates. ieee = pm Bes \ ot oe ° ‘ a 
ae" .. fa oi 3 | : Pas yg on Ae ee age ee Benne ed Vee AS a ae * a . ee" 4 A 
. Pes ar, ater 3 hes : 3 ; 4 : enn ‘wien 8 a . Beek ie Seige ee Ee oe Pie? ist - ey 7% ‘ 4 \". se j Ff: 
oti 9 a. ge oe i a oe ee ee oS a ae a OR eee 
1e i oe a. -— we \. | re ug RE ag OY SO ae if es See a. 2s i => = » Oe 3 
T ae Oe BA j | : “ ge ‘a 5 : oe Letts ogg Sines — a ae ay. Feet. ie ee 7, oe A ¥ eee © f 
hes 5 a, fy: ‘ F = fis. 2 Spee eae epic raet ee ya Bg Se Sr ae o 2% % 
ha 4 RNS : $ ; " eo) eee eel ; ene i i ee: Se 7a aba liegt Poe <a) rt pe ih . “te 
; ‘his ‘ +. eee er tae See Bn 8 a oh Me mS 3 
for at” le oa # 7 Pie a ee ie see ee Re MR Oa eS oe Rtas... eB ees ‘ a 
g Zz 4 PR oo ee eur wre E, Ao owe ‘ic oS Ape eter eg pg ye ams tee! aid eT: 3 - 
a i a aaa Yl a eae Ae es a acres 8g LO a Sars ae eS 
a ae ne eur J ie ree ‘ee, a aonaa ae - il a 
oo )  . Saas nae Se Te ees oe hoes 9 er Ba es 
i ed Meta ae free secrets ol at ls, ry = ie ad Ps : En, A ok hee a ao 
te ee... : eh Sets or ea PEA eR Ds lial Boek ” eg eee 1 eo _ 
- Pree tie hes ee ee aes bes es ee | 
‘ : a gts “Gees : a ie | 
; ee 
a ee 
de 
| 
he % kn " a re, baa, gi Sy, Bie i Pe . 
C—C—axAae : a ee ; ; . 3 a he | § ; 
-. DV “aa 2. - . LE | a 
4 : -: : 4 - - , ee tp ae 
ae < Ripa 1 jue = ) |. Lo) aa 
n- j AS — . — ° “oe me , ik. { 2. ’ 
—— “ Pay © . a wt. % ; y 4 is ae 4 i tl Lt =e 
lo- 4 =~, — 3 A e 0. | + et 4 , . _ + = © ai . 
j i _ — ? é : ; } a al ; ; a ee 
o ; d cc “a bad 4 ME f 7 - ; i a ve eS ee 
= ¥ . 3 iy E a ee ‘ 2 A s 4 s Py ; ¢ . . 3 a 4 | é i : ; . 4 . ¥ P 
Bi ik be 2 ~ i _ 4 ae aa : x H : 
~e — ia) a. * Sent | ) 
3 re ¢ q ag oa Fey Es os q 5G , 2r9 
to E { ‘ “4 eee ee Be‘ g oe i a ee 7 Se en . 
& —. fa: Cae gat gal 4 z ye. * umes. sa ee ees i m Xe are 
m- 4 \ a -_ 7 a" po hy ~ tak a : 3 bs ; J . Pi A ee ef Bee bs ia aie Se ' ae es p = 
be ap. We i ee tee ee as om F°La ee}  _ 
# i : 7 : a a cae ey i ar mgs igs eal wre “@ e te ih r ; mY . ip 
ae eg ere. Gece Tt a Be Rigi i ee . ote ieee ’ } ee & : 
ert : oe OR eae i a Ai a neal oe id ue, — | . <4 ie 
ie 3 ae . eee “ee _ - TE. eg Bn vast + Bee ‘ 
ies, " \ ie $ ‘vs sae * ad Pes 3 oa aes % oaks . Bo: on ‘ 3 va Lott, " esd Cert ea . ‘ ‘ 
F iy oe of ae , ee an Fa sl oo sae: — : hid Me. ae — “~S Se Nett hey = ett pt 
er- ; 5 RR < 227 eae a * 4 as : ge aay = i ie we 2 : = ee ‘ ee 2: ” eas ws ae eee ee 
: ; * : . a ; = a ee 5 ‘ Bes ae =, ae ee eS >) a a ® ge pa, ‘ 5, iS apc ie 
— & 3 = 44 ee ee ne ee ee : Det ee a meceaire S| as, oe a es 
ide " ] . F8 i Cia gg sie ———l Lak ak asl =a: 
g : a ; os ee ad pa Cen ot walt , ae ipa lelthecah this Baotit. = a 
a 4 = g . ae os tre com “ H ac oe i ic Fe 5 a 
re- & A © y 3 e ; She a re ‘ Se a ne = ‘ : 4 twinair eal x 
4 he : eka hairs Siar se we , Cel 5 oar ; ; : —Athcnalitint e _ : 
not : ae, eer si - s 
ace Street Sewer:  f Se : as , 
Mh S 2a 
Se pie es 
at ee 
at ae ’ > s : 
Pen Spat ow eis ee ec yea, NR ee ena Ce Dh i Moh Ps : 
5 Se NE Ee le ee ee eg ee ee ett Tt tera LERH ee ho rag Mae Ag oe SN CREE, Sore. ag ee OY SRA og Sh Bess aoa ; 
Big rae Ladle Te BRE PR! SOT Ae nit) So eae a SS Wi alco Py ESO 8 ie NSS Soe aa 9 fai Sa a A Asia A eR Po 
ee ea Reg eee & Rigs Keer > aa, OL ae sam |S htedtcheam nae a Bras rege tc Poa rg on" eae a A tea ke Gees > lw ‘ ap 
Be yee esd TREE OOO BURN anal ae aS oars, all Pen Re cate wae a emt 2 a : by Aa Se aca Py. Sig Fe vie : 
Lege th Cee ou Myr Siaord, cae 7 oaer,. ce ed. Ths fel ae Bin tee sig ¢ ’ We re = Betipe ps sae Fase ets rane ve Pe a “ 
"a [a eee han oe Moe ae Waa La eee ce eed wipe a ome Pitts ht: ge Mo eee ie + ee ie BESS 
Fee ee Le er Fe ee Re ee ye Sue ea he ‘ae ie en bie) 


- " 3 
a 
—_ 


call 


Point of Change 


dvertisers are studying a new force these days. It’s called 
motivation. ‘““What made Jenkins buy that electric 
drill?”, “How’d the Smiths come to pick pink for their pots 
and pans?” Respectfully, they listen while psychologists tell 


what makes people decide. 


The news is vital and valuable. We're listening, too. The 
psychologists say ours is a mood audience. People don’t pick 
up The American Home...un/less they’re at the point of change 
about something connected with their home. It's logical, isn’t 


new home ideas. (See below for this month’s free sampling!) 

This means that the readers of The American Home (all 
of them—and there are over three million!) are all at the 
point of change about something in their homes. Maybe 


they're storing up ideas for a ranch house with swimming 


it? Because there’s nothing in The American Home except 


NEW ROBOT AT THE 
RANGE. Anybody at the 
point of change about a 
kitchen range absolutely 
must read page 102. It an- 
nounces the arrival of auto- 
matic and thermostatic top- 
of-stove cooking. Actually, 
the peas turn off before 
scorching. Frying fat never 
turns black. Potatoes watch 
themselves. Read it all— 
you'll run for the nearest 
appliance store. 


. oe Z Y 
“¥ x / KA 
Vea 


DINNER AUTOMATICALLY. The use 
of a hostess cart to serve dinner is not 
new—but the use of two is pure 
genius. See how a formal dinner for 
eight slides from soup to sweet—yet the 
hostess never sneaks off to the kitchen. 
Makes anybody want to have com- 
pany. (Makes sales, too, for anybody 
selling carts, cakes, china, chicken, 


Chablis! ) 


_ 


TOP-DOWN STATION WAGON. American Home readers 
are as car-minded as they are home-minded. ( For they often 
have two cars!) In this issue, a dream for an ideal car: a 
station wagon with a convertible top. Top slides back to let 
the breezes in (while they breeze off to the lumberyard 
or whatever). It can happen. 


DECORATING DIAGNOSIS. Families af the point of 
change about their living rooms will get a new view after 
reading “What a background does for a room.” See how 
soft carpet, wallpaper and drapes work this transforma- 
tion. A new clue to start curing “ailing” rooms. 


RRO PCS 


pool. Maybe they’re decorating an old farmhouse. Maybe 
they’re looking for something new to do with a leg of lamb. 

At any rate they’re psychologically (bless ’em!) in tune 
with the man who has a home product to sell. Could be you? 


WHAT PRICE HI-FI? A 
top man in the hi-fi field 
tells how to have heaven 
in the living room for 
$300. Exact instructions 
on what to buy, where to 
put it. (Part of the back- 
to-the-home movement, hi- 
fi naturally helps sell all 
home-used products—from 
café curtains to coffee 
tables! ) 


BEAUTICIAN TREATS 
HOUSE. Ideas aplenty 
for any family with an 
old house and a fresh 
eye—when they see 
what a beauty operator 
did to her California 
home. Spice of the 
Orient... a flicker of 
Victorian . . . modern 
magic. Anybody at the 
point of change will 
read it—and itch to do 
likewise! 


...becomes Point of Sale 


when you’re in 


Advertising pages are up! 
BIGGEST AUGUST EVER! 


BIGGEST SEPTEMBER EVER! 
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THE | 


LANDING 


STRIP \ 


as seen by 
JOHN BURGOYNE 


In spite of all our yapping, every 
now and then we encounter some- 
one who inquires, as though we’d | 
never mentioned it, “And just what. 
is it you do, Mr. Burgoyne?” So 
we cite a case history: 


A celebrated food manufacturer, 
after long hours over his hot stove, 
came up with a new formula for 
peanut butter; smooth as whipped 
cream, with the flavor of acres of 
goobers in every jar. But in a 
crowded field, with many old favor- 
ites hotly competing for first place 
with the addicts, our would-be pea- 
nut vendor wanted to make sure 
there was room for another peanut 
butter. So he got a couple of real 
cute packages, and laid out news- 
paper campaigns with two different 
slants. He tried them out in six 
Burgoyne test cities, with Burgoyne 
auditing the results. 


We told him how many grocers 
bought and sold how many of which 
jar during what period, how the 
competition did comparatively, what 
the consumer reaction was, based 
on actual sales. At the end of six 
months we were able to shape up 
an accurate forecast of which pack- 
age and which advertising was 
likely to succeed on a national scale. 
It did. too, and some of it is prob- 
ably decorating the chops of your 
young’uns right now. 


* a a 


The unerring accuracy of Burgoyne 
reports is based on established, ex- 
pert panels in grocery and drug 
stores, who get the cold, cold dope 
on actual sales (yours and your 
competitors’) in these 20 strategi- 
cally spotted test cities: 


CANTON, Ohio 
CEDAR RAPIDS, Iowa 
CHARLOTTE, N. C. 
CINCINNATI, Ohio 
COLUMBUS, Ohio 
DAYTON, Ohio 
GRAND RAPIDS, Mich. 
HARRISBURG, Pa. 
INDIANAPOLIS, Ind. 
LOUISVILLE, Ky. 
OMAHA, Neb. 
PEORIA, IIl. 
PHOENIX, Ariz. 


Cara 


Harvey 


Steadman 


PRESENTATION—The advertising department of the Chicago Tribune 
won the championship of the Chicago Advertising Agency Softball 
League for the third consecutive time this year. Tom Cara, of Foote, 
Cone & Belding and president of the league, presents the trophy to 
Bill Harvey, manager of the Tribune team. Al Steadman of the 
Tribune advertising department looks on. Foote, Cone & Belding 
took second place in the league and Needham, Louis & Brorby took 
third place. Weiss & Geller won the Sportsmanship trophy, which 
was donated to the league by FC&B. 


Newspapers, TV Nets Carry 66 2/3% 
of Auto Advertising, Anderson Says 


(Continued from Page 1) 
tained them very simply—by call- 
ing his colleagues in the Detroit 
“advertising fraternity,” within 
which he is a brother in good 
standing, as head man on the De- 
Soto account. 


a Mr. Anderson hedged his survey 
round with qualifications—that it 
covers only new passenger car ad- 
vertising, that the estimates were 
partly projected, that spot televi- 
sion was not included as being “too 
tough to figure out.” 

But he still calculated that the 
$254,000,000 total and the major 
media figures are correct to within 
10%—enough to make his main 


New Car Advertising: 1955 


Here is an estimate of fac- 
tory-controlled advertising 
expenditures on new passen- 
ger cars in 1955, as compiled 
by BBDO’s Robert E. Ander- 
son: 


Newspapers $ 97,000,000 
Network TV 67,000,000 
Magazines 34,000,000 
Outdoor 17,000,000 
Direct Mail 15,000,000 
Network Radio 8,000,000 
Spot Radio 7,000,000 
Car Cards 3,000,000 
Theaters 2,000,000 
Other 4,000,000 

Total $254,000,000 


ROANOKE, Va. 


ROCKFORD, III. 
SOUTH BEND, Ind. 
SPRINGFIELD, Mass. 
SYRACUSE, N. Y. 
TACOMA, Wash. 
TOLEDO, Ohio 


Before you leap into launching a 
new product, promotion or cam- 
paign, look to Burgoyne to find out 
(in any or all of these test cities) 
whether it’s going to work. A note 
will bring complete information on 
how we operate for your weal and 
the competition’s woe. 


point, that spot radio is not getting 
its share of the billings. 

Radio as a whole, in fact, seemed 
to be well behind in the media 
race, getting about the same money 
as direct mail, and less than a 
quarter as much as network tv 
alone. 

Mr. Anderson granted that a lot 
of spot radio is placed outside the 
national spot rate structure, and 
through the dealer instead. That, in 
fact, seemed to be just the point: 
“Your biggest competitor,” he told 
the radio station owners, “is you.” 


@ To illustrate, Mr. Anderson cited 
this case of one major automotive 
advertiser: “This important cus- 
tomer will buy 758 daily newspa- 
pers. It will buy all but 15 with a 
direct order from the agency to the 


|publisher. The 15 exceptions will 
|be purchased through local deal- 


ers. 
“It will also buy 2,009 weekly 
newspapers. Only 24 of these will 
be bought through dealers. 

“But this same advertiser will 


buy through its agency 549 radio 
stations, of which 345 will be pur- 
chased by the local dealer, who will 
in turn bill the agency. In only 204 
cases will the time be ordered di- 
rect by the agency to the station. 


es “I will not draw any conclusions 
from this comparison,” Mr, Ander- 
son said by way of comment. “Suf- 
fice it to say that there was a very 
good reason in this case for the 
agency to purchase most of its ra- 
dio spot campaign through local 
dealers.” 
Mr. Anderson also: 


e Assured the broadcasters that 
BBDO’s position as “the biggest 
agency buyer of spot radio” is in no 
danger. Total agency billings this 
year will be 6-7% ahead of 1954, 
he said, but spot radio billings will 
be up better than twice that much. 


e Called for a cash discount in the 
radio medium comparable to the 
2% offered by magazines and 
newspapers. In fact: “Radio has 
always been a spectacular medium. 
Why don’t you really startle the 
industry and give advertisers 3% 
discount for cash?” 


e Previewed a new DeSoto radio 
spot which will be echoing across 
the country a month from now via 
NBC. It’s a Cole Porter song with 
(by permission) entirely new lyr- 
ics—“It’s Delightful, It’s Delicious, 
It’s DeSoto.” 


Heineman Is Bruck President: 
Two New V.P.s Appointed 


Mort Heineman, formerly a v.p., 
has been elected 
president of 
Franklin Bruck 
Advertising 
Corp., New York. 
He succeeds 
Franklin Bruck, 
who moves up to 
chairman of the 
board. Mr. Bruck 
will continue ac- 
tive participation 
in the agency. 

At the same 
time, the agency announces the 
appointment of two new v.p.s— 
Joe Shaw, art director, and Julius 
Joseph Jr., media director. Both 
have been with Bruck for more 
than 15 years. 


Mort Heineman 


Transfilm Names Davis 

Jack Davis, who formerly was 
an independent producer, has 
joined Transfilm, New York, as 
production supervisor. 


Advertising Age, September 26, 1955 


Use Ads to Sell Surplus Government 
Property, GSA Urges Regional Chiefs 


(Continued from Page 1) 


through skimpy use of advertising. 

“We believe that such savings 
cost us dearly in the loss of sub- 
stantially larger returns which 
could be obtained by business-like 
advertising, adequate coverage and 
up-to-date publicity and promo- 
tion methods,” the memo said. 

“Don’t get into the banker rou- 
tine of placing small classified ads 
in newspapers and then sitting 
back to wait for buyers to come in 
begging us to sell to them,” Mr. 
Strobel added. “Ours is a selling 
program and a tough one. We have 
to go after the business.” 


® The nudge from Washington 
headquarters was prompted in part 
by a blistering hearing which was 
held here last spring, after a GSA 
regional office made a poor show- 
ing in the sale of a major installa- 
tion near Laramie, Wyo. In the 
course of the hearing, members of 
Congress pointed out that the only 
advertising used was a one-inch 
insertion in a single edition of the 
Wall Street Journal. While this 
met legal requirements, congress- 
men were annoyed that there 
were only three bids for the prop- 
erty. 

The GSA top command is mind- 
ful of the fact that Congress has 
authorized it to use as much as 
10% of the gross proceeds of its 
sales for advertising, appraisal 
fees and other expenses. On the 
basis of last year’s business, about 
$1,500,000 was available for these 
purposes, but GSA spent only $16,- 
615. 

At present GSA has about $200,- 
000,000 worth of property of vari- 
ous kinds on its hands. Of this, 
property which originally cost 
about $90,000,000 is in what is 
considered a salable category. 


® On an over-all basis, GSA re- 
alizes about a third of acquisition 
cost for property, though the re- 
turns run lower for some indus- 
trial plants and sites and higher 
for certain properties such as light- 
houses or land in resort areas, 
since these are attractive to recre- 
ation-minded individuals. 

The recent memo reminds re- 
gional directors that advertising, 
publicity and promotion are all 
used regularly by private business 
in selling valuable real property. 

“In the real estate field,” it 
says, “advertising means the pur- 
chase of space in newspapers, tech- 
nical journals and other periodicals 
for display advertisements. It also 
includes the use of poster space 
and radio and tv time. In other 
words, advertising represents the 
purchase of space or time on a 
rated basis. 

“Publicity means the skillful 
use of the news value inherent in 
the property and in the sales cam- 
paign itself to attract the interest 
of potential buyers. Publicity goes 
beyond the preparation of press 
releases to include the creation of 
interest in the property and in the 
sale in newspapers, news maga- 


" |zines and other media. 


ws “This requires professional skill 
and continuous contact with news- 
papers, news magazines and other 
news media. 

“Promotion spans two broad 
areas of activity—cooperation and 
informational materials. The first 
enlists the cooperation of such or- 
ganizations as state industrial and 
planning commissions, railroads 
and public utilities, chambers of 
commerce and community organi- 
zations, federal reserve banks and 
trade associations. 

“Normally they have a direct in- 


terest in helping execute a sale) 


which will improve the economic 
stability of their areas. 


General Services Administration, for the first time, offers FOR SALE... 


Choice Industrial Site 
In Gary, Indiana 


(Known es the Gery Armor Plote Plant) 


LAND, BUILDINGS, MACHINERY ARE ALL TO BE SOLD! 


fer tee required it Form Oma) 8 


© 6 Comores Reem 578, Chenge 4 Minot 1 


FACTORY SALE—Ads like this one in 

Chicago newspapers are being 

urged on General Services Ad- 

ministration regional offices by the 
GSA high command. 


“The second includes the prepa- 
ration and distribution of effective 
brochures, broadsides and ieaflets 
which contain basic sales informa- 
tion of value to potential buyers. 
Their distribution should be car- 
ried out not only through our own 
mailing lists but also through the 
channels of the cooperating or- 
ganizations. In some instances they 
may undertake the preparation of 
similar material with our coopera- 
tion. 


@ “One of the greatest errors we 
can make,” the memo says, “is to 
assume that only local people are 
interested in a property. Many of 
our best sales have been made to 
people living outside the region in 
which the property is located. We 
are blind if we ignore modern 
transportation by limiting the ex- 
tent of our promotion and adver- 
tising to local coverage only.” 

Some of the regional offices al- 
ready have advertising agency ar- 
rangements and are believed by 
Washington to be doing a work- 
manlike job. Mr. Mansure is 
determined, however, to avoid re- 
petition of the situation which de- 
veloped at Laramie, where it is 
generally agreed that GSA exposed 
itself to justified criticism. As a 
business man in government, he 
also is anxious to get across his 
firm belief that the use of adver- 
tising will generate more competi- 
tion for the properties GSA is of- 
fering. 


® GSA recently appointed Donald 
Lehman as its director of public 
information. Because of his back- 
ground, which includes six years 
with N. W. Ayer & Son and serv- 
ice in the Washington bureau of 
McGraw-Hill Publishing Co., he 
has been widely consulted within 
the agency on the steps that can be 
taken to spur the sales programs. 
Other uses of advertising, in addi- 
tion to promotion of property dis- 
posal, are known to be under con- 
sideration. 

GSA regional offices, which 
have authority to retain and use 
agencies, are located in New York, 
Boston, Washington, Atlanta, Chi- 
cago, Kansas City, Dallas, Denver, 
San Francisco, and Seattle. 


WABC-TV Appoints Stone 


Robert L. Stone, formerly direc- 
tor of ABC-TV’s production serv- 
ices department, has been named 
general manager of WABC-TV, 
New York, replacing Ted Oberfeld- 
er, who has resigned. Mr. Stone’s 
former position will be filled by 
‘Bernard I. Paulson, now ABC’s 
‘plant superintendent in New York. 
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Advertising Age, September 26, 1955 


Six Agency Heads 
Are Rattled Off at 
Chicago Ad Clinic 


, CHIcaco, Sept. 21—An old fash- 
ioned raffle was held last night for 
Chicago admen and adwomen. The 
only new wrinkle was that six 
agency presidents were the prizes. 

The six agency heads, who will 
buy a free lunch for the six lucky 
winners and answer any and all 
questions about the advertising 
field, were Leo Burnett, Earle 
Ludgin, Edward H. Weiss, Fair- 
fax Cone, Kenneth Laird and Mau- 
rice H. Needham. The occasion 
was the opening session of the 
1955 advertising workshop, spon- 
sored jointly by the Chicago Fed- 
erated Advertising Club and Wom- 
en’s Advertising Club of Chicago. 
The ad clinics will be held for 
eight weeks. 


® The best way to get into adver- 
tising is to get a selling background 
and to acquire a thorough knowl- 
edge of man. So agreed a “million 
dollar panel’ composed of Mr. 
Cone, Mr. Weiss, Mr. Laird, Mr. 
Ludgin, John B. McLaughlin, di- 
rector of sales and advertising, 
Kraft Foods Co., and Raymond 
Weber, advertising manager, 
Swift & Co. Sidney Bernstein, edi- 
tor of ADVERTISING AGE, was the 
panel moderator. 

Mr. Cone said he knew of one 
adman who started as a floor 
walker in a department store and 
now is manager of the San Fran- 
cisco office of Foote, Cone & Beld- 
ing. Mr. Weiss said tha~ if he was 
trying to break into advertising, 
he would take night courses in the 
social sciences and get to know 
people better. He said there is 
much to be learned about what 
motivates people, and what people 
think. 

The big problem with people in 
the advertising field, Mr. Mc- 
Laughlin said, is that many of 
them lack selling experience. Mr. 
Weber jestingly suggested that ad 
aspirants study law to prepare 
themselves for the ad field. 


Liquor Sales May 
Approach “46 Peak 


This Year: ‘True’ 


New York, Sept. 22—It looks 
like the liquor industry is going 
to have its second-best year since 
repeal, according to statistics com- 
piled by True’s “Beverage Indus- 
try Trends.” 

The outlook is for the consump- 
tion of at least 200,000,000 wine 
gallons of liquor this year, com- 
pared with 230,000,000 gallons in 
1946, when consumers and retail- 
ers were happily replenishing war- 
depleted stocks. 

The True report said that holi- 
day business “should be extremely 
good this year. Distillers are get- 
ting ready for the big year-end 
push with new decanters, There 
will be more brands in special 
bottles on the market.” 

The first six months of 1955, re- 
ported True, saw an increase of 
4.1% in domestic liquor bottling. 
Biggest percentage gain was reg- 
istered by vodka, which was up 
59%. Gin bottling also was up, 


Last Minute News Flashes 


Harnischfeger Divisions to Fuller & Smith & Ross 


MILWAUKEE, Sept. 23—Fuller & Smith & Ross, Chicago, has been ap-| 


pointed to handle advertising of the construction and mining and the 
diesel divisions of Harnischfeger Corp., Milwaukee, as well as adver- 
tising of the company’s two export divisions. Hoffman & York, Mil- 
waukee, which already has the welding and hoist divisions, has also 


been given overhead cranes and electrical products. Burnett & Logan, | 


Chicago, continues with Harnischfeger Homes Inc. The reassigned 
divisions formerly were handled by Buchen Co., Chicago. 


Wittner Gets Part of Eastman Chemical 


Kincsport, TENN., Sept. 23—Eastman Chemical Products Inc., a 
subsidiary of Eastman Kodak Co., has appointed Fred Wittner Adver- 
tising, New York, to handle advertising, sales promotion and publicity 
for its industrial chemicals and Tenite plastics. The appointment be- 
comes effective Oct. 1. Advertising for these products formerly was 
handled by Kenyon & Eckhardt, New York, which continues as agency 
for all other Eastman Chemical products. 


Hiram Walker Will Bring Out New Gift Wraps 


Detroit, Sept. 23—Hiram Walker Inc. will announce a “radical 
new development in liquor merchandising” Thursday (Sept. 29) when 
Ross Corbit, Hiram Walker president, will introduce the distiller’s 
complete line of gift-wrapped liquors. The gift wrapping is applied 
at the distillery and each brand in the Hiram Walker stable will have 
its own distinctive wrapper, which will contain no reference to the 
brand or to the company. 


‘SatevePost’' Revamps Typographic Dress 


PHILADELPHIA, Sept. 23—The Oct. 1 issue of The Saturday Evening 
Post, out Tuesday, will display the publication’s new typographic dress, 
featuring wider margins, more pictures, new headlines and larger body 
type, using Baskerville for text. Departments have been redesigned 
and starting features carry further into the book, but the changes are 
not revolutionary in character. 


U. S. Per Capita Income Off $20 in ‘54 


WASHINGTON, Sept. 22—Commerce Department, after announcing 
that for the nation as a whole, personal income was $285 billion, about 
two billion higher than in 1953, today reported that per capita income 
for the nation as a whole was $1,170, down $20 from 1953. By states, 
average incomes ranged from $2,414 in Nevada to $873 in Mississippi. 


$64,000 Question: Will Revlon Switch to NBC? 


New York, Sept. 23—Revlon Products Corp. is expected to reach a 
decision within days as to whether or not it will accept what has been 
described as “very impressive overtures” to switch the “$64,000 Ques- 
tion” from Columbia Broadcasting System to National Broadcasting Co. 


Grey Advertising Will Get Kolynos Account 


New York, Sept. 23—The Whitehall division of American Home 
Products is expected to announce shortly the appointment of Grey 
Advertising to handle its Kolynos toothpaste. Kolynos is currently with 
Biow-Beirn-Toigo, which has a number of Whitehall products. 


‘SI’ Reports Renewal Figures; Other Late News 


© Sports Illustrated, which says subscription renewals are running 
nearly 70%, plans to “break precedent” and include its 1955 renewal 
figures in its ABC statement. Forty-eight manufacturer members of 
National Sporting Goods Assn. have bought an 11l-page ad in the Nov. 
21 issue of SI through NSGA. Grimm & Craigle, Chicago, is the agency. 


® The election of three new directors to the board of Field Enterprises 
Inc. has been announced by Marshall Field, president. They are Russ 
Stewart, v.p. and general manager of the Chicago Sun-Times; Wilbur 
C. Munnecke, v.p. and business manager of the same newspaper, and 
George M. Hayes, v.p. and general manager of the educational division 
of Field Enterprises. 


“Farm Progress Show.” 

This time the show will be for 
two days instead of one—Sept, 29 
and 30. It will be held at the Whit- 
man Taylor farm, in Boone Coun- 
ty, Ill., northwest of Chicago. 


‘Prairie Farmer,’ 
WLS Set Annual 
Farm Progress Show 


Cuicaco, Sept. 21—For the third 
year, Prairie Farmer and its radio 
station, WLS, are sponsoring the 


but domestic gin now outsells vod- 
ka by only 4 to 1, as compared 
with a 6 to 1 ratio in the first 
half of 1954. 


ws Here’s the way the domestic 
liquor bottling picture looks in 
wine gallons to True (bottling for 
export is excluded): 


Some 100,000 farmers from IIli- 
nois, Wisconsin, Indiana and Mich- 
igan are expected to attend. They 
will come to discover new ideas 
and new methods in farming and 
to watch new farm equipment in 
action. 


ws The University of Illinois’ col- 
lege of agriculture will put on a 
“Carnival of Knowledge” demon- 
strating the latest in improved 
farming. 

For farm homemakers there will 
be a fashion show and a “Home 
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agency, will move Oct. 1 to larger 
quarters at 79 W. Monroe St. 
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\‘No Huckster Riot’ 
Is British Reaction 


to Commercial TV 


| (Continued from Page 1) 

| The staid London Times, which 
was in the forefront of the opposi- 
\tion to commercial tv, commented: 
\“Offensive would be too strong a 
'word by far for these comic little 
‘interruptions of the entertainment, 
|but one feels nevertheless that a 
\thick skin of resistance to them 
would be needed before long.” 


m The conservative Daily Tele- 
graph gave grudging acceptance: 
“It did not become the huckster 
riot of vulgarity that opponents of 
commercial television had pre- 
dicted.” 

The Daily Sketch reported that 
commercial tv “stepped into the 
ring to challenge the 20-year-old 
monopoly” of the BBC with “the 
grace and carriage of an elderly 
governess.” 

Britain now has close to 4,000,- 
000 tv sets, but so far only 600,000 
have been converted to receive the 
commercial telecasts. 

American agencies with London 
operations are expected to benefit 
from the new medium. In addition 
to Y&R, J. Walter Thompson Co., 
Erwin, Wasey & Co., Foote, Cone 
& Belding, McCann-Erickson and 
Grant Advertising have branches 
here. Some $60,000,000 worth of 
television advertising may be 
placed in Britain next year, 


Watkins Is Named to 
New Creative Post 
at Campbell-Ewald 


Sept. 22—Julian L. 


CHRISTMAS SUGGESTION—F rench bal- 
lerina Jeanmaire endorses Evening 
in Paris perfume by Bourjois, New 
York, in this color page ad which 
will appear in Life, Look and Sev- 
enteen during the Christmas buy- 
ing season. Similar advertisements 
are scheduled for Parade and This 
Week Magazine as well as 11 ro- 
mance and movie magazines. Law- 
rence C. Gumbinner Advertising, 
New York, is the agency. 


Accept Responsibility 
for Public Relations, 
Ad Managers Told 


St. Louis, Sept. 22—Public re- 
lations should be an important 
function of the advertising depart- 
ments of industrial companies, G. 
D. Crain Jr., president of Adver- 
tising Publications Inc., today told 
a meeting of the Industrial Mar- 
keting Club of St. Louis. 

“Industrial management is more 
aware of the necessity for good 
public relations today than ever 
before in the history of American 
business,” Mr. Crain said. “Good 
management policies are essential 
to good public relations, but they 
must be properly explained and 
interpreted if the acceptance of 
the company is to equal its per- 
formance, 

“Many advertising departments 
already have the function of han- 
dling publicity,” Mr. Crain said, 
“but since issuing news releases is 
merely one function of public re- 
lations, a broad view of what is 
needed to enhance the stature of 
the company in all the areas which 
concern its business dealings can 
help to capitalize progress in every 
division of its activities.” 


DETROIT, 


Watkins, v.p. and copy director 
since April, 
Ewald Co., 


1954, of Campbell- 
has been appointed 
long-range crea- 
tive administra- 
tor of the compa- 
ny, H. G. Little, 
agency president, 
announced today. 

Mr. Little also 
disclosed the ap- 
pointments of W. 
B. Booth as v.p. 
and copy direc- 
tor, James B. 
Hastings as v.p. 
and art director, 
and John Lowden as head of the 
Washington branch office. 

Mr. Watkins came to Campbell- 
Ewald from Maxon Inc., where he 
was a v.p. and chairman of the 
creative board of review. Prior to 
that he was with J. Walter Thomp- 
son Co., H. B, Humphrey Co., N. W. 
Ayer & Son and Young & Rubicam. 
He wrote the widely-known ad- 
vertising book, “The 100 Greatest 
Advertisements—Who Wrote Them 
and What They Did.” 

Mr. Booth has been with the 
agency since 1945, where he started 
as a copywriter. He continues as 
copy group head on the Chevro- 
let account. Mr. Hastings joined 
Campbell-Ewald in December, 


Julian L. Watkins 


® Whether an advertising manager 
is public relations director or not, 
he should be public relations mind- 
ed and should do everything to 
perform a good public relations 
job for the company, Mr. Crain 
said. 

Other areas, Mr. Crain said, 
where industrial advertising men 
can work to advantage in broaden- 
ing the scope of their assignments 
and increasing the value of their 
activities to their companies are 
market research and product de- 


velopment, sales analysis and/1952, as creative staff man on 

merchandising. Chevrolet and other agency ac- 
counts. 

RAY LINTON Mr. Lowden has been with the 


Cuicaco, Sept. 22—Ray Linton, 
55, pioneer radio and tv represent- 
ative, died here yesterday in Hen- 
rotin Hospital after a short illness. 
Mr. Linton started his radio-ty ca- 
reer more than 20 years ago with 
John Blair & Co. Later, he was as- 
sociated with Frederick W. Ziv Co. 
and then with Columbia Broad- 
‘casting System. 
| For over 15 years he operated 
‘Ray Linton & Co., packager of 
radio and tv programs, and a little 


company’s San Francisco office as 
assistant account executive since 
1952, after serving on the Grey- 
hound account at Beaumont-Hoh- 
man, Chicago. 

One of the main functions of the 
Washington office is to service the 
Chevrolet regional and zone of- 
fices and dealers in the area. 


‘Popular Science’ Rates Up 
Popular Science, New York, will 
increase its rates and its circula- 
‘more than two years ago was\tion guarantee with the issue of 
named account executive of radio| March, 1956. The new b&w page 
network sales of American Broad-j|rate will be $2,415 as compared 
casting Co. Mr. Linton also man-| with the present $2,165; the guar- 


aged a radio station in Wichita, antee will move from 1,100,000 to 
‘Kan., several years ago. | 1,150,000, 
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THE ADVERTISING MARKET PLACE 


Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 per 
line. Add two lines for box number. Copy deadline Wednesday noon 5 days 
preceding publication date. Display classified takes card rate of $15.50 per 


column inch. Regular card discounts, 


size and frequency, apply on display. 


HELP WANTED 


HELP WANTED 


MERCHANDISING ASSISTANT 
te Advertising Manager 

Should have background in advertising 
copy, sales promotion and/or merchan- 
dising of consumer goods. Job involves 
yackaging, display, etc.—requires a self- 
starter 27-35, preferably a college gradu- 
ate. Salary commensurate with experience 
and ability. Chicago firm, product nation- 
ally advertised on radio and television. 
Our staff knows of this ad. Write in con- 
fidence—include resume and, if possible, 
recent snapshot. 

Box 7800, ADVERTISING AGE 

200 E, Illinois St., Chicago 11, Il. 

CHICAGO SPACE SALESMAN 
Business publication in a rapidly growing 
industrial field needs additional space rep- 
resentative in Chicago-Midwest. Some 
sales experience desirable but not essen- 
tial. Salary plus commission. Write giving 
education, previous and present connec- 
tions. Ewing W. Graham, Putman Pub- 


lishing Company, 111 E. Delaware Place, 
Chicago 11. 


ALL IS GRIST 
obae won which comes to our mill. 

Lila Molene 105 W. Adams St. 
ANdover 3-4424 Chicago 3, Ill. 
DREAM GIRL FOR AGENCY 
She needn't be beautiful, but if she’s a 
good steno, can handle billing, can do 
light bookkeeping and maybe even knows 
a little production, she IS our dream girl. 
Small agency, nice guys. Air conditioned 
office on Near North Side Chicago. Write 

full details and salary you want. 
Box 7797, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
FRED J. MASTERSON 
ADVERTISING - PUBLISHING 
All types of positions for men and women. 
185 N. Wabash FR 2-0115 Chicago 


JUNIOR MEDIA MAN 


Chicago AAAA advertising agency 
has opening for a young man of 
pleasing personality with several 
years training in printed media. 
Must have working knowledge of 
newspapers, outdoor, magazines and 
trade papers and a basic under- 
standing of TV & Radio. Give person- 
al history and salary requirements. 


Box 521, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


TOP LEVEL OPPORTUNITY 

Head of small daily newspaper and print- 
ing chain in Mid West wants assistant 
well grounded in one or preferably both 
of these fields for rapid development 
towards permanent position involving 
both responsibilities on management level. 
State fully qualifications, experience, sal- 
ary requirements, availability. 

Box 7810, ADVERTISING AGE 

200 E. Illinois St. Chicago 11, Ill. 

SPACE SALESMAN WANTED 
BPA trade magazine needs space sales- 
man, to cover New York, New England 
and eastern Penn. Magazine aggressively 
yromoted and growing fast. Commission 
basis. Principal will interview New York 
mid-October. Not interested in transom 
representative. Tell us about yourself. Will 
arrange interview. 

Box 7803, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


POSITIONS WANTED 


4) 
4 
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| REPRESENTATIVES WANTED 


SEASONED COPY AND IDEA MAN 
seeks agency or manufacturer challenge. 
Straight thinker from whose typewriter 
has flowed compelling copy for many top- 
rated consumer and industrial ‘products. 
Knows planning, follow-through. All me- | 
dia, with strength in print plus merchan- 
dising, sales promotion aids. 14 years writ- 
ing, agency and retail. Prefer stay Chicago. 

Box 7808, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 

ON EDGE OF ADVERTISING 
Want all the way in. Will put terrific ideas, 
varied writing experience to work for ac- 
count exec. who will pay reasonable | 
salary. College grad., vet. 

Box 7802, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 

ASS’T ADVG & SLS PROM. MGR. 
Seven years agency and art studio experi- 
ence. Excellent graphic arts background in 
catalogs, direct mail, ads and campaigns. 
Aggressive self starter, ability to get along | 
well with people. Married, 27 (but don’t | 
let age fool you—present employer will 
verify my capabilities), veteran, college 
grad in advertising and marketing. Chi- 
cago only. 

Box 7806, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


A PADDY CHAYEFSKY IN THE ROUGH 
will sacrifice present position for any kind 
of TV writing job. 
Box 7805, ADVERTISING AGE 
200 E. Illinois St., Ch.cago 11, Il. 


Advertising production. Woman to act as 
assistant to advertising manager of indus- 
trial magazine. Des Plaines, Ill. Give ref- 
erences, state experience and salary re- 
quirements. 
Box 7801, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill. 


BARNARD’S - NATIONWIDE 
OFFICE AND PROFESSIONAL 
Investigate our free-lance service. 
WA 2-2306 202 S. State St. Chicago 


YOUNG CREATIVE MAN 
Small, aggressive Chicago agency is ready 
to add a good young creative man to do 
planning and writing for consumer ac- 
counts. Also work on sales promotion ma- 
terials. This is a real opportunity for the 
right man to ride up with us. State age, 
education, full business history, salary ex- 
pected. Box 7795, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill. 


YOUNG SPACE SALESMAN 
National consumer magazine has opening 
in Chicago territory. Advertising sales ex- 
perience desirable, not required. Replies 
confidential. Write for appointment to 

Box 7796, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS - PLACEMENTS 
209 S. State Ha 7-1991 Chicago 


YOUR CLASSIFIED 
ADVERTISEMENTS HERE 
WILL GET RESULTS 


qualifications. 


200 E. Illinois St. 


FARM MARKET SPECIALIST 


By aggressive midwest agency with growing farm depart- 
ment. Real challenge for man with good educational back- 
ground and successful sales or merchandising experience 
in farm market, preferably feeds, animal health or feed 
medicaments. Write details of your experience, age and 


Box 529 ADVERTISING AGE 


Chicago 11, Ill. 


view. 


A TOP SPACE SALES 
POSITION, CHICAGO AREA 


We want immediately a top grade space salesman expe- 
rienced in selling trade paper space in Chicago and mid- 
west. Must have respect and confidence of agencies and 
advertisers, proved by earning $12,000 a year or more. As 
we consider this area vital such a man will be offered a 
vice-presidency plus a stock interest in company without 
investment. Undersigned will be at Drake Hotel, Chicago, 
Monday, 26th through 29th; phone for confidential inter- 


William H. Relyea, Jr., Publisher | 
Research & Engineering 
103 Park Avenue, New York 17, N. Y. 


Fine background for advertising depart- 
ment or agency. Complete knowledge of 
graphic arts and allied fields. Experienced 
in newspaper and direct mail advertising, 
sales promotion, and merchandising. Mis- 
souri graduate, married, ambitious, perma- 
nent. Excellent references. 
Box 7804, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ml. 
EXEC. (in middle forties) AVAILABLE 
FOOD FIELD DECADE OF EXPERIENCE 
FACT. MANAGEMENT SALES PROD. 
FACTORY MANAGEMENT 
SALES PRODUCTION 
Will Relocate 
Box 8888, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


A GOOD LETTER 
What is a man worth who can write a 
good letter, a letter that talks, a letter 
that leads the reader to a decision and 
draws him to his checkbook? This man is 
available to your company for only $6,000 
a year beginning Oct. 17. 
Box 7807, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


COPY-ART TEAM AVAILABLE 
Two creative advertising men to solve 
your copy-art problems. Work on free- 
lance basis—reasonable fees. Ads, direct 
mail, catalogs, brochures, booklets, etc. | 

Box 7799, ADVERTISING AGE | 

200 E. Illinois St., Chicago 11, Ill. 
VERSATILE WOMAN COPY WRITER 
Major appliance merchandising back- 
ground. Agency and public utility experi- 
ence in plans, contact, copy for all space 
media. Some radio, no TV. Now em- 
ployed, 10 years in present 4A agency. 
Best of personal reasons for considering 
change on reasonable notice. Midwest 'pre- 

ferred. 

Box 7792, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ml. 


“Our 44th Year” 


OCTOBER’S BROWN ALE 
tastes better in the company of fel- 
low congenial and capable copy 
writers. A résumé forwarded us may 


open the door to this agency oppor- 
tunity. 


GLADER CORPORATION 
“The Agency’s Agency” 
Stanley D. Koch, Dir. Adv. Div. 
110 S. Dearborn CE 6-5353 Chicago 


| PUBLISHER'S REPRESENTATIVE for 
California or entire West Coast to repre- 
|sent two well-established, successful trade 
|magazines with sizeable current billing in 
|territory. Must give experience & refer- 
ences in first letter. Be ready for early in- 


| terview. 


Box 7798, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


BUSINESS OPPORTUNITIES 


ADVERTISING PERSONNEL 


Employer—Employee 
Investigate 
our active confidential service 
Betty Clem 
DRAKE PERSONNEL, INC... 
220 S. State © HArrison 7-8600 © Chicago, III. 


TRADE PAPER FOR SALE 
Profitable publication, well-established in 
one of country’s strongest industries. $50,- 


1000 cash required. Balance on contract 


and/or consultation basis. 
Box 7809, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


RIGHT MAN CAN EARN $1,500 A MONTH 
IN ONE CITY ONLY 
Must be able to sell advertising space in 
syndicated Shopping Center & Community 
magazines. We edit and print magazines. 
It’s your business under exclusive con- 
tract. Distribution system and plan is 
right. Tell us about yourself. 
AD CREATORS 
Hutchinson, Kansas 


MISCELLANEOUS 


Top quality technical illustrator and re- 
toucher desires free lance artwork assign- 
ments, catalogs, manuals, perspectives in 
color, black & white and line. 
A. C. Ullrich Rte 3 
McHenry, Il. 


Box 459 
Ph. ME 9-6348 


AGRICULTURAL ART 


—to ‘‘Pep Up’’ your farm ad- 
vertising program. Use my 
finest of authentic, realistic 
farm animal illustration. Rea- 
sonable—Quick Service—Write 
for recent samples. 


7265 N. Ridge Dr., Omaha, 11 


AGENCY PRODUCTION MAN 


Man wanted for Production Depart- 
ment of large downstate agency. Ex- 
perienced in estimating and pur- 
chasing all types of printing. Write 
for interview, stating all qualifica- 
tions and salary desired. 


Box 522, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


ATTENTION PUBLISHERS! 


If you're covering New England with occa- 
sional high-spot calls but realize you 
should undertake a sounder, more inten- 
sive job of coverage, cultivation than you 
ever saw fit to do before, a Boston Rep 
with consumer, trade experience can give 
you intelligent, alert, on-the-spot repre- 
sentation. Excellent record reputation, 
contacts. 
Geo. B. Dunning Co. 

192 Boylston St., Boston 16, Mass. 


RADIO-T/V WRITER 
$20,000 


’ 
Outstanding opportunity with high-level 
4-A agency. Must be top-flight on live and 
filmed shows and commercials. Will serve 
only blue chip clients. All negotiations in 
strictest confidence. Contact 
EORGE E. PYLKAS 
Executive Advertising Consultant 
WABASH EMPLOYMENT AGENCY 
202 S. State St. Chicago 4 WAbash 2-5020 


Fine, Fast, Fairly Priced Photography 


pics 


photographers 
DEARBORN 2-1062 
187 N. LASALLE, CHICAGO 2, ILLINOIS 


COMMERCIAL 
INDUSTRIAL 


PUBLICITY 
CONVENTION 


The Midwest's ] 
outstanding placement 
service for Adv.- Art & 

allied fields. 


By appointment only 
59 E. MADISON + SUITE 1417 
CEntral 6-5670 


BIRCH 
den 


Executive 


Placement 
Counselors 


“ADVERTISING MANAGER” 


Man with creative ability and 
direct mail background wanted 
by fast-growing Milwaukee firm 
with 50 offices in U. S. and abroad. 
Will start as “one-man depart- 
ment” but unlimited future. Good 
starting salary. Sell yourself in 
letter, giving age, education, ref- 
erences, etc. Strictly confidential. 
Your references will not be con- 
tacted without your permission. 
Interview with qualified man ar- 
ranged in Chicago. 


Box 528, Advertising Age 
200 E. Illinois St. Chicago 11, Ill. 


creative. ... 
plans o6 6.8 © 
contact .... 


AND 
Substantial experience in planning 


and amateur levels. 


technical-industrial, consumer, and 


Not a fugitive from JWT or BO 


; PHOTOGRAPHY 


lenses, cameras, and accessories, American and import, on professional 


Work in related subjects of plastics, dyes, organic and synthetics for 
training and prior experience in sciences with top copy competency— 


appears in award-winning collections. 
Prefer consultant—outside basis. Will consider full-time arrangement. 


P.O. BOX 137, GRAND CENTRAL, NEW YORK 17, N.Y. 


RELATED FIELDS 


and preparing campaigns on film, 


public relations fields—combining 


SALES PROMOTION MAN 


wanted to help sell special services 
to business firms. Survey work, cal- 
culating, tabulating, demonstration, 
sampling, convention handling, etc. 
Must be good correspondent and ef- 
fective personal salesman. Milwau- 
kee company rs rapidly, 
with 50 offices in U. S. and abroad. 
Good starting salary—fringe benefits 
—unlimited opportunity. Write, giv- 
ing age, experience, references, etc. 
Sell yourself in letter. Strictly confi- 
dential—our employees know of this 
ad, and your references will not be 
contacted without your permission. 
Personal interview arranged with 
qualified man in Milwaukee or Chi- 
cago. Box 526, weed | Age, 200 
E. Illinois St., Chicago 11, Ill. 


SPACE SALESMAN 


Unusual opportunity for income and 
job satisfaction for a salesman with 
a record of outstanding accomplish- 
ment in industrial space selling. We 
are a 26-year-old firm engaged in 
the management of industrial expo- 
sitions and have an opening in Chi- 
cago for a salesman of show space. 
Minimum base salary of $10,000 plus 
commissions that could equal or ex- 
ceed that figure. Send complete de- 
tails to 


Box 520 ADVERTISING AGE 
480 Lexington Ave., New York 17,N.Y. 


its field. 


480 Lexington Ave. 


An Outstanding Opportunity—for an 
Experienced and Seasoned Promotion Manager 


on business publication—unquestioned leader in 


Want an idea man with proven writing ability, 
preferably with technical background. 
Location New York. Please write fully. 


Box 525, ADVERTISING AGE 


New York 17, N. Y. 


Merchandising Publicist 


Merchandising experience, with 


foundation. Should be able to 
$8 - 10,000. 


In-Training Copywriter 


job which will pay off for the 
things done, Salary—$5 - 7,000 


480 Lexington Ave. 


JOBS WITH NO CEILING 


Two spots open in the Television & Radio Dept. of one of the 
world’s finest concerns. If you've got it, there’s no limit on 
how far you can go. Location—Upstate New York. 


Requires an unusual combination of talents and background. 


Publicity or public relations experience with P-R firm or 


Applicant should have two to three years business experience 
and can demonstrate his ability to write. This is a young man’s 


Box 523 ADVERTISING AGE 


dept. stores and large retailers. 


write, sell, speak. Salary — 


man with ideas who can get 


New York 17, N. Y. 


ASSISTANT SALES MANAGER 


Unusual opportunity for man with 
broad creative sales experience. 
Fast-growing Milwaukee firm with 
50 offices in U. S. and abroad needs 
help in directing and personally aid- 
ing Branch Managers in selling pros- 
pects created by National Advertis- 
ing and Direct Mail. Considerable 
travel required. Good starting salary 
— fringe benefits — unlimited oppor- 
tunity. Write in confidence, giving 
age, experience, references, etc. Ref- 
erences will not be contacted with- 
out your permission. Interview with 
qualified man arranged in Chicago or 
Milwaukee. Box 527, Advertising Age, 
200 E. Illinois St., Chicago 11, Ill. 


COPYWRITER WANTED 
Must Have Agricultural Experience 


This job won't be limited to writing 
for farm publications. But if you’ve 
had at least five years of practical 
ad-making experience, and you know 
how to write convincingly to the 
farmer about fertilizer, feeds and 
farm equipment, this leading New 
York agency has an attractive open- 
ing for you. You would work in all 
media on major national accounts at 
a five figure salary (the amount de- 
pending on your qualifications) with 
plenty of opportunity to spread 
yourself and get ahead. Write full 
details about your qualifications and 
salary douved If you seem to fit the 
job, we'll arrange an interview 


wherever convenient for you. 


Box 524 ADVERTISING AGE 
480 Lexington Ave., New York 17,N.Y. 
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Buick Schedules 
$28,000,000 Ad 
Splurge for ‘56 


(Continued from Page 3) 
—10.7%—and we will retain our 
hard-won third place position by 
a substantial margin,” Mr. Wiles 
said. 

“Our sales have been limited by 
our capacity, but by this time next 
year when our current expansion 
program has been completed we 


What's Your Ad 
Slogan I.Q.? Here's 


| |\How AFA Made Out 


(Continued from Page 2) 
Better Cars Are Built, Buick Will 
Build Them.” Four other slogans 
received two mentions apiece: 
“LS/MFT,” “It’s Refreshing,” “It’s 
Toasted” and “You Can be Sure If 
It’s Westinghouse.” 


themes (and some of them are old 
enough to strike you with the nos- 
talgia of old, old songs) were 
mentioned once each by the di- 
rectors, who ranged from ad man- 


Morris,” “Tide’s In—Dirt’s ut,” 
“Bankside Parking,” “The Candy 
with the Hole,” “No Nightly Pin- 
ups,” “You Expect More From 
Standard—And Get It,” “The 
School Girl Complexion,” “It 


Floats,” “All the News That’s Fit 


to Print,” “Be Sure With Pure,” | next year is $20,000. A total of 108 
“In Chicago More People Than) 


Ever Are Cooking With Gas,” 
“Next Time Take the Train,” 
“Pillsbury—Best by Test,” “Be 
Happy—Go Lucky,” “It Covers 


The following advertising) the Earth,” “Say It With Flowers,” 


” 


“It’s Fresher at Fisher’s,” “Best 
Location in the Nation,” “It’s 
Time to Shine,” “It’s Morse for 
Your Money,” “Never Underesti- 
mate the Power of a Woman,” 
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Cerwin Adds Transit Account; 
Appoints Jacobs A. E. 

The San Francisco Bay Area 
Rapid Transit Commission has ap- 
pointed Herbert Cerwin & Staff, 
San Francisco, its public relations 
counsel, The p.r. budget for the 


companies and individuals were in- 
vited to submit bids for the ac- 
count, and 28 proposals were re- 
ceived. 

Julius L. Jacobs, formerly with 
the Review, Hayward, Cal., has 
joined Cerwin as an account ex- 
ecutive. 


will have the capacity to build a 


BETTY JANE RING has been appointed 


{ CAPSULE MYSTERIES 


advertising manager of Schlampp 

Furs Inc., Minneapolis. She for- 

merly was ad manager of Buttrey 

Stores Inc., Minneapolis fashion 
shop. 


million cars a year. It is already 
evident that our dealers will be 
short of new cars to sell before our 
1956 models hit the market,” he 
said. 

Mr. Wiles said that Buick deal- 
ers will enjoy greater profits in 


day conservative.” 


agers of major companies to top| “Progress Is Our Most Important 
agency and media executives: |Product,” “It’s Smart to be 
“It’s Light Up Time,” “Time to| Thrifty,’ “Do It with Lewyt,” 
Retire,” “The Dry Beer,” “What’ll| “Make Mine Chesterfield” and 
You Have?” “Less Work for Moth-| “Better Buy Buick.” 

er,” “They Satisfy,” “You Like It How many of these slogans can 


5 MINUTE TV FILM SERIES 
@ 39 programs now available 
®@ Each program a complete story 
@ Allows for 3 commercials 
@ Big cast with Glenn Langan 


—It Likes You,” “Tastes Like a 
Cigaret Should,” “Call for Philip 


you identify with a product or a 
| company? 


Charlies Michelson, Ine, 
45 WEST 45th ST., NEW YORK 36 


1955 than in any of the last five 
years. 


® Mr. Wiles made the optimistic 
prediction that the 1956 models 
throughout the industry will be so 
strong in the last quarter of 1955 
that the calendar year would end 
with a sale of more than 8,000,000 
units. 

He said that the surging Ameri- 
can economy indicated a sale of “‘at 
least 9,000,000 new cars in 1956” 
and added that the “developments 
of the next few years well might 
make the bold predictions of to- 


FOR RENT...Near North Side, Chicago 


Dignified air conditioned offices suit- 
able for small firms. Remodeled town 
house; 1000 square feet, 5 offices on 
one floor; one small office on another 
floor. DElaware 7-3870, National Sport- 
ing Goods Association, 716 N. Rush St. 


—__—_ ————— —_——— 


( i —=> 
| DOUG SMITH, INC. | 


A complete placement service 
of Ad men, for Ad men... by an Ad mao 
who has worked in all the jebs himself 
for over 20 years 


333 NORTH MICHIGAN AVENUE - CHICAGO 
FRanklin 2-3280 


Mr. Wiles said there is no way 
to determine what a normal sales 
year might be because of the 
growing economy and millions of 
new workers coming into the new- 
car buying payroll class each year. 

His is by far the most optimistic 
prediction for 1956 of any auto 
leader and it might be noted that 
he has always been slightly con- 
servative in his predictions. 


ABC Names Committees 

The Audit Bureau of Circula- 
tions has made a number of ap- 
pointments to standing commit- 
tees. New committee members are 
Leslie A. Watt, president of the 
Poultry Tribune, Mt. Morris, IIl., 
circulation rules and methods; H. 
G. Kimber, president of the Toron- 
to Globe & Mail, Canadian promo- 
tion and service, finance and pol- 
icy committees; Harold Shugard, 
v.p. of the St. Paul Dispatch-Pi- 
oneer Press, chairman of the 1955 
annual meeting credentials com- 
mittee. ABC members serving on 
Mr. Shugard’s committee include 
F. J. Byington Jr., Chicago Trib- 
une; J. Edward King, Time Inc.; 
J. Chalmers O’Brien, Carson, Pirie, 
Scott & Co., and R. C. Christian, 
Marsteller, Rickard, Gebhardt & 
Reed, Chicago. 


Louis LaFonteese Moves 

Louis R. LaFonteese Associates, 
San Francisco publishers’ repre- 
sentative, will move to new offices 
at 681 Market St. on Oct. 1. 


Youll never know 
how good we are 


Ontil we work for you, 
_———————. siemeicencnl 


youl tind ; 
Weill een break par. 


(COLOR AND BLACK-AND-WHITE) 


18,611 
AVERAGE 
PAID 


National Newspaper of the Motor-Freight Carriers 


1424 SIXTEENTH ST., N.W. 


* WASHINGTON 6, D.C. 


The facts about TRANSPORT Topics invite com- 
parison—and envy. Its paid circulation is in 
excess of 18,000, and its renewal percent is 
83.47! Astounding figures if this were a give- 
away publication—but TRANsPoRT Topics sells 
for $7.50 per year. (Over 81% of its subscrip- 
tions are for one year only, and 77% are 
obtained by mail direct to the publisher.) 

TRANSPORT TopPics is unique in the trucking 
field. It is a tabloid-size newspaper published 
every Monday and edited exclusively for Motor- 
Freight Carriers — common carriers, contract 
operators, household goods movers, automobile 
transporters, petroleum and oil-field haulers, etc. 
Its news columns are devoted exclusively to 
topics that interest these people: ICC decisions, 
court actions, rate increases, size and weight 
legislation, taxes, personalities, etc. 

Weekly issues (ABC net paid) reach the 
foremost operators in the industry. The 2800 
Class 1 Carriers—the cream of the crop who 
account for 79% of the income of regulated 
carriers — overwhelmingly prefer TRANSPORT 
Topics to any other publication. 

The third-Monday edition of TRANSPORT 
Topics (ABC plus 8,000 controlled circula- 
tion) reaches every carrier regulated by the 
ICC This edition gives you 100% coverage of 


COPY OF PAPER AND ABC STATEMENT 


SENT AIRMAIL ON REQUEST 


* ABC June 30, 1955 


the motor-freight industry twelve times a year. 

Motor-Freight Carriers make up the largest 
single vocational truck market in America. 
With 1,000,000 power units—roughly 13% of 
the nation’s total—they account for over half 
the annual truck-ton miles. They operate 51% 
of the tractor-trailer combinations. Regulated 
carriers alone gross over -$5 billion a year. 
Approximately 18,000 of these carriers operate 
their own shops for rebuilding and maintenance. 

Readership of TRANsPoRT Topics is attested 
to by its remarkable renewal rate and by the 
fact that each issue carries a page or more of 
classified advertising set solid. 

The newspaper format of TRANsPoRT ToPics 
assures advertisers another dividend: full posi- 
tion, regardless of size, on a page replete with 
live editorial matter. Proportion of editorial 
content to advertising pages is approximately 
50-50. In 1944, TRANSPORT Topics carried 456 
pages of display advertising; in 1954, 821 
pages—an increase of 80%. 

Any automotive advertiser, large or small, 
who wants to sell the vast motor-freight market 
should give very serious consideration to 
TRANSPORT Topics. It is the logical publication 
to use, and it is the only publication that thor- 
oughly covers the entire market. 
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OW TO GET 
THE KETCHUP OUT OF 
THE BOTTLE!” 


McCall’s helps Heinz promote new uses for ketchup, 
to reach an all-time high in ketchup sales! 


Advertisers know that McCall’s readers take action on ideas 
they find in the magazine. 


When H. J. Heinz Company’s advertising in McCall’s stimulated 
McCall’s readers to exciting new uses of Heinz Ketchup, 
the sales of that product zoomed to record-breaking heights. 


Mr. B. D. Graham, Vice-president in charge of Marketing, 

for The Heinz Company, says: “Our McCall’s program 

has proved to be a very wmportant factor in accelerating 

Heinz Ketchup sales to an all-time high. In fact, since this 
advertising appeared, consumers have been taking Heinz Ketchup 
from grocers’ shelves at a faster rate than at any time in our 
history. Research indicates that it is by far the fastest-growing 
ketchup in the industry today.” 


What McCall’s can do for ketchup, 

it can do for your product—whether 
it is soup or soap, cigarettes or 

corn flakes, refrigerators or washing 
machines. No matter what you want 
to sell to a woman and her family, 
you'll sell more if you put your 
advertising message in front of i 
McCall’s 12,000,000 responsive readers. /) 


There’s a reason for that 
responsiveness. McCall’s impact on 
women who buy is greater because 
editorially it is completely 
contemporary—reflecting all of the 
interests of today’s woman, 
including her family. 


Incidentally, for an easy flow of Ketchup tilt the opened bottle (about 30° 
angle), tapping the neck 3 or 4 times with the fingers of the other hand as shown. 
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